














A Housewares Promotion 
That's Still Making Sales 
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Apex brings you the 
first full-size 
folding wringer washer! 






SPIRAL DASHER WASHER 


eee feature-packed traffic-stopper 
that housewives everywhere will soon be talking about— 


WATCH FOR (T! 


















Famous 
APEX SPIRAL DASHER 
with Jet Washing Action! 











Your Distributor or Apex District Manager will you informed about introduction in 
your local market. Be one of the first to capitalize on this sensational new product! 
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@ Coralpink-and-white 
(model No, PM-551C) 


@ Turquoise-and-white 


| (model No. PM-551T) 
; @ Yellow-and-white 


(model No, PM-551Y) 





(Model 1$-5213M) 


$1995 


Extra profit for you! 


Braut flt, Git packager 


ANTIQUE COPPERTONE IRON 





1 







New Gt appeal | 


PORTABLE MIXER 










Full power plus exclusive 

stop-n-go switch Only iron designed for the gift market. PS. 
——— ee veief-handed ions 

see a 1 

Copper Beauty. for left-handed people 
With wider steam path and Open Handle. Steam-n-Dry Iron 
Now in smart antique coppertone finish with (IS-521L). 
complementary maroon handle. Dry Iron (ID-513L). 





ROASTER -ROTISSERIE 
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- AUTOMATIC FRY PAN 
Beat’ buy af 
AM pre 


New Coppertone Cover 
makes it a showpiece . . . 
and at only $3 extra; or 

See-through Glass Cover 
available at $2 extra. 










G20 -now 
ot & popular 
price! 


(Model PE-552) 


Only $1995 


COFFEE MAKER 


Opens up a whole new 
market! Better coffee-making 
at under-$20 price! 
Automatically brews 

3 to 10 cups; keeps coffee 
hot without reperking. 


(Mode! EFP-551) 


Vt... eyobus ure 


The year’s top gift at 
@ Square-shaped heating element 


Bic: 7 $2295 @ Thermometer-type heat control 


® Cool open handle 


Yes, I intend to reserve a window 
and participate in the Westinghouse 
N $25,000.00 Window Display Contest 
\ between December 3 and 17, 1955, 


My Westinghouse Distributor is: 











The Salesman is: 





Store 
City 


Signed 


In 25 words or less, complete the fol- 
lowing statement: “Jt pays to display 
Westinghouse Electric Housewares 
because... 

a a ee eee ee see ce Me) mer) ee 


YOU CAN BE SURE...1F IT's | 
Westinghouse 
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nothing SELLS like CORY 


... the year ‘round gift line! 


Seems like every body wants — everybody buys 


Anniversaries — Weddings — Birthdays — 


No other line has such broad price range, such consumer 
appeal — such fast turn-over — as the profitable 
CORY line — all year ’round! 


The Elegant Carafe Royale 


A smart, new accessory for dining room, buffet, porch, 
and patio serving! Smartly styled in gold and black 
12-cup 


rete, 9695 


with wrought iron condlewarmer trunnion 
heat-resistant glass serving 
decanter, Grandest gift ever! 


Magnificent “Crown Jewel” 
Automatic Percolator 


Absolutely the finest, most fabulous percolator made! 
The supreme gift for every woman! Beautiful stain- 
less steel body, 24-karat gold-plated base, hand- 


$5Q00 


some raffia handle, 4-9 cup size. 
Retail, 


Handsome “Crown Jewel” 
Knife Sharpener 


For those who want to give the unusual yet prac- 
tical. A sure-fire gift with universal appeal. 
Sharpens any knife professionally, Just plug in, 
draw knife through quickly. Cut yourself in on a 
bigger slice of gift profits with 


Cory! Retail, $] 99 5 
Retail, $] 49 5 


Regular Model Electric 
Knife Sharpener 














All quality 
products of 





® 
CORY .; 











CORPORATION 
221 WN. LaSalle SI. 
Chicago 1, Ilinois 


Terente 10, Canada 


CORY for gifts for 
Holidays! 
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Finest Made “Personal” 
Automatic Electric Coffee 
Coffee Brewers Grinder 


She couldn't hope to 
receive anything more 
wited to her toste— 
both for good coffee 
and good looks! It's the 
the only stainless steel 
vocuum type avlomatic 
made, Brews 4-8 cups 
of coffee avtomatically 
- +» turns itself down, 
keeps the coffee hot! 


Retail, $39.95 


A unique gift—and so 
much appreciated by 
coffee connoisseurs! 
Grinds coffee roaster- 
fresh as needed, You 
actually use less coffee 
—make better coffee. 
Adjustable to any 
grind—holds full 
pound, With handy 
measuring glass. 


Retail, $29.95 
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Nicro by Cory 
Stainless Steel 
Coffee Brewer 


For customers who are 
tired of replacing beat- 
up coffee pots! Have 
them try this new Nicro 
Coffee Brewer. It's 
made of indestructible, 
gleaming stainless steel 
that makes perfect cof+ 
fee for a lifetime. 
Won't stain, dent, chip, 
or break. Rinses clean! 


Retail, $9.95 up 


New and 
Different 
Cory Perc 


It's the sauciest, selling- 
est percolator you ever 
saw! All sparkling heat- 
resistant glass in Swed- 
ish design. Perks up 
tables... perks up 
perfect coffee! 


Retail, $6.95 


Separate Candle 
Warmer for Cory Perc. 
Keeps coffee hot... 
looks elegant! 


Retail, $2.95 


All-Glass 
Coffee 
Brewer 


It's the only all-gloss 
coffee brewer made! 
There's not even a 
strip of rubber to 
change the good cof- 
fee flavor. It's all glass 
right down to the fa- 
mous glass Cory filter 
rod! A famovus-name 
gift every woman 
knows and wants! 


Retail, $5.50 up 


NOVEMBER, 


“Mardi Gras” 
Beverage Server 
Gift Pack 


Colorful and festive 
...@ matched set of 4 
hot or cold beverage 
servers with jet black 
plastic stoppers and 
gay neckbands. Each 
holds 12 ounces. Won- 
derful for breakfast, 
for snacking, entertain- 
ing —anytime. All in a 
full-color gift box. 
Retail, $4.95 
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Stainless 
Steel 
Percolator 


Makes wonderful cof- 
fee ... guaranteed for 
a lifetime! Doubles as 
handsome hot or cold 
beverage decanter. 
Beautiful, mirror-like 
stainless steel body 
will not chip, wear, 
crack or stain—ever! 


Retail, $11.95 




















Business Quick-Check 





THE YEAR 
sO F AR 


{ SO Vs 54 


Latest 
atelaLia 


Preceding 
atelabia 














SALES, factory, appl.-radio-TV index (1947-'49 = 100) 127 170 97 
DEBT consumers owe on appl.-radio-TV ($millions) 284 281 276 
FAILURES of appl.-radio-TV dealers 16 25 24 





RETAIL SALES total ($billions) 


15,7 15.5 14,2 
































DEPT. STORE sales index (1947-'49 = 100) 119 119 111 

PERSONAL INCOME annual rate ($billions) 305.0 305.3 286.7 4.4% UP | 
LIVING COST index (1947-'49 = 100) 1145 147 1150 0.5% DOWN 
SAVINGS of consumers, annual rate ($billions) 16.6 15.3 18.8 19.8% Nn. 
HOUSING starts (thousands) 123.0 115.0 114.3 15.2% 

AUTO output (thousands) 462.8 614.4 285.9 








UNEMPLOYMENT (thousands) 


RENDS 


Colored appliances will be an increasingly important factor im 
your future business. All indications point that way, say manufac 
turers who have been producing colored appliances this year. The 
colored units are selling “better than expected” and General Elec- 
tric in particular has racked up an imposing sales record, Current 
G-E output in color is startling; it’s roughly 17 percent. 








You'll also find the public isn’t conservative in its choice of 
colors. The brighter pastels—pink, yellow, green—are favored in 
future production plans. Those are the colors the public favors so 
far. 

Key stumbling-blocks to color sales have been the already estab- 
lished color schemes in kitchens. Much of the present demand is 
from builders. In new living units, kitchens can be easily com- 
pleted in complementary colors. The customer who isn’t planning 
a complete re-modeling is more limited in his color choice. 

















If you're looking for a starting point in color, you might try 
laundry equipment. The customer may be more willing to expen- 
ment with color in the usually drab basement or utility room than 
in the more carefully planned kitchen. 








The second-set market has not materialized as anticipated. That's 
the conclusion of researchers for Cunningham & Walsh who have 
just released highlights of their eighth annual Videotown study. 

( Videotown is actually New Brunswick, N. J., and the ad agency 
researchers have been paying annual visits there since 1948 to report 
trends in TV viewing habits.) 

In June of 1955 only seven percent of Videotown homes had two- 
sets (which is actually considerably higher than the national average 
of 3.5 percent reported in the recent study conducted by the Bureau 
of the Census for the Advertising Research Foundation ). 
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(Sources, in order: FRB, Dun & Bradstreet, Dept. of Commerce, FRB, Dept. of Com- 
merce, Bur. Labor Statistics, Council Econ. Advisors, BLS, Ward's Auto Reports, Census 
Bureau) 


What's holding back the second-set market? ‘The reasons given 
the Videotown researchers were: “Don't need it” or “The house 
is too small.” 

Servicing dealers will be interested to note that in Videotown 
most new two-set owners keep the old set until the tube wears out, 
relegating it to the bedroom (44 percent) or a recreation room (33 
percent), But cach year “many of the two-set owners discard the 
second set when it needs repair.” This helps explain the low inci- 
dence of two-set homes despite the fact that 75 percent of set sales 
in the first months of 1955 were made to people who already 
owned TV. 

Each market has its own peculiarities but the pattern being de- 
veloped in a mature market like New Brunswick (where saturation 
is now 87 percent) should be useful to dealers in newer markets 
where the saturation rate is just beginning to shoot upwards. 




















* 

‘The World Series was an important milestone in the marketing 
of commercial color. 

For one thing, it opened the way for sales to bars and taverns. 
Many experts are convinced that color will follow the pattern cre- 
ated during the early days of black and white—the public will be 
exposed to the new medium through viewing it in bars, taverns, 
clubs and so forth. Telecasting of the Series provided programming 
which appealed to tavern owners, programming which they knew 
would draw business. You can see evidence of that in the eastern 
city where a tavern owner looked up a T'V dealer in the classified 
pages of the phone book and then ordered two color sets. 

Beyond that, the colorcasts of the World Series created the first 
minor “boom” in color set sales. In New York you couldn't buy a 
set for any amount of money during the Series. Even though such 

Continued on page 6) 
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MODEL 758 Hi-Fi TWO-SPEED 











TWEETER-WOOFER 
"*BALANCED-SOUND’ SYSTEM 


Exclusive . . . only recorder with provision permitting 
remote start, stop and reverse for transcribing and 
dictating purposes, PLUS... New Automatic Tape 
Transport Shut-Off. PLUS. . . Piano-Key Controls. 
PLUS... Automatic Selection Locator. PLUS... 
Electronic Record Level “Eye.” Pius... Amplifier 
By-Pass for Hi-Fi. 


New AMPRO Model 758 Tape Recorder, Retail... $249.95 
Model 7587, With Built-in AM Radio 284.45 
No. 168 Matching Console Speaker 59.95 





Call your Ampro distributor today | 
Ampro presents the industry's most complete line of tape recorder accessories 


AM PRO CORPORATION 


26365 NORTH WESTERN AVENUE + CHICAGO 16, ILLINOIS 
& SUBSIDIARY OF GENERAL PRECISION EQUIPMENT CORPORATION 
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sell-outs in a number of cities moved only token numbers of sets 
(for the simple reason that relatively few sets have as yet been pro- 
duced ) the sell-out had a psychological effect on the industry. For 
the first time, the industry had tangible proof that color had actu- 
ally been a commercial success—even if on a somewhat limited 
scale. You can look for more and more activity on color (by manu- 
facturers, distributors and dealers) in the months just ahead. 

The Videotown study, incidentally, touches on the problem of 
selling color. About 17 percent of the residents of New Brunswick 
have now seen color and two-thirds preferred it to black and white. 
But they had definite ideas on what they would be willing to pay 
for it. On an average they want an 18 to 21 inch screen retailing 
for $336. 
~ "The pollsters revisited town after the World Series and found 

(Continued on page 10) 



































MANUFACTURERS’ SALES 1955 1954 % 
(Units) (Units) Change 
DEHUMIDIFIERS. Aus. 14,338 1,742 +7923.08 
8 Mos. 81,883 68,671 +19.24 
DISHWASHERS Aug. 21,212 11,246 +88.62 


8Mes. 181,985 119,931 +51.74 


DRYERS, CLOTHES, Electric... Aug. 101,677 57,844 +75.78 
8Meos. 541,322 296,861 +82.35 


Gas .. Aug. 34,513 22,321 +54.62 
8Mos. 187,302 118,029 +58.69 


FOOD WASTE DISPOSERS... Aug. 44,033 35,750 +23.17 
8Mos. 321,247 245,561 +30.82 


FREEZERS v Aug. 58,445 57,509 + 1.63 
8Mos. 506,072 471,223 + 7.40 

IRONERS Aug. 6,105 5,925 + 3.04 
8 Mos. 54,440 55,960 — 2.72 

RADIOS, HOME Aug. 300,513 280607 + 7.09 
8 Mos. 1,792,142 1,743,880 + 2.77 

RADIOS, PORTABLE. Aug. 106,197 74,713 +42.14 
8 Mos. 1,355,895 957,199 +41.65 

RADIOS, AUTOMOBILE... Aug. 403,320 275,008 +46.66 
8 Mos. 4,469,179 2,547,413 +75.44 

RADIOS, CLOCK Aug. 137,604 155,171 —11.32 
8 Mos. 1,107,796 861,627 +28.57 

RANGES Aug. 76,158 75,907 + .33 
8Mos. 878,788 744,088 +18.10 

REFRIGERATORS.. Aug. 310,789 256,665 +21.09 
8 Mos. 2,897,194 2,456,781 +17.93 

Two-Door Models Aug. 52,197 27,503 +89.79 
8Mos. 481,835 273,812 +75.97 

TELEVISION Aug. 647,903 633,387 +2.29 
8 Mos. 4,820,991 3,785,519 +27.35 

VACUUM CLEANERS Aug. 255,540 185,397 +37.83 


8 Mos. 2,081,297 1,701,800 +22.30 


WASHING MACHINES, 
Automatic & Semi Aug. 274,972 200,498 +37.19 
8 Mos. 1,954,758 1,430,491 + 36.65 


Wringer & Spinner Aug. 128,798 92,815 +38.77 
8 Mos. 785,704 767,715 + 2.34 


WATER HEATERS, Storage Aug. 54,890 51,195 + 7.22 
8 Mos. 483,375 413,759 +1683 


WASHERS, IRONERS, DRYERS-Membership of American Home Leundry Mir. Assn.’ 
VACUUM CLEANERS—industry Estimate by *Vecuum Cleaner Mir. Asm.) Radio & Tele- 

Production Estimate by Redio-Electronics-Television Mir. Asm., All Othen— 
NEMA Members, not Industry. 
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THE NEW 


HOOVER 


AUTOMATIC 


i A) ’ 


Special New Product Offer 


(ALL YOU DO IS BUY SIX) 











FEATURES YOU CAN DEMONSTRATE AND SELL 


The new Hoover Automatic Coffeepot will be introduced to the 
public in a full-page color ad in the November 26 Saturday 


¢ Automatic Selector Dial é' . 

° Evening Post. 
* Makes up to 9 cups automatically 

. ‘ Is DeINg Introduces othe trade now Wilh an outstanding 
¢ Cup measure clearly marked inside It is | ak at ; I to the trad ut at 
¢ Firm-fit top special offer. To get in on it, all you do is buy six or more coffee- 
¢ Won't-drip spout pots. 
e Automatic thermostat Here's a new opportunity for profitable volume during the 
© Large top opening — self-cleaning perk pump and tube biggest gift season of the year. To get the facts, get in touch 
¢ Handle guard—no scorched fingers with your Hoover distributor. Why not pick up the phone and 
* Insulated base—set it anywhere call him right now? 


and it carries a name, known and trusted by millions... HOOVER! 








HOOVER 


NF 1D ( « 
Special Products Division FINE APPLIANCE 
THE HOOVER COMPANY + North Canton, Ohio ..- around the house, around the world 
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Plan now to make the most of this idea-packed Christmas 


advertising. It shows your customers 50 ways to use the 


new clock-radios! Gives you 50 different ways to sell 


clock-radios to every customer who comes into your store. 











Your customers will see and read about this new 
Telechron i a timer ee in the Nov. bs POST @ 





eq 








FREE STOP-THE-SHOPPER DISPLAYS help you sell clock-radios 


for kitchen, bedroom, living room and den. Free counter and 
window display ideas and materials let you put this POST ad 


to work for you selling clock-radios . . . illustrate how to tie in the 
POST ad and clock-radios with the Telechron Electric Memory 
timers. Eye-catching display materials for windows and depart- 
ments. Write for free dealer display package today. Also ask 
for full information on itinerant window and departmental dis- 
plays for Telechron Electric Memory timer-equipped clock-radios. 








SALES-CLOSING DEMONSTRATIONS that can sell 3 to 4 clock- 
radios per family. Show customers how the Electric Memory 
timer automatically remembers to turn appliances on or off. 
Demonstrate how it “wakes-you-to-music”...or lulls you to 
sleep and turns itself off. Send for copies of the Nov. 26 POST 
4-color center spread for 50 different demonstration ideas ... use 
them for promotion ideas, Use reprints of this POST ad in your 
window and island displays. Telechron Timers, Clock and Timer 
Dept., General Electric Co., 1111 Homer Ave., Ashland, Mass. 


make sales easy—automatically 
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USE KEYS TO 
ELECTRIC RANGE 


Y. 


“A 


SALES 


FAST 


AUTOMATIC 


Proctor makes ali cooking 
fast-starting and fully automatic 





CHECK the speed and automaticity of the 
Proctor Infinite Control Flasher Switch against 
ony other element-switch combination. 


PROCTOR OTHER 
FPAST—Melts Butter in 15 seconds | | 
FAST -Sizzies Bacon in W seconds 
FAST 'Slow” fries Egg in 2 minutes, 


v 
Y 
v 
v 
v 
v 
Y 
Y 
v 


3O seconds 


FAST 


faster 


Boils practical quantities of water 


1 cup in 1% minutes 


AUTOMATIC faces to cooking speed no 


matier where you set the switch 


AUTOMATIC levels off 


when it reaches cooking speed 


automatically 


AUTOMATIC 


to maintain heat level 


Cuts in and out automatically 









AUTOMATIC™ “input held constant auto- 
matically at all switch positions (except High) 
regardless of line voltage variations 
AUTOMATIC Set dial anywhere not 
merely at 5 or 7 positions. Neat maintained auto 
matically--no more “knob-twitching”, no pot- 
waiching 

Yes, here is proved Fast, Automatic Heat you 


can demonstrate easily, convincingly, quickly 


without gimmicks or gadgets——-performance 
t 


that satisfies long alter the sale 


(i) 


is made, 


Tell Your Manufacturer How 
Important These Selling Fea- 


tures Are to You. He'll Listen! 


Pr ee 
PROCTOR ELECTRIC CO 
3rd Street and 


ie ee 
i a 

















TR EN DS continued 





that five sets had been sold, two to bars and three to individuals. 
The eleven dealers contacted, however, were not hopeful of selling 
many color sets in 1956. Their reasons: (1) price and (2) lack of 
sufficient programming. 


Dryer output this year may hit the 1.5 million level, a figure far 
ahead of industry expectations when the year opened. Eight month 
production was 75 percent ahead of the pace set in 1954 when near- 
ly 941,000 units were produced. 

Better yet, there seems to be good reason to believe that this 
quickened sales pace will continue in the years ahead. One big rea- 
son for this is the increasing attention being paid the dryer by gas 
and electric utilities—each anxious to push the sale of its own fuel. 

Whatever the outcome of the competitive fuel battle, the pro- 
motional ammunition expended in the fight promises stepped up 
sales of dryers of one sort or another for years to come. 














The electric utilities have some uncomfortable statistics to spur 
them on in promoting dryers. Whereas electric models were out- 
selling gas by a 3.7 to | ratio in 1950, this figure dropped to less 
than 3 to 1 in 1954 and nine month figures for the current year 
reflect little change. Beyond that, utility men are aware that a good 
deal of this bulge in favor of electrics may be due to the fact that 
45 million homes have electric meters while only 30 million have gas 
meters. And in some metropolitan areas gas units are currently out- 
selling electrics. 








Some gas people are now talking about the day in which the mar- 
ket will be split on a 50-50 basis. Such talk is the best clue to the 
continuing promotional effort which can be expected from gas utili- 
ties. The electric industry must expect to mount at least a corre- 
spondingly ambitious program to meet the challenge. 


You can expect to hear more and more about adequate wiring 
during 1956. At the recent convention of the International Assn. 
of Electrical Leagues there was general agreement that a substantial 
start has at long last been made in tackling the problem of inade- 
quate wiring. And everyone felt sure that such efforts would be 











End 


intensified in the coming year. 
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"1 WAS WONDERING IF WE COULD WORK UP A LITTLE TIE-IN DEAL. . 
MUTUAL ADVANTAGE?” 


. TO OUR 
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Now, TV servicemen 
can replace tubes, adjust and 
align, check components, 
without removing the chassis! 
Saves hours of service time! 
One of the many fine new 
engineering features in the new 
CBS Television Receivers... | 

with the most accessible chassis 


in the business! 


CBS TV Sets contribate 


another great idea to 
the industry! The New 
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CBS Tilt-Out Chassis! 


Another exclusive selling “scoop” from CBS 
TV Sets! Now, when leading TV trend ob- 
servers warn that service is becoming more 
and more important to the buying public, 
CBS brings you the first really major im- 
provement in TV serviceability . . . the great 
new Tilt-Out Chassis. And, when you team 
up this great feature with the superb depend- 
ability of the new CBS TV Sets, you’ve got 
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those service-minded customers sold 7 ways 
from Sunday! 

You've got plenty of ammunition for those 
customers who are more concerned with the 


front of the set, too. For, the new CBS TV 


Sets for fall look better... listen better... 
have more exciting new televiewing features 
than other sets priced considerably higher. 


And you've got the biggest “air force’ in 


1955 


history selling these new CBS TV Sets for 
you on the vast CBS Television and CBS 
Radio Networks. There’s “Arthur Godfrey 
and His Friends’’ on TV and ‘The Amos 'n’ 
Andy Music Hall,” “The Bing Crosby Show,” 
“The Tennessee Ernie Show” on Radio! 


CBS-COLUMBIA 


A Division of the Columbia Broadcasting System 


PAGE 11 





While WATER HOTTERS 
are BIG business! 
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While, Jlase, 
ed pr obelelammelrs 
i Fastest growing é 
White sales currently are rut 1g DOUBLE last years 


not getting YOUR share o lis tremendous year ting new recor ionthly.) Get the White PROVED PROFIT 


a fran 
weak, NO-valley volume, come t hite set V te stor ect Tre 


WHITE PRODUCTS CORPORATION, Middleville, Michigan «+ Division of Lamb Industries, Inc 
e 
WATER HOTTERS 
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EAST 


By Robert W. Armstrong 5 


October rushes Xmas season with 
pickup in small appliance sales . . . 
Overall business may run close 
race with record of 1950. . . Color 
TV both moves and drags its feet 


ged for a big Christmas? By mid- 
October dealers all over the East were 
reporting that they were not only ready for busi- 
ness—they were also beginning to get some. 

Piled on top of a 1955 volume that was 
already so far ahead of 1954 that merchants 
were talking about beating the 1950 record, a 
booming Christmas business would make a new 
high mark almost a certainty. One Boston 
merchant reports that electric blankets and 
plug-in heaters were picking up speed. A Cam- 
bridge retailer says, “Small A al appear 
set for best fall and winter to date. Recent 
promotions have brought out public interest in 
new small apg of all kinds—roasters, fry 
pans, etc. Also in vacuum cleaners, small radios. 
If the mood holds, as appears likely, it will be 
best Christmas of all time in small appliance 
sales.” 

A New York City dealer comments that elec- 
tric shavers, ordinarily “only a Christmas or 
special events item”, had a surprisingly good 
turnover in late September and early October. 
Down in Washington, D. C., a distributor re- 
ports that dealers were getting ready for Christ- 
mas earlier than usual and were betting on good 
sales of portable TV, rotisseries and fry pans. 
Several Washington retailers added that phono- 
graphs and portable radios are up and that th 
expect transistor radios to do especially well. 
And even major appliances are counted on to 
push Christmas business. In humid Washing- 
ton, where housewives have recently discovered 
the values of a dryer, this appliance is expected 
to be a big mover. 


Overall sales volume in the East shows no 
signs of abating—despite the recent uneasiness 
reflected in stock market swings and business’ 
worries about the effects of the coming presi- 
dential election. Up in northwestern New York 
state, for example, dealers are practically unani- 
mous in their optimism for the rest of the year 
and are already well ahead of 1954. One puts 
it this way: “Our TV business has been terrific, 
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running ahead of last year. White goods trade 
is a little more spotty, but spe oats and 
washers are doing well. Overall volume is well 
ahead and we look for good business in Novem- 
ber and December.” 

Down in Philadelphia some dealers were 
complaining about a TV shortage but were 
happy about the demand. One said cheaper 
24-inchers have been leading the list, paid 
tribute, too, to washers and a surprise flurry of 
dishwasher activity. Another, predicting that 
“this is going to be the best year we've had 
since I've been in business”, says that as of 
early October refrigerators, washers, dryers and 
small appliances were the best sellers. 

Up in Boston a distributor reports that refrig- 
erators, off for a while, are up and running 
again, now about 15 percent ahead of last year; 

'V is 30 percent ahead; washers and ranges are 
out in front by 10 percent. An eastern New 
England multi-store operation says that sales 
have already hit 110 percent of 1954 totals. 


Even metropolitan New York area dealers 
are wearing a smile. One retailer in a busy 
suburb says, “The past four weeks (Sept. 15- 
Oct. 15) was the best major appliance month 
we've had this year. Refrigerators, washers and 
TV were up. Even electric —— which 
normally are a slow item because of high instal- 
lation costs, moved upward.” 

Another reports, “We've had a pretty good 
month. Automatic washers led. Refrigerators 
were down from August-early September, but 
ahead of last year . . . TV sales were up.” 


The only place in the East that hit a snag 
was Washington, where sales took an unex- 
plained dip in the first two weeks of October. 
t was variously attributed to unseasonably warm 
weather, the Maryland income tax, and just 
human perversity, but nobody professes to know 
the ar answer. However, even here there's 
no note of pessimism. Laundry equipment, re- 
frigerators and TV are all running ahead of 
last year. One store reports refrigerators five 
aay ahead of September, 12 percent ahead 
or the year. A department store is 25 percent 
ahead in TV. 


Color TV is having its ups and downs all 
over the East. For example, a New York dealer 
said the World Series hurt color more than it 
helped. “High prices and poor rendition,” was 
his verdict. “This color broadcast was a good 
reason why people should buy a black and white 
set,” he says. “As a result we sold 15 b & w 
sets the week after the Series.” 

However, in Philadelphia another dealer had 
om a different story. He made no brief for 
the Series telecasts but he was delighted by the 
economics of color. In one month he sold 10 
color sets—volume $9,000. In the same period 


he moved 92 b & w sets—volume only $22,000. 


For one-ninth the unit volume he got nearly 
41 percent of the dollar volume. 

A third dealer, a New York chain, took 
advantage of baseball’s climax to revert to early 
TV methods by selling color sets to bars and 
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grills, His gimmick: free mention of the bar in 
newspaper advertising. 


More and more dealers are mentioning T'V’s 
emergence into a replacement market. One 
suburban New Yorker, for example, says, “We 
have found that one out of every five sales is 
to customers we sold four or more years ago.” 
A Boston dealer says that the demand for new 
sets seems to be pretty well balanced against 
the demand for replacement parts. He adds 
that people with ancient models get new ones 
in preference to making repairs, but others keep 
the old set and fix it up—even when they buy 
a new one. Down in Washington an electronics 
distributor says his picture tube sales are over 
25 percent ahead of last year and some dealers 
are concerned about what they call a growing 
tendency to keep the old set and make it do 
rather than buy a new one. 


Two small black clouds in the silver lining 
of the East are these: some retailers are com- 
plaining that tightened credit is driving poten- 
tial time-pay customers into the discount houses 
where they get it for less, but pay cash (Bos- 
ton); and another small group is expressing fear 
that as a result of the Whirlpool purchase of 
an International Harvester plant discount houses 
will be flooded with dumped I-H boxes—to the 
detriment of other neon (Washington). 

But against the shining expanse of an almost 
brtems silver lining, those are very small black 
clouds. 


...in the 
MID- 
WEST 


By Tom F. Blackburn 





Dishwasher push on in Midwest 

. Christmas electric business 
up . . . What happened to infor- 
mational price tags? . . . Clothes 
dryers jump ahead. 


D ISHWASHERS, at long last, are being sold 
in the Middle West. General Electric, 
recognizing that people do not appreciate what 
they actually do, is running radio campaigns 
offering a month’s free trial, free installation, 
No money down and a free set of Anchor 
Hocking dishes as a bonus for trying it out. 
Picking out that premium took smart judgment. 
Enough to make the trial worth while, but not 

(Continued on page 14) 
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big enough to do it for the premium’s sake 
alone. 


A realization that action, and not color, is 
what the public wants in its sports pictures, was 
brought home by the colorcasts of this year’s 
world series, the first to be done this way. To 
begin with, there is not much color in base- 
ball uniforms, and the action, while something 
to talk about did not sell many color sets in 
the Middle West. With football mid-game pag 
cantry, it may be a different story 


The jump in attendance at the 1955 hi-fi show, 
held at Chicago’s Palmer House, to 52,331, com- 
pared to 28,000 in 1954, spells the increased 
interest in the subject, according to S. I. Neiman, 
publicity man and president of the International 
Sight and Sound Exposition. The public may 
not know exactly what hi-fi is, but it is interested. 

As price on electric blankets drop, and the 
public learns what they will do, Christmas sales 
this year should be 25 percent ahead of last 
year, one maker declares. A great number will 
go at the promotional price of $19.95. Makers 
are cutting down on the amount of wool going 
into these blankets. Electric sheets haven't done 
so well, because of that word “sheet.” They are 
almost as warm, though. 


There are complaints these days against the 
performance of distributors, nee in short 
season lines like power mowers. Makers say 
that they do not help them warehouse, only 10 
percent of them have service departments, and 
with the big key buyers wanting more margin, 
what is more logical than skipping the jobber 
and selling direct? 

There's a lot of this in the selling of small 
appliance lines direct to Jewel Tea, Firestone 
Tire & Rubber and the like, Manufacturers 
oy are going to stop distributors from 
skimming the cream of their business without 
making a return on it. 

Writes a Detroit department store buyer: 
Where can one get dope which will persuade 
customers to appreciate that all irons are not 
alike, even though they resemble one another 
and are about the same size? This was all going 
to be taken care of by the informational price 
tag, which Sears, Roebuck talked about, but did 
little with. A sales manager of a Wisconsin 
xower company is playing with strips which can 
» pasted to an appliance and will tell the 
story while you wait for a salesman in a one- 
man store. 





"1 DON’T KNOW WHAT KIND OF A KIT THEY SENT ME... 
BUT THIS DOESN'T LOOK LIKE ANY Fm TUNER” 
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Ranges and clothes dryers, lead in Houston. 
Houston, Texas, which is the growingest town 
in the Middle West, revealed that for the first 
six months of the year electric ranges and electric 
clothes dryers lead in sales, 87 and 66 percent 
ahead of 1954. Air conditioning was only 19 
yercent up. This report is by the Houston 
ighting and Power Company, from 79 dis- 
tributors and factory branches. 

Kansas Gas & Electric Co, territory (Wichita) 
saw, for nine months of 1955, bed coverings 
ahead 63 percent, food waster disposers 43, 
clothes dryers (electric) 101, gas models 44, and 
automatic washers 37. ‘Television was 12 per 
cent behind 1954. 

In Union Electric Co.’s area (St. Louis), dish 
washers were ahead 142 percent, clothes dryers 
82, and automatic washers 64. Ironers were 
down 23, roasters 33, and television 3. 

Up in Minnesota Power & Light territory, 
(Duluth), electric ranges were ahead 15 percent, 
water heaters 7, freezers 17, electric clothes 
dryers 50, automatic washers 30, and refrigera- 
tors up 36. 

These are the areas that keep close check 
on appliance sales in the Middle West. All over 
it looks like the clothes dryer is queen of the 
year! 


rm < 
= 
By N. Bleecker Green 


Dealers report sales gains as high 
as 30% to mid-October as TV starts 
its fall surge . . . Color sets begin— 
slowly—to sell 


USINESS in the Great Lakes area for the 

last of September and the opening two 
weeks of October brings in good reports on 
the sales charts. Comparisons with the previous 
30-day period indicate no declines and gains u 
to 30 percent. Business, when compared with 
the year-ago figures, shows a steady rise that 
ranges from a few percentage points up to 20 
percent ahead of 1954. 

Actual sales reports vary from city to city. 
From Columbus, Ohio, one source reports his 
30-days movement about 35 percent over the 
previous late summer movement, but only 7 
percent ahead of the September-October sec- 
tion of last year. Another merchant disagrees 
with a comment that his 30-day business was 
“about even” with the previous month, yet 160 
percent of last year. 

In Canton business was just even with last 
year. Some Pittsburgh, Pa., sources peg busi- 
ness up 30 percent or more for the year so far. 
A Detroit dealer puts his television sales up 79 
percent for the past month, but white goods 
only 24 percent up. He likewise pegs his TV 
for the year 65 percent ahead and the appliance 
business only 3 percent over 1954. 

In West Virginia, a Huntington neat shows 
overall sales down 7 percent and below last 
year by 10 percent. A Charleston, West Vir- 
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inia merchant shows his sales down 20 percent 

or the end of September and opening of Octo- 
ber, but up for the year by some 5 percent. 
Nearby Kentucky dealers in Ashland put busi- 
ness ahead 15 percent for the month, 20 percent 
ahead for the year. A Lexington dealer reports 
a drop for this 30-day period of 18 percent with 
his year-so-far about even. Another Lexington 
merchant says his overall sales are 2 percent 
ahead of the previous 30 days, and off about 4 of 
one percent so far this year. 


Cleveland sources report that sales are good. 
Distributors see electric ranges up almost 33 
percent over September of last year. Dryer 
movement is pegged around 25 percent over 
the same period last year and water heaters 
are up more than 200 percent. Television is 
chalked up around 15 percent ahead. Several 
Dayton, Ohio, sources report sales at the 
dealer level moving about 15 percent ahead in 
the television line. Washers and dryers in the 
Dayton area show some increases of 30 to 40 
percent ahead. 

If you ask a retailer in the Great Lakes area 
how TV got off this year, his reply may well 
be “Fast.” For sales held up Goons the 
summer in many spots and are now moving well 
above last year. 


West Virginia dealers say their sales run 
from 20 percent ahead to “down a slight bit in 
September.” The middle price 21-inch consoles 
are moving well in one place. In Kentucky, one 
dealer says his “dollar and unit sales are a mini- 
mum of 40 percent ahead.” He claims con- 
soles over $300 are the best movers. And a 
fellow dealer in the same state comments that 
after a slow start, TV is “moving good now.” 
He reports that table models in price range of 
$250 to $300 are going best. 


In the greater Detroit area, dealers have 
found that TV is going well . . . and fast. One 
Motor City dealer chalks up his sales at 65 
percent over last year this time (Sept.-Oct.). 
And 79 percent over last year. Some find that 
the 24-inch tube is moving and that the $300 
consoles are bringing in the most volume. Pitts- 
burgh dealers back up the trend to middle and 
high end of the line sales. 

elevision is moving in the Buckeye state, 
too. One Canton, Ohio, merchant calls his 
TV business “good,” 25 to 30 percent over 
last year. In Columbus, TV volume is around 
20 percent above last year. Table models from 
$160 to $210 and above are going well, plus 
the low or horizontal consoles in the $300 to 
$400 bracket. 


The question of color TV brings out different 
answers. Dealers are moving the sets in small 
numbers. One dealer, asked if he had sold an 
and what made the customer buy, retorted, 
“Sold three and we don’t ask questions.” Others 
i sales of “one or two” and one calls his 
olor TV volume “very few—about six.” 


But color is moving. With the increased pro- 
grams on the air, dealers who worked on the 
tinted screen last year can benefit this winter. 

One dealer in Ohio thinks the strong na- 
tional advertising on the part of manufacturers 
and networks will lay the groundwork. Others 
are only commenting “some” as TV volume. 
They plan to go slow. In Kentucky, one dealer 
thinks he can move “another six or eight color 
sets.” And he claims the “average man” is 
buying them—and at full price. 

(Continued on page 21) 
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now... 
KitchenAid 
puts you 


further ahead! 


The Hobart people have 
actually improved the 
FINEST Automatic Dish- 
washer made—Kitchen Aid! 
It’s all new, from Decorator- 
Styled door handle designed 
to actually fit the hand, to the 
self-cleaning circular sump 
and stainless steel dual-strainer system which 
positively prevents spray-back of food particles 
. and many service-free features including 
newly designed vertical 
pump and Hobart motor. 
Just press the switch with 
its new neon signal light 
and the most advanced 
features ever incorporated 
in a home dishwasher 
will go to work for you 
automatically, 








Look at the improvements that mean faster, 
more profitable, no-trade-in sales...far fewer, 
simpler service calls...better and easier dish- 
washing...greater satisfaction for your 
customers. 

With the new 4 
KitchenAid it isn’t J / 
necessary to pre- Ry AA 
rinse. Exclusive p 
Hobart power 
washing action cuts 
through the tough- 
est dried-on foods and sanitizes with water far 
hotter than hands can stand. The new cushion- 
coated racks are designed to hold dishes of 
every size and shape...without clattering, 
chipping or breaking of tableware. 





i 






£ ; ; 

>  partmentlift-out silver- 
| ware basket will ac- 
commodate even the 
large soup ladles and 


spatulas. 


| The NEW five-com- 








The Easy-Glide, sep- 
arately sliding racks 
hold everything from 
the finest china and 
crystalware to large 
pots and pans. The 
upper rack is adjust- 
able for tall glasses— 
greatest capacity. 


The NEW KitchenAid is streamlined, precision 
engineered to 24” or 48” dimensions to make it 
the easiest to install...easiest to service without 
disconnecting...the most economical, best per- 
forming dishwasher made...either in gravity- 
drain or automatic pump-drain models... sta- 
tionary or portable. 





And the NEW Decorator 
Styling... beautiful exte- 
rior finishes in glowing 
Antique Copper, gleam- 
ing Stainless Steel or 
conventional White can 
be had on the KD-11 or 
KD-11-P under-counter 
models. Sparkling All 








White or you can arrange for customer's choice of 
color with kitchen cabinet specialists, And just as 
important are the many selling advantages 
KitchenAid offers dealers and protected-franchise 
distributors... backed by the oldest and most 
respected name in the field... HOBART! 


DEALERS: Write Dept. KEM, KitchenAid Home Dishwasher Divi- 
sion of The Hobart Manufacturing Ce., Troy, Obie, in Canada: 


175 George %., Toronto 2. 


TRADE @ MARK 


World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines 
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ae SELL UP! 


%, 


GS SELL PORCELAIN! 









ema 
Won't burn! Won't stain! 
g Won't fade or change color! 


Won't rust or corrode! 
Wipes new like a china dish! 


oS 







Won't scratch! Won't wear 
through! It's fused to the metal! 













XTwo independent surveys covering 4,000 
Saturday Evening Post families show Porcelain 
enamel the first choice, by an 8 to 5 margin, for 
the exterior finish of Home Freezers, There are 


as 


PORCELAIN ENAMEL gives you a big sales advantage! 


POINT UP THE USER BENEFITS FOR BIGGER, MORE PROFITABLE SALES! 


good reasons for this, briefly summed up at 


the right. 


eS Resists acids and alkalies! 
Truly a lifetime finish! 


QO FERRO CORPORATION cleveland 5, ohic 


developers of today’s finer porcelain enamels 


WS 
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Up to Now, FREEZERS 
alow {=m oY-1-1e BM ale lalemrett-lanle) (=t° Me 


what’s happened to 


FREEZER prices since 


Admiral started building 
them on mass-production 


refrigerator lines... 


FR E 
AT : 
WORLD'S Lowesy Price = | Ys 
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199: 319° 


NOW YOU CAN REALLY SELL FREEZERS! 
---CALL YOUR Admiral, vistriBUTOR NOW 








This Admiral Freezer is made to sell at a price more 
people can pay. That's why its tremendous sales are 
making freezer profits a fact! Admiral mass-produc- 
tion reduces costs, keeps features—4 Super-Speed 
Freezing Shelves, ‘Circulating Cold Air’’ Design, 
ae Door Racks for Frozen Foods and Juices, many others. 
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9.2 cu. ft. Refrigerator 
with 10 cu. ft. Freezer 





A brilliant answer to a family’s needs! 
me 19.2 cu. ft. of refrigerator and freezer 


capacity in smartly-styled matching 








cabinets. Right- and left-hand doors for 


side-by-side or random placement. Take 




















only 56 inches of wall space, 29%, 











inches deep. A dynamic combination 
with lots of Sell! 














Medel DA960 Medel 10U35 
Avto-Defrost Refrigerator Food Freezer 


NOW YOU CAN REALLY SELL FREEZERS! 


2- Model 10U35 Food Freezers 





This Admiral beauty with crisp new ‘$2,000,000 


Styling’ is now priced lower than ever, with plenty 





of profit for you in every sale! Features 5 Super 
Speed Freezing Shelves, Glide-Out Frozen Storage 
Basket, 3 Door Racks for juices, ''Cold-Clear-To-The 


Floor’ design, plus all other fine Admiral features 





























Matching 10 cu. ft. 


12.4 cu. ft. Refrigerator 
Freezers Side-by-Side 


— . with 14 cu. ft. Freezer 





aa 








\ 
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20 cu. ft. of Freezer capacity in far 4 Admiral’s 2-Door Dual-Temp and 


Model 14U49 Freezer offer over 26 cu 
ft. capacity—the Freezer for a family’s 
long-range needs, the Dual-Temp for 
day-to-day use. Perfect matchmates 
with crisp, clean styling. Both now sell 
/ ing at all-time low prices, with plenty 


N 


less floor space than a 17 cu. ft. chest- 


type freezer—that’s the advantage you 


offer customers with two Admiral 
10U35 Freezers. Right- and left-hand 
doors for side-by-side or random place- 


























ment. 20 cu. ft.—and remember, both 





can be sold for $399.90! Model 14U49 
Food Freezer Model DT1361S 2-Deor Dual-Temp 


..-CALL YOUR Admiral. pvistriputoR NOW 


of profit margin for you! 





Whatever your customer's preference—upright or 





chest-type freezer—there's an Admiral model to 
please her. Admiral Chest-type Freezers have the 
same low price structure resulting from mass- 


production economies. For instance— 









ANOTHER GREAT VALUE... 


Admiral 20 cu. ft. Freezer with separate Fast-Freeze Com- 


eae aa partment, Pastry Rack, Freezing Basket, Frozen Storage 
wa adieu Basket, 2 Adjustable “Space Dividers;’ “Child-Proof” Coin- 
- — Action Freezing Control, Protected Automatic Interior Light, 


Safety Handle with Built-In Lock. 


Medel 20€71—700-ib. capacity 


Admiral CORPORATION «: 3800 CORTLAND ST. CHICAGO 47, ILLINOIS 
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.. in the SOUTHWEST 


(This is the second of two columns 
on the Southwest resulting from Mr. 
Bleecker Green's extended visit there. 
Beginning in January this column will 
become a permanent part of Regional 
Trends and will be written by ELEC- 
TRICAL MERCHANDISING’s new 
Southwest Editor, Fred Greene.) 


Despite October drop, 1955 volume 
up to 30% ahead of ‘54... TV— 
all colurs—is on the move . . . Gas 
and electric utilities battle for bal- 
Reverse credit 
problem . . . More builder dealers 


anced loads 


PPLIANCE sales in eastern Oklahoma and 

northern Texas in the last of September 

and early October were down in many spots. 

Dealers indicated that sales volume in white 

goods had taken what one called “the traditional 
slowdown” for the September month. 


But the overall volume, when checked against 
the books for the first eight to ten months of 
the year, showed a better story. Appliance sales 
in both Texas and Oklahoma range from 15 
to 30 percent ahead of last year. Dealers in 
the Southwest are working hard to do their 
part in making 1955 go over the 1950 high. 

Television, however, really opened up with 
the approach of fall weather. 

Television sales are moving anywhere from 
10 to 35 percent ahead of fast year. Metro- 
— dealers in Oklahoma City, Tulsa and 

allas were experiencing a brisk pickup. 
Dealers in smaller towns also soaeted good 
sales. The larger screen, the 24-inch hopeful, 
showed some signs of life in Oklahoma. But 
only signs, with the 21-inch still the leader. 
High-end models were moving well and small 
portable models were getting a lot of atten- 
tion in window displays. 


Is color moving? The answer depends upon 
who you ask the question. Most dealers who 
have not been trying to sell or merchandise 
color during the season last year will give you 
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‘THE BOSS ISN'T AT ALL SATISFIED WITH OUR SALES 
REPORT FOR LAST MONTH.” 


a quick no, But a small number who worked 
hard to really sell color last year come up with 
a different response. They have no surprised 
tone in their voice, but they say, “Why, yes, 
we have sold a few sets.” 

Dealers, primarily in the larger cities are mov- 
ing color. One dealer in Tulsa ordered six sets 
last year. He has sold four to date, and hopes 
to move more. The dealers who tried to sell 
color last year will be the ones who will have 
the “know-how” to actually move the mer- 
chandise in winter season. 


The battle of electricity versus gas is more 
apparent in the Southwest, perhaps, than any- 
where else in the country. With gas utility 
rates often the best for operating costs, dealers 
are hard put to move electric ranges, dryers 
and water heaters. But cases are cropping up 
where the movement is there. 

In one northern Texas town, one old-time 
dealer has been placing separate meter boxes 
on electric ranges installed by his store. His 
pitch: “If you really think this range costs you 
too much to operate after three months, we'll 
take it out.” He makes no straight challenge 
that it is cheaper. But he does dispel any great 
difference in operating costs. And he keeps his 
past bills (which are sent directly to him) in 
the store to help sell others. 


The built-in is helping the cause of electric 
lines in the Southwest. One Oklahoma dis- 
tributor who sells a built-in line carrying both 
pas and electric reported that not one gas model 
vad been sold. The consumer seems to prefer 
electric in the built-in appliance and almost 
considers it from the start. “They just don’t 
like to build-in that flame,” commented one 
dealer. 

But the balancing of load potential in cither 
electricity or gas in the Southwest is another 
thing. Especially when you talk to utility peo- 
ple. Pressed with their largest load during the 
summer months when air conditioning packs 
its wallop, Oklahoma and Texas electric people 
talk of finding ways to balance out the large 
potential with winter use of electricity. ‘The 
gas folks just ponder the reverse. Saddled with 
a high winter load due to heating, they look for 
greater use of gas in summer (air conditioning). 

In Ardmore, Oklahoma, the regional office ot 
Oklahoma Gas & Electric (they sell only clec- 
tric power) is trying to promote the heat pump 
for all year heating and cooling to build a 
year-round business. ‘They plug the quick 
cycle change (14 minutes for change 5 
heat to cool) which is important when weather 
fluctuates a great deal. And they figure the heat 
pump would cost only about $50 more per 
year to operate. The actual cost is pegged 
around 5 to 7 percent above the combination 
of gas heating and electric air conditioning 
for year-round use. 


Credit troubles seem to be at a minimum 
in the Southwest. But one north Texas dealer 
brought up a point that has caused some worry. 
It is simply that he may sell an appliance, check 
the customer out and get a ti credit picture 
of an excellent risk. But shortly after he has 
sold the deal, the customer buys a new auto- 
mobile and gets overextended. “He was a 
good risk by every standard when I sold him,” 
says the dealer. “But he was a guy who should 
have bought a used car or perhaps waited an- 
other year before trading in kis present model,” 
Other cases of this type have cropped up. 
The good risk gets overloaded with time pay- 
ments after the appliance dealer has sold him. 
And it means he may have a repossession ot 
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slow payer on his books. Nothing serious yet, 
but with the tight race in the automotive field, 
it is something to watch. 


The builder business, and who should he buy 
from? The question is just as hot in the South- 
west as the rest of the country. “Why,” asked 
one dealer, “should the builder who S $s one 
item, get a better price than I who buy by the 
car load?” No one seems to have any direct 
answer except the traditional pattern, But 
builder-dealers are being set up in larger numbers 
where the problem is being faced directly by the 
distributor, It is essentially a question of a 
dealer being large enough to handle both the 
sales contacts and the service. No one pretends 
the large project builder should go under this 
deal. builder setting up a hundred houses 
with three or more appliances would overtax 
the paper-holding ability of most dealers, And 
there would be little money made on the deal. 
But the amount of built-in equipment, plus the 
large number of new houses goimg up, put the 
pressure on the builder question. fs a hot one, 
and getting hotter, 


The blitz-’em-by-brand method of promotion 
really got the ‘Texas treatment recently in Dallas. 
Maytag Southwestern brought washers and dry- 
ers in from Iowa by the truckload in pushing 
its “Operation 64” on a statewide status, Two 
hundred and ninety seven dealers throughout 
‘Texas participated in the promotion. The late 
summer event moved 5.003 Maytag items at 
retail, plus 2,000 appliances with other labels 
on them. And not all the dealers were large 
metropolitan boys. In one town of 7800 people, 
an “operation 64” dealer sold 65 Maytag ap- 
pliances within the 64 hour period. 

But the “operation” technique is getting com- 
petition, Other firms are eying the promotion 
push by brand. One Oklahoma dealer, who read 
about it in the Dallas papers, set up an “opera- 
tion 60” of his own and beat the Maytag dealer 
across the street. 


.. in the 


SOUTH 


By Amasa B. Windham 





Cotton money holds up appliance 
. Dish- 
washer steps out as fastest rising 


boom in rural sections. . 


profit maker .. . TV sales high 


B* mid-October, cotton money began rolling 
in to the farmer and appliance buying 
spurted in the southern rural areas. Prosperous 
farmers added television sets and home freezers 
to their households and even the sharecroppers 
and cotton pickers earned enough to buy wash- 
ing machines. You could drive —_ the coun- 
try backroads and see a a machine on the 
back porch of almost every other house. 
(Continued on page 24) 
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You can’t miss! Hit Your 
Local EURE with BIG 


Caer You/ 


. RIGHT NOW ... decide to give Eureka cleaners big pro- 
motion in your local newspapers from now till Christmas. Feature 
the special CHRISTMAS OFFERS with the illustrated factory pre- 
pared ad mats and you can’t miss! You'll wrap up the biggest and 
best Christmas sales... ever! 


Surefire Christmas Offers! 
EUREKA Super Roto-Matic EUREKA Super Automatic Upright 





$6995 $8995 
Feature! Feature! 
FREE *29°° OFFER! | $79°° and your old cleaner 
give $10.00 new Roto-Dolly ive a $10.00 allowance 
plus $19.95 hassock-chest FREE. ioe any old cleaner. 


TESTED...NEVER MISSES! Now .. . with gorgeous new roll-easy 
ROTO-DOLLY, handsome, useful TV Hassock-Chest and dramatically beauti- 
ful NEW Roto- Matic cleaner . . .a Xmas promotion that packs a new “wallop” 
that brings you even bigger, more profitable sales than ever! 

PROVED RESULTS...EVERY TIME! Brilliant new 1956 EUREKA 
Super Automatic Upright is the added feature in this ad. America’s top-rated 


upright cleaner with $10 trade-in allowance for any old cleaner. A BUY at 
$89.95, it’s a““GIVE-AWAY” at only $79.95 ... and the women know it! 









EUREKA WILLIAMS COMPANY 


Division of Henney Motor Company, Inc. 
Bloomington, Illinois 


In Canada: Onward Manufacturing Company, Ltd. 
Kitchener, Ontario 


Order your mats! 
Order your posters! 


Advertising Assures 


Xinag Promoting’ 


Record Sales 
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Special ad-mats 
without upright in 
“box” available in 

three sizes: 
2 col. x 6%” 
3 col. x 11” 
Acol.x 11,” 





—_—_—_—_ 


Special ad-mats | 


SPECIAL EUREKA CHRISTMAS POSTER 


For Your Store and Window Displays 





with upright in 
"box" available 
in three sizes: 
2 col. x 8%” 
3 col, x 12%” 
4 col. x 164%” 


| 

| 

i | 

] Sells your special Christmas offers on both Eurekas— Your Ads ) 

Order your cleaners! | very colorful, beautiful. TELL YOUR CUSTOMERS! TODAY! 
Contact your Eureka | DON’T MAKE THEM ASK! ; 
distributor today ! et «itt | SPREE NaN ATRL SROSERR ESE ce. " 
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The plight of the farmer down here is not 
nearly as as it has been pictured, He had 
a fine season with produce crops all in before 
a three month drought came plage Re at the 
right time for him to raise his cotton (with 
minor boll weevil plague) and get his oats 
harvested. When the rains came, he was ready 
and willing, to spend a pretty good cash income 
on electrical appliances as well as other items. 
Business is excellent in the rural sections. 

As predicted in this column two months 
ago, many southern dealers and distributors 
topped last year's total sales volume by Oct. 1. 
Most of the others predicted that the figure 
would be reached by Nov. |. Barring earth- 
quakes, tornadoes, war, pestilence, famine and 
cath, business for 1955 is a cinch to be the 
largest ever rolled up by southern dealers. 
Manufacturers surely must be gratified by the 
solid sales figures shown by dealers in such 
heretofore up-and-down items as dishwashers, 
clothes dryers, garbage disposers, home freezers 
and electric water heaters, all big ticket items 
With profits mounting in these items and 
with refrigerators, ranges and washing machines 
holding the line or bettering it, most retailers 
were not unduly concerned » Bon whether their 
air-conditioning season was good or bad. 


The dishwasher appears to be the fastest rising 
profit maker in the field of appliances. With 
the sole exception of mid-lennessee—more 
specifically Chattanooga, Nashville and Knox- 
ville, where dishwashers just aren’t being sold— 
every section of the South is doing a booming 
business in this appliance. Black and white 
figures, as well as estimates by veteran observers 
ue almost unbelievable 

Compared with 1954 sales figures, dishwasher 
sales in mid-October were an estimated 80 per- 
cent better in Birmingham, 75 percent better 
in Atlanta, 60 percent better in Miami, 60 
percent better in Charlotte, Raleigh and 
Columbia, 25 percent better in New Orleans, 
and at least 20 to 40 percent better throughout 
Mississippi and north Louisiana. 

“It’s just as if housewives all got tired of 
washing dishes at the same time,” declared 
an Atlanta contact. “This, plus the fact that 
we have really concentrated on selling the item, 
has made dishwasher sales better than we have 
ever seen them.” 


Electric water heater sales continue on a 
spectacular basis also. One big southern manu 
facturer pointed to the fact that his production 
this year was nearly double that of 1954 and 
that he expected it to continue that way right 
on into 1956. Sales figures bore him out. In 
Miami, St. Petersburg and Tampa water heater 
sales for the 10 months of this year ranged 
from 75 to 100 percent better than the com- 
parable 10 months of last year. 

In Charlotte, Birmingham and Atlanta the 
increase was better than 30 percent and in 
Memphis and New Orleans, about 10 percent 
But it wasn’t in the larger cities only that water 
heaters were selling. One dealer in little Cull 
man, Ala. (pop. 6,500), sold 52 heaters in 60 
days when the local utility and the local elec 
tric cooperative offered $15 toward installation. 
An analysis of the television situation showed 
it as a steady market. New Orleans dealers sold 
an estimated 2,500 sets during September and 
the figures were running a little higher in 
October. Dealers in the Crescent City should 
easily top the 35,000 sales mark this year. In 
Birmingham, sales were about on a par with 
last year and Atlanta sources predicted televi- 
sion set sales would exceed 1954 figures by a 
good margin 
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TRENDS RéGION BY 


REGION 


Football and the World Series were big busi- 
ness boosters for television. Enter orem, Sor ma 
in many southern cities staged “TV matinees”, 
presenting the Georgia Tech-Miami color tele- 
cast to audiences in their own showrooms, with 
a packed house almost the rule in every instance. 
But crowds in front of downtown shops listen- 
ing to the World Series, weren’t nearly as 
large this year; wrwy most of the regular 
lookers had bought their own sets and were at 
home enjoying it all. 

The Sears-Roebuck “$5 down” fetched many 
a TV buyer who might otherwise have passed 
it up. The 21-inch console model was forging 
to the front as the all-family favorite, according 
to many dealers, and was in many sections out- 
selling all other models. Combination TV-tec- 
ord » ell also were reported selling well. 


The air-conditioning season is over but some 
dealers are still promoting it. One manufac- 
turer is having some success here in the South 
with a plan through which his dealers offer a 
one-ton unit for 10 percent down now and the 
first payment deferred until May 1, 1956. On 
such a long term deferment, the customer's 
credit must be very good, of course. 


Dealers in most of the large southern cities 
report that electric housewares sales have begun 
their usual seasonal upswing, fully a month 
before it ordinarily becomes evident. ‘They be- 
lieve that the small appliance business may be 
as good by Thanksgiving as it ordinarily is just 
before Christmas. One new item, the electric 
skillet, which appears to be having fine sales 
in other parts of the country, does not seem 
to have caught on in the South to any great 
extent. Radios of all kinds—table, clock, auto- 
mobile, etc.—have shown a steady sales rise 
lately, according to numerous dealers. One 
Birmingham retailer declared he sold more 
radios in September and October than he has 
in many past years and again, as in TV sales, 
he credited the World Series and the football 
cason with a big assist 


_.in the 
FAR 
WEST i 


By Howard J. Emerson 





Profits outrace increases in volume 
for most retailers... TV gains... 
Franchises go selective . . . Dealers 
move to scuttle built-in business 


| USINESS is too good to be blue in every 

section of the Far West. And better than 
good business is good profit, which most dealers 
ie showing out of proportion to their increase 
in volume. One dealer, for example, shows an 
increase of 42 percent in net profit for the year 
to October 1, while his gross volume increase 
was 27 percent. The average is undoubtedly 
much less on percent of net gain, because it is 
still a generally “wheel and deal” market, but 
it is considered pretty satisfactory by most 
dealers 


NOVEMBER, 





“THAT'S NOT THE WAY TO TEST A PICTURE TUBE” 


Television moved ahead in mid-September 
and early October but not with quite the speed 
expected, still sales are well ahead of 1954. Again, 
the better news is the type of TV sale and the 
profit being realized. Most dealers report their 
sales are in the middle-price bracket, compared 
to much of 1954 when the low end models 
were producing sales. While there is no indi- 
cation of a trend back to furniture models, the 
public here has become receptive to the sales 
story of better chassis. One dealer contends 
that the trend is the result of the industry here 
getting almost completely into a replacement 
market. As a result, most buyers have just gone 
through the experience of TV set trouble and 
big service bills, and therefore are more interested 
in quality. 


Better industry conditions have come along 
with good business, but not necessarily because 
of them. In the Northwest, the trend to selec- 
tive franchising is progressing rapidly in the top 
full-line brands. In Seattle, one of the biggest 
lines was handled by 43 dealers in August, 1954; 
today the distributor has cut down to 21 dealers. 
And this distributor’s volume is up, not down. 
Two eastern executives of another top brand 
surveyed Seattle and Portland areas in September, 
working with distributors on a plan of more 
selective franchising. 

How well selective franchising is working is 
indicated by the success of one dealer in Oregon 
who has a top brand, full line appliances and 
TV, exclusively in a market area of 45,000 peo- 
ple. In 1955, his gross will be close to $750,000 
with no second promotional line, no special buys 
of other brands. As a result of his success in that 
area, the dealer is being encouraged to open 
branches in two neighboring cities to handle 
the same brand exclusively. 


No such trend in British Columbia. In spite 
of very good volume, the appliance-TV retail 
business gives the visitor the impression of com- 
plete price chaos. With no fair trade law, and 
an overall fear of “price fixing’’ because of a 
Dominion decision based on the “combines act’, 
no appliance or ‘IT'V comes into the market 
with anything but the cost price to the dealer. 
As a result, major appliances and television sets 
have consumer prices in all stores based on the 
lowest advertised price by any dealer in the most 
recent newspaper. Because of the government’s 
attitude, apparently no manufacturer or dis- 
tributor dare make a regular practice of publish- 
ing “suggested list prices”. 

(Continued on page 216) 
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‘200’ by Hamilton Smart blue and silver trim, and an amazing range of extra Jubilee by Hamilton Your Hamilton Distributor may still be able to get you 
value features make the Hamilton ‘200’ a mighty bright buy for budget shop-_ in on the Jubilee—Hamilton’s 75th anniversary special. Handsomely done out 
pers—and a fast-moving line for you! in Aztec Gold and black and offered at the lowest prices in Hamilton history! 














*300’ by Hamilton No finer home laundry at any price! Excitingly styled in Caribbean Blue and silver . . . matchless 
in performance with all 12 better- laundering features! Truly, the Beautiful Buy in automatic home laundries! 
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Every hour, every day, Hamilton dealers everywhere are racking up 





new sales records with the strongest straight-laundry line going! 
55 is a home laundry year, and that’s what you get from 


Hamilton—top-name laundry equipment, and only laundry equipment! 


Powerful, colorful national advertising . . . strong local market support . . . 
top-value equipment for every budget! If this sounds good to you, 
let your Hamilton Distributor put you in business now 


with the three handsome Hamiltons! 





moon more loundry sales for you ! 


Hamilton gives you the features! Up to 12 extra better-laundering features, 








in a smooth step-up story. Washer features like Selecta-Cycle Control 


«S ~ 
powerful, gentle Soil-Seeking Water Action é& color protecting Fresh-F lo 


+ 


Deep Rinse! ‘any Dryer features like Carrier-Current Drying << 


~ _— 
wy Aa) +t 


... the sunshine freshness of Sun-E-Day Lamp pe: ... ingenious Fabri-Dial 


Yes, Hamilton has all the features others can’t have! 





SSS > am 
Temperature Control! ©) \i 








and dozens of sales aids—in local programs tailored for your market! Let your Hamilton 


Distributor show you the Hamilton plan for your market right now! 


Make this your top laundry year with 





the name women know and trust Sinan Vitti icing ary tan “anit 
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LOOK HOW G.E. OPENS 
YOUR GIFT RADIO SEASON 
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Colorful ads in these magazines read by millions of holiday buyers: 
LIFE * LOOK * PARADE * THIS WEEK * Ist THREE MARKETS * COLLIER’S * FAMILY WEEKLY * BOYS’ LIFE 











Network TV commercials aimed at 
gift shoppers everywhere... 


G-E TV commercials will be seen over 117 ABC-TV stations dur- 
ing the season’s hit dramatic show, “Warner Bros. Presents.” 
This means that millions and millions of TV watchers will learn 
about the G-E radios you sell...come to you ready to buy. Check 
your newspapers for viewing times and be sure to watch... be- 
cause your customers will! 











More seasonal displays, promotions and co-op than ever before. 


G.E. spared no expense—no effort—gives you every- are clear, quick, compelling—ad mats bold, hard- 
thing to make this your merriest, most profitable hitting, best in the business. Tie-in with this ter- 
Christmas. Banners and signs are bigger, brighter, rific push...it’ll pay off in profit. See your G-E 
better—mailers and give-aways more colorful, distributor—or contact General Electric Co., 
more informative, easier to read. The radio spots Radio & TV Department, Syracuse, N. Y. 


Progress /s Our Most Important Product 
MAKE THIS THE BIGGEST CHRISTMAS EVER — 


— 
/j 
Prices include 90-day free warranty even on labor Prices aubject to change G ct N E ue A L E L F C T R \ C 


without notice. Slightly higher West and South. 
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Mort Farr Says... 





We Have a Right 
to Compete—3 


BUILDING VOLUME WITH ADS 


ANY dealers have asked me if they should 

go promotional or go all out for volume and 
when. This is a very important question and | 
hasten to say that it surely is not necessary for all 
dealers in all communities. If you are in a town 
where the competition is clean and there are no 
discount houses operating, certainly it will be 
for the good of all concerned to keep it that 
way. Particularly if a dealer is operating success- 
fully in a small town with a limited number of 
possible customers it would be suicide to attempt 
to increase volume substantially by sacrificing part 
of his margin. This type of dealer has always 
made money and his prospects are brighter than 
ever with the increase in family income and the 
many new electric appliances coming into the 
market. 

Those dealers who have to operate in highly 
competitive markets and whose existence is more 
dependent on increased volume must cut costs, 
get a larger share of the market for the products 
already handled and add other profitable items. 

We have discussed several ways in which costs 
may be cut (EM—Aug., Sept.), but up to now I 
have had little to say about increasing volume. 
The one answer to increased volume is to sell 
more merchandise. There are three costs involved 
here, plus the supervisory help that is required. 
These account for almost 50% of the cost of 
doing business. Direct sales expenses or commis- 
sions to salesmen account for 6% of sales; adver- 
tising (dealer's share not including co-op) amounts 
to approximately 2.5% and occupancy runs about 
the same. On a national average supervisory ex- 
pense amounts to about 4% of sales, so that these 
items total 15% or just about half the gross profit. 
The direct sales cost, advertising and rent should 
not exceed 12%, but the ratios bes will vary and 
it is necessary to adapt these percentages to your 
location. 


COST’S EFFECT ON THE AD BUDGET. If 
you pay high rent perhaps you can spend a 
little less for advertising as you will be in a good 
traffic location. If, on the other hand, you are 
in a cheap location, you might find it necessary 
to step up the advertising in order to get pros- 
pects. If you have a good outside selling force, 
there is no necessity for a high-priced location 
or extensive advertising so that higher com- 
missions may be paid to the men. 

It would not seem possible to do much about 
our supervisory costs of 4% because if this is 
owner's salary, it is no more than adequate and 
will amount to just $8,000 on a $200,000 vol- 
ume. With a bigger operation usually it is neces- 
sary to employ a sales manager or store manager 
and it is still impossible to cut this percentage. 

At present, I am more concerned with the 
average dealer who finds it difficult to find men 
to canvass or who is operating in a market where 
price is the appeal and it is unprofitable for 


anyone to sell mass market items door to door. 

Many of us cannot do anything about our 
rent, but if we increase volume our percentage 
for rent is bound to go down. (However, for 
the few appliance pa ot operating on a per- 
centage lease this new volume approach is go- 
ing to be difficult unless the percentage is less 
than 3%. Even at that figure, chances are 
the landlord will come out with a greater profit 
than the dealer. It would be better in anticipa- 
tion of increased volume to give a larger mini 
mum guarantee and a lower percentage of sales 
or negotiate a straight rental lease.) 


BETTER ADS, NOT MORE ADS. We now 
come to advertising and here it is not a question 
of cutting down or spending less but rather that 
we spend our advertising dollars more effec- 
tively. Advertising should be earned in propor- 
tion to purchases and spent in relation to sales, 
It would appear that the national average of 
2.5% for the dealer's share is not excessive. 
Many dealers spend from 5 to 7% of sales and 
get considerable co-op from their suppliers, 
bringing their cost down to 3 to 5%, although 
in this case they would have to be in a low 
rent location or cut salesmen’s compensation. 
Usually you will find that the salesman for an 
appliance dealer who spends money for adver- 
tising makes more money than the men who 
work for dealers less promotionally minded. It 
is almost certain that a dealer who does a large 
volume is a big advertiser. 

We may not be able to save much on adver- 
tising but we can certainly improve our tech- 
niques to make what we do spend produce 
more sales. To be able to increase the effi- 
ciency of our advertising, it is necessary that 
we know what is advertising and what makes 
people buy. 


TWO WAYS TO ADVERTISE. To illustrate. 
There are two dealers in the same town 
handling a major line which carries no list 
price. Each is doing a volume at a profit—but 
in totally different ways. One dealer advertises 
the maximum trade-in allowance suggested and 
makes the customer who has a trade-in feel that 
he is giving him the most for his old appliance. 
He gets the regular suggested price after trade 
and makes a full profit. 

The other dealer features the low price after- 
trade-in and advertises this price and attracts 
a lot of customers who fee] that they are get- 
ting the best price in town, This dealer is also 
getting a full markup and substantial volume. 

t may be necessary to vary these techniques or 
alternate them, but you must make the cus- 
tomer feel that there is something in it for him 
and that you offer good reasons why he should 
buy it from you. 

It is well to remember that advertising will 
not sell poor merchandise. It is better to adver- 
tise the hot numbers and step up the customer 
to the models you want to sell. 
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We could spend a lot of time talking van 
ous forms of advertising but the important 
thing is how many people it reaches and what 
kind of people read it. The cost per reader or 
listener or viewer is one important factor. Per- 
sonally, I find 'T'V very effective and, while it 
is expensive as measured in dollars, it costs but 
54 cents per thousand per commercial minute 
For every dollar spent I talk to 1800 people tor 
one minute, which compares with about $2,50 
per thousand on network TV, Starch reports 
indicate newspaper readership of a given ad 
costs around $5 per thousand, 

It is much more effective to use smaller space 
often than to use large copy occasionally and a 
new advertiser is as unknown after one ad as 
he was before he placed the ad. 

Budget your advertising and plan ahead, us- 
ing last year’s figures as a guide, but be flexible 
and if a deal comes along or if something sea- 
sonal seems appropriate, Foes 9? occasionally 
that you can make it pay off and if you increase 
your volume keep stepping up your advertising 
appropriations, An ad is like a train, It takes a 
while to get up speed and so could cost a 
little if you turned off the power but it would 
surely come to a stop. 


GOOD ADS ARE NEWS, Advertising is selling, 
but fundamentally advertising is mews and 
many of us became spoiled in the post-war 
years by wonderful response to our advertising 
At that time people had the money and there 
was a pent-up demand, so that we only had to 
remind them that we had what they wanted for 
sale, Today for an ad to really bring imme- 
diate volume sales it must either attract by a 
sensationally low price or be something radi- 
cally new or different so that it really becomes 
news. 

The important thing in advertising is con- 
sistency and some recognizable format or illus 
tration. A successful appliance dealer who has 
advertised consistently should be able to take 
his name off the ad and still have it recognized 
as his. ‘Too many dealers are continually 
changing size, type signature and format and 
placing ads with no thought of the probable 
appeal. Others are advertising nothing but 
price and that alone will not sell TV and ap- 
pliances, It is the way you say it and repetition 
that makes the impact. 

We must realize first that everyone does not 
heed TV and appliance advertising. Usually it 
is someone who is interested in buying. There- 
fore we must make our appeal to the customer 
who is contemplating a purchase and the appeal 
must make him feel that there is something in 
it for him, 


Mort Farr Will Say... 


Specialty selling has a role even in a mass sell. 
ing operation. : 
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ECONOMIC CURRENTS 





4 ways to prevent service 
call-backs on washer 









































Re prices have many people 

mIXing Va ves 3 / worried about another round of 
Ce | inflation, Industrial prices as meas- 

ured by the U. S. Bureau of Labor 
Statistics hit a new record high in 
September. Prices no doubt will con- 
tinue upward during the fourth quar- 
ter, as the effects of the wage increases 
earlier this year filter deeper into the 
economy. 
Industrial prices hardly budged dur- 
ing 1954. By June of this year they 
had edged up a little over a point. 
Now they are 2 percent higher than 
at midyear. What are the prospects 
for rising prices in 1956? 
In the building field, a recent sur- 
vey by the Associated General Con- 
tractors showed most contractors pre- 
dicting that construction material 
prices will continue up. None expect 
that prices of ister will drop. 
Prices of most appliances will be 
higher next year. Several major man- 
ufacturers have announced price in- 
creases on 1956 TV sets and on 
stoves. After the Christmas buying 
season, prices of other appliances are 
also likely to go up. 
In other fields, too, there are in- 
dications of broad price increases. The 
1956 models of one major auto pro 
ducer are from $75 to $100 higher 
than on comparable 1955 models. 
And other producers have hinted at 
price increases reflecting the rise in 
labor and materials costs. 
Of course, all of the price increases 
imnounced by manufacturers won't 
be passed on to consumers. Con 
sumers will still be able to make bat 
gains when buying cars, appliances 
and other major durable goods with 
a continued squeeze on dealers’ mat 
gins. Record output of most items 
ind rising inventories will see to 


s/f 
ALWAYS USE THESE GENUINE 
WHIRLPOOL REPLACEMENT PARTS 


On Whirlpool mixing valve repairs, you're assured of customer 
satisfaction and full service profits if you use these genuine 
replacement parts. Here's why... genuine Whirlpool parts last 
longer and prevent costly service call-backs because they're 
precision made to operate for a minimum of 24,000 washings. 








Whirlpool fine mesh all-copper screens won't rust away. They 
keep silt away from the precision plunger pins, preventing the 
danger of unseating and flooding common with off-brand parts. 
High-grade neoprene composition diaphragms won't deform, 
crack or deteriorate. And, the stainless steel armature spring 
does not lose its original flexibility. 


On any Whirlpool service call, do the job right the first time 





Prices and Debt: Going Up 


By the McGraw-Hill Dept. of Economics 


that. So, despite the flurry of price 
increases, fear of another general in- 
flationary spiral at this time is unwar- 
ranted. 


COSTS ARE PUSHING PRICES 


The price increases have been due 
to increasing costs, primarily wages. 
Except in the case of copper and 
building materials, the rising prices 
have not been due to a scarcity or 
to speculation. Although rising prices 
will not result in another inflationary 
spiral, they will absorb at least part 
of the tax cuts expected in 1956. 

Another area causing worry is the 
continuing rise in consumer debt. 
Each month since April the total 
amount of consumer debt has reached 
new records. At the end of August 
the total reached $33.6 billion. This 
was an increase of $740 million over 
the previous month. And auto loans 
outstanding again were the dominant 
clement in the increase. It was the 
eighth straight month that auto credit 
has touched a new high. The rise in 
auto credit amounted to $509 million 
in August. 

To illustrate how dramatic this in- 
crease has been, one need only look 
at the figure for the same month a 
year ago. During August, 1954 this 
type of debt rose only $51-million 
To put it another way, total install 
ment credit has risen about 16 per- 
cent since August of last year. But 
auto credit has gone up almost 24 
percent in the same period. 

Other consumer goods paper rose 
$86-million during the month, com- 
pared with a decrease of $34-million 
in August, 1954. At the end of 
August this year, this type of credit 
outstanding totaled $5.8-billion - 

(Continued on page 32) 








with genuine Whirlpool replacement parts. They fit right and 
work right in Whirlpool . . . and they're tested against the tough- 
est set of specifications ever devised. See your Whirlpool dis- 
tributor or A.P.J.A. parts jobber. 


service division 


WHIRLPOOL-SEEGER CORPORATION 


St. Joseph, Michigan 
IN CANADA; John Inglis Co., Limited, Toronto, Ontario 











PAGE 30 











"| THINK YOU'D BE MORE INTERESTED IN AN UPRIGHT!” 


NOVEMBER, I1955—ELECTRICAL MERCHANDISING 


' 








Rell otarell mle)itelonamsyel-telle] 
NEW ae DRILLMASTER KIT 


$35°> Value 
Sells For Only 


74. 


Another great Sunbeam SALES- 
MAKER. Sensational value—high 
quality, precision-built Drillmaster 
and a carefully chosen selection of 
practical, frequently used accessories 
—all included in a steel carrying case. 
Priced right... a $35.95 value—sells 
for only $29.95. 


ORDER NOW ! 


Through your distributor or 
return the coupon below, Get 
Sunbeam on display for MORE 
holiday electric tool sales. This 
brand new kit is your natural 
leader. Cat. No. 71-B. 





















Co: 


A tremendous buy for use in the home by both men and women—drills, sands, 


grinds, buffs, sharpens, mixes paint, etc. Perfect choice for the Christmas gift- MAIL THIS cou PON 


shopper. Sunbeam Power drive of advertising—on TV, in magazines and local 





newspapers will dominate the electric tool field—the swing is to Sunbeam. 





Sunbeam Electric Tools will build your business 


‘ 







DRULMASTER 
Faster-drilling, more pow 






ert and efficient port Sunbeam | 
ee a nes ah eaten seek anil _ DRILL, STAND | SUNBEAM CORPORATION 
to dite eddlienas etethnente Ne. 75. Vertical Drill | 5600 Roosevelt, Chicago 50, Illinois 
Ne. 70. With %” Jocobs Geared Chuck, Stond. Use with 70, ° " " » . ‘ 
$25.95 4 70A o, 208 Drilt- Please ship at once ot dealer price the following in 
No. 70A. Some with Keyless Chuck, $21.95 master, $14.96. quantities indicated 
: 
| No. 71B SUNBEAM ECONOMY DRILLMASTER KIT 
Sunde ; Ne. 70 Drilimaster___ Ne, 70A Drillmaster 
ELECTRIC SAW Ne.71 . . 
ci ssp - = CTRIC SAW | DeluxeKit___No.71A Deluxe Kit___ No. 74 Sender 
ha id ag Sy No “—e power, — | —~——eslMe. 75 Drill Stand Ne. 72 Saw Neo. 72-3 Sew 
rilimaster, 95. efficiency. With 2-con ‘ 
Ne. 71A. Same as above , agg“ Reggeme se ductor cord, $56.25. ! Ship 
with No. 70A Drilimoster, thet stood over Ne. 72-3. Same os 72 ! Through 
$36.95 1000 hour “¢ 4 except J-conductor | 
Ay cord with grounding (DISTRIBUTOR) (City) 
vous use test, $42.50. ie | 
wire and adaptor D j 
plug, $57.50. | ecier 
| Address 
© Sunbeam Corporation, 1956 | 
SUNBEAM CORPORATION, 5600 Roosevelt Road, Chicago 50, Ill. ¢ Canada: W. Toronto 18 1 City State 
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WIREMAKER FOR INDUSTRY 
SINCE 1902 


CHICAGO 
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Economic Currents 





... Christmas buying this year 
will be the best ever.” 





$468-million higher than a year earlier 


DEBT OUTRACES INCOME 


Many argue that since incomes 
have been steadily rising consumers 
can continue to take on additional 
debt. Americans are making more 
than ever before. It’s estimated that 
incomes will total about $300-bil- 
lion this year. The cause for alarm, 
however, is the fact that personal debt 
has been increasing faster, percentage 
wise, than personal disposable income 
—income after taxes. And these fixed 
charges are absorbing an increasing 
share of purchasing power. Although 
repayments have been holding up, 
a sudden dip in business activity might 
cause considerable trouble. 

And consumers are not saving as 
much as last year. Consumers saved 
$18.3-billion in 1954. This year, how- 


|} ever, consumers were Saving at an an 


nual rate of $16.6-billion during the 
second quarter. ‘This amounted to 


| 6.2 percent of their income after 


taxes, compared with 7.2 percent last 
year. Consumers are spending about 
$5 out of every $6 they take home. 
This averages out to about $1,000 for 
every man, woman and child. 

But recent governmental restrictions 


| on credit have made banks unable to 


grant loans to marginal clients. This 
action has helped take much of the 


| air out of the inflated credit balloon. 


| KEEP AN EYE ON CREDIT 


The figures on consumer credit will 


| bear watching in the months ahead. 
| One thing is certain, however—Christ 


mas buying this year will be the best 
ever. Retail sales for the holiday sea- 
son should surpass both last year and 
the year before. And the year as a 
whole should be at least 5 percent 
over the record for retail sales of $170 
billion in 1953. One reason—more 
people are employed and higher wage 
rates assure consumers an income level 
well above last year. 

Appliance dealers can look forward 
to a good Christmas season, but the 
most spec tacular element in the e€co- 
nomic picture is the outlook for auto 
production. Thus far, manufacturers 
have produced close to 6 million cars 
The estimate for the year is 8 million. 
The closest we have ever come to 
this record was in 1950 when 6.6 mil 
lion cars were turned out. 

Autos in turn have been respon 
sible in large part for the continued 
high levels of steel production. Both 
industries have contributed heavily to 
high employment levels and mount 
ing wage incomes. Even during the 
summer months, steel production has 
hung amazingly close to record rates. 
And manufacturers are now booking 
orders for delivery well into 1956. 

Thus 1955 will be a year in which 
many records will be broken. Busi- 
nessmen and consumers will have par- 
ticipated in one of the most prosper- 
ous periods in our history. End 















E.1.DuPont.....-. 


& Co. is one of the largest U.S, corporations...with 
annual sales of $1,687,000,000 in 1954, or 9.6% of 
the chemical industry's total,* 

Size and sales, however, are no accurate indication 
of Du Pont’s contribution to the national economy, 
Size is not always an index of value, For instance, one 
magazine with only 1,300,000 circulation represents 
an $11 billion market. The market is the country's 
best farmers—42°% of all farms earning $10,000 or 
more, and 26% of all US commercial farms. And the 
magazine is SUCCESSFUL FARMING, 

SF farm subscribers have larger investments in 
land, buildings, machinery and livestock, bette 
farms, better yields, They account for 57%, of the 
hogs, 38%, of the cattle and calves, 35°, of the poultry, 
44°%, of the eggs, 44%, of the dairy products, 55° 
of the corn harvested. Big producers, they are big 
earners— with an average cash income from farming 
around $10,000 for several years past, 

To find new sales, and to balance national 
advertising schedules, you need SuccessruL FARMING, 
No other medium has as much influence with its 
audience, Ask any SF office. 


*Source: Chemical Weck, and FTC, SEC 
Merepirn Pussissninc Company, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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Multi-Sales with 
hallicrafters 


New Multi-Power 


TV! 


Here’s the line that'll smash all sales records this fall—a line 
led by the first full 17-inch set at the magic price— 


Hallicrafters is the first major TV manufacturer to offer a full 
17-inch set at this sensational price. No “chiseled down” 
model, but specifically designed and engineered to sell for 
$99.95. Powerful 22-tube performance...smartly styled WOOD 
cabinet. Your volume sales leader this fall...and only from 
Hallicrafters! 





Ry) 4 uF the ork listen: alee Enjoy preducin di hises see hallicrafters 


Chicago 24, Illinois 
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Deluxe 21” Console With ‘'Stand- 


21” Console. 27-tube performance. 





Up"’_Tuning. 27-tube performance. 
Aluminized picture tube; Optic- 
filter safety glass. 2-position ‘‘local- 
distance” control. Available with 
UHF/VHF Cascode tuner. Dual speak- 
ers. VHF models may be ‘‘strip”’ 
converted for UHF. 21-inch picture. 
24%" wide, 4%" high, 21%” 
deep 

21KT540M VHF — Mahogany 
21KT5S4IM UHF /VHF —Mahogany. 


Aluminized picture tube; Optic- 
filter safety glass. 2-position ‘‘local- 
distance’ control. Dual speakers. 
Available with UHF/VHF Cascode 
tuner; VHF models may be “strip” 
converted for UHF. 24)4,” wide, 
37” high, 20%” deep. 


21KF5208 VHF or 21KF521B UHF/ 
VHF —modern Blond. 


NEW WING CORNER TABLE—EXCLUSIVE FROM HALLICRAFTERS ! 


Specifically designed for space-saving 
Perfect for you as a ‘‘traffic builder,” 


“combination offers’’ 
or Blond with brass-tipped legs 
(Patent pending.) 


corner placement of TV sets. 
for special promotions, or for 


that competitors can't match. Available in Mahogany 


all Hallicrafters table models. 


Deluxe 24” Table Model. 27-tube performance. Aluminized picture tube; 


Optic-filter safety glass 2-position 
ers. Top-front controls for 
Cascode tuner. VHF models may be 


272" wide, 2442" high, 21%” deep. 


Stand-Up”’ 


“local-distance’’ control. Dual speak- 
Tuning; available with UHF/VHF 
strip’ converted for UHF. 24” screen. 


24TT510M VHF or 24TT511M UHF /VHF—Mahogany 
24715108 VHF or 24715118 UHF/VHF—smart modern Blond. 
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Deluxe 24” Console With “Stand-Up” Tuning. 27-tube performance 





Aluminized picture tube; Optic-filter safety glass. 2-position “local- 


distance” 


control. Dual speakers 


Available with UHF/VHF Cascode 


tuner; VHF models may be ‘‘strip'’ converted for UHF. 24-inch picture. 


27%" wide, 38%” high, 22” deep. 


24KT550M VHF or 24KTS51M UHF/VHF—Mahogany with swirl-grain inlay 
top, gold-color metal grill. 


24” Table Model. 23-tube performance. Alumi- 
nized picture tube. Available with powerful, 
all-channe| UHF/VHF Cascode tuner; controls 
mounted at side. VHF models may be ‘‘strip’’ 
converted for UHF. Vertical chassis. 24-inch 
picture. 25%” wide, 21%” high, 21%” deep, 


24TS610M VHF or 247S611M UHF/VHF-richly 
grained Mahogany 

24TS6108 VHF of 24186118 UHF/VHF—modern 
Biond finish 


hallicrafters 
COLOR TV 


PRICED TO SELL! 


Full-Color—with a 21” picture! 40-tube per- 
formance. Automatic Chroma Control for color 
contrast; Automatic Gain Control for black-end- 
white contrast. Hitevel Demodulator Circuit 
for dependable color synchronization. Special 
*noise-gated” separator reduces picture inter- 
ference. Dual speakers for full sound fidelity, 
Vertical Chassis—21-inch screen. All-channel 
tuning. 32%” wide, 37%” high, 27%” deep. 
o 


24” Table Model, 22-tube performance, Alu 
minized picture tube; Built-in antenna, 24-inch 
screen VKF. 2142” wide, 25%” high, 27%” 
deep. 


247450M VHF.Mahogany or 2474508 VHF~ 
Blond. 


21CKB01M —rich polished Mahogany UHF /VHF 
21CK801B-—smart modern Biond UWF /VHF 
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General Electric does it again. The cruise of a lifetime, for you 
and your wife... enjoy every sun- and fun-filled moment of 
it — all expenses paid. 

It’s the S. S. Mauretania—leaving New York April 10 for 
twelve glorious days and nights in Caribbean waters. 

Every minute will be a memorable one. On April 10 you get 
your first taste of the luxurious accommodations that are yours 
aboard this giant queen of cruise ships. April 10 and 11 the 
tempo of your sea-borne holiday quickens with such diversions 
as deck games, swimming, movies and dancing. 


On April 12 you step ashore in lovely Nassau, the crown jewel 
of the sunny Bahamas and a fascinating blend of British colonial 
tradition and tropic charm. You're back at sea on April 13 and 14 


VACUUM 
CLEANERS 


Vecuum Cleaner Department, Small Appliance Divi 
sion, General Electric Company, Bridgeport 2, Conn 








as the Mauretania carries you smoothly through sapphire waters 
toward another port of call. On April 15 the chant of calypsos 
welcomes you to colorful, carefree Trinidad. On April 16 you 
wake in La Guaira, Venezuela, 8S. A. (the gateway to glamorous 
Caracas). April 17 and 18 you enjoy yourself as you choose, while 
the fabulous Mauretania follows the route of the buccaneers of 
old. 


April 19 and 20—two wonderful days and nights in Havana 
a gala farewell to the Caribbean. April 21 at sea, and on April 22 
you're home again! 


How can you get aboard? Your G-E Vacuum Cleaner distribu- 
tor has all the details. He’ll tell you how you can make this 
dream come true for you and your wife. Call him today. 


Progress /s Our Most Important Prodvet 
GENERAL @@ ELECTRIC 
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LET THESE: HELP YOU Clo S e 
dishwasher 














USE EITHER OFFER TO CLINCH IN-HOME DEMONSTRATION 
| ECE. | 
>) | N 
Offer A 


Offer your customers this generous 6 
to 8 months’ supply of DishwasHer 
all — the finest detergent prescribed by 
the makers of dishwashers. Disn 
wasner a/l gives all tableware that 
epot-free, hand-polished look. They’ve 
seen it advertised in LIFE, BETTER 
HOMES AND GARDENS, TIME, 
AMERICAN HOME, HOUSE 
BEAUTIFUL, HOUSE AND GAR 
DEN, HOLIDAY and SUNSET in 
advertisements that feature the dish 
washers you sell, They'll find Disn 
WASHER all recommended in the 
manufacturers’ own literature. Make 
them this offer that insures top machine 
performance, real customer satisfaction 
and that wonderful “word-of-mouth 
advertising’ that will bring her friends 


back to you ’ 
to y ' NYY 







12 full-size 20-02. packages in 


j 
handy carrying case e A RETAIL 
REGULAR DEALER PRICE. $4.41 ¥ VALUE OF $5.88 f\ 


Less Special Promotion 

Allowance 7 e RE i? 
YOUR COST ONLY $3.50 2 

< appeals to her 


Minimum order: Two cases (packed Z 


MWree units per case) 7 bargain sense ay 


Lh 
waa 








Ideal Traffic-Builder 


For in-store demonstrations—club give aways--audience prizes . . . and she thinks 
of you every time she uses it. The perfect kitchen measuring tool—-handy size 
easy to read—accurately imprinted, Show her that one of these tumblers, less than 
half full of quarters, holds a down payment on a dishwasher. 


Six dozen measuring glasses per case 


EE IE wo pcbpecccdcccvcuscecccccess $4.32 
PPT ITT TT TTT TTT 2.16 
aie wesc es cednabbneee bos ce cdeen $2.16 


Minimum Order: Six dozen (one case) + May Be Ordered With Either Offer A or Offer 8 


Keep them coming back...sell Dishwasher a//! 






















mor 
sale 


AND TRIAL 
Offer B 


Generous 6 to 8 months’ supply of 
DISHWASHER all, plus one-half dozen 
Libbey “‘Partytime”’ tumblers in attrac- 
tive cut-glass hostess-patterns. They 
will stay as spot-free and shining as the 
day she gets them—-washing after 
washing in the dishwashers you sell. 
Wash a set for her in DISHWASHER a// 
and show her that ‘“hand-polished”’ 
look. 








12 full-size 20-0z. packages in 
handy carrying case 


REGULAR DEALER PRICE... $4.41 


Set of six Libbey Partytime 
Tumblers in carry-out carton FREE 


YOUR COST ONLY........$4.41 
A 
Minimum order: i f f . 
2 cases DISHWASHER all 12-pack units JS ‘ 
(packed 3 units per case) an A RETAIL [~7 


1 case Libbey tumblers . VALUE OF $7.88 f 


(packed six sets per case) 
¢$ PREG ily 
2 buiids real ze As 
“& goodwill 
l 
Lb 
Wy 








Get the details on this “live” sales producer. 
Trained Monsanto demonstrators put on 18-20 minutes of 
fun for your customers, sure-fire leads for you! This is the 


4 P . 
assport 
show you've been hearing about! Over 50 sales traceable 


directly to this show by distributors participating in the { oO 


Cincinnati Gas and Electric Promotion. Have your distrib- 
. 99 
Leisure 


utor arrange a booking. 


Use handy order blank on next page to get more 
information, or call your distributor today. 




















a go TO Big 


clothes washer 


20 24-0z. packages 

$7.80 retail value 
(less $3.80 
promotional 
allowance) 








only $4.00 per case. 






20-Ib. plastic container 
$8.87 value (less $4.87 
promotional allowance) 
costs you only $4.00. 
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all's ‘‘All-washable fashion parade"! A _ professiona] 
show, professionally staged. It’s put on for YOU for 
YOUR CUSTOMERS! It’s handled from start to sen- 
sational finish by trained MONSANTO personnel. It can re- 
sult in bigger automatic clothes washer sales because the 
washers and dryers used in the show are the brands you carry. 


Sales starter — Use the 24-0z. packages as sales starters. 
2. Offer them free to every woman who watches an auto- 
matic washer demonstration in your store. 











Sales closer—Offer 20 lbs. of al] in handsome plastic container 
to every purchaser of new machine. Container is re-usable as 
wastebasket, ice bucket, clothes hamper, storage pail, etc. 
These are promotional units and are marked ‘“‘not for re-sale.”’ 
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Tal ‘ ( hem! \ art 
ero * anto ged, o" 
"No-SOOP 7 shers, nd ee eee d team ® a terrific : , ; 
, sell more = for you! ! 4 ghow that "1. the Store promotion material at no cost—al/ provides you with a 
. .| » ? tle i . : . . 
- f all, put ¥ = yal, fun packet nplete details complete kit of promotion materials to announce these in- 
re ( Pactual, . Naps : m ‘ Y 
maker intere gting, 4 maker Get cor Wry store activities, build traffic for you. Store and window dis- 
; 4 ‘ » . P ‘ Gi. . ° . 
ee puilder and sales ‘One-Git! aaa play material are available to announce your big store 
traffic ‘ wy alls ,g woman on } aie event. Tie in with al] for bigger automatic washer sales. 
coupon Girl Lav dry \y trame a youns gemonstralie! aa 
all's tear ge a by highs ive an in woe \atest and be 
» ie atage 0 ; 1e OS eee 
how’ Mf Pe yy job * . giralt {7 . 
Show! qiatt. Het Jon and der ou Qif is made by MONSANTO where creative 
ants t wa , ales 7 
ati puild ga 
r autom ; to D 
you ary vechniaues chemistry works wonders for you 
jaune!. 
“all’’ ia the registered trademark of Monsanto Chemical Company, St. Louis, Mo 


















Serviceman’s exclusive—a// in the 22'4-lb. pack! Now 
3. your serviceman can introduce customers to this ex- 
clusive family-size package of all on service calls. It 
sells at a popular price and there is a big bonus award for 
servicemen. Start your automatic’ washer servicemen on this 
program today. You will profit—so will they! 









alll for automatic washers 


“All-Washable Fashion 
Parade", *‘No-Soap Opera’’, 
**1-Girl Laundry Show”’ 


The original 
“controlled suds”’ 
detergent prescribed 


’ Sales 
for automatic washers! 


Sales Starters 


Closers 


Servicemen's 22% -lb. 
Package 


Aj 
MONSANTO 


50-lb. and 100-lb. all bulk 


sizes 


a4 Boe 





pooscsccco 


automatic 


Mail to: Monsanto Chemical Co., 
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Trade your customers up to bulk sizes! Once you've 
4. started your new automatic washer owner using all, 

it’s a simple matter to trade her up to all in 50- and 
100-lb. bulk sizes. It means extra business and extra store 
traffic for you. Using all] on a long-term basis will mean better 
machine performance and fewer service calls that annoy your 
customers and are unprofitable to you. 









ee 


FILL IN THIS SALES-BUILDING COUPON NOW! 


Please send information about: 


Dishwasher al/ 


(As described 
on preceding pages.) 


[] “Passport to Leisure” 


Merchandising Division, Appliance Promotion Dept 


NAME 


Srone Name 


Dishwasher all 
promotional package 
ADDRESS a 


Cry .... STATE 


, 800 N. 12th Bivd., St. Louis 1, Mo 


SS SS GS OD SD SD GD OD SD ee ee ee oe ee ee ee 



























TODAY 


tarrin Dave Garroway 





HOME 


starring Arlene Francis 


TONIGHT 


sarrinag Steve Allen 


rise 


il 


Sd l A) 


for 


Sunbeam 


In the home appliance field, advertising on TODAY-HOME- 
TONIGHT consistently pays off in the retail store 


Sidney Kramer, President of Kramer and Company, New Jersey 


department stores, writes: 


“Every one of our stores reports a substantial increase in their sales 


of all Sunbeam Home Appliances, And they're still going up. 


“We attribute this steady upsurge to the recognized high quality 
of Sunbeam products and to their excellent advertising support 
particularly the great selling personality of Arlene Francis as she 
demonstrates these products on the HOME show.” 

Whatever the home appliance, whatever the market, the story is the 


same. T-H-T has proved that it stimulates consumer demand and 


builds retail sales, because only T-H-T provides 








...with T-H-T! 


@ three of television’s star salesmen to deliver youl commercials 
@ potent in-store support by NBC’s “big star” merchandising 

For home appliance advertisers, TODAY-HOME-TONIGHT is the 
effective new way to put the excitement, prestige and sales impact 


of BIG network television to work selling home appliances. 


Exciting things are happening on 


(GE Velevision 
ee 3) 


Appliance and Electrical Product Advertisers To find ovt how flexibly and economically you con buy 
T-H-T, seporotely or in combination, no matter what the size of your ad budget, call your NBC 
Representative, or write to T-H-T, NBC, 30 Rockefeller Plaza, N. Y. 








a 





~atcmte 


ware ty 


gtr NNT IO 


ee — <i, le a 


2 






This 60-Second Demonstration 
Boosts Electric Range Sa 













EASIEST TO USE! 

MONOTUBE's single-coil design pro- 
vides even, allover heat at every 
control setting ... simple, easy to 
understand, no complicated settings 
to learn and forget! 








EASIEST TO CLEAN! 


Exclusive LIFT-UP coil easily demon- 
strates the “ease-of-cleaning” fea- 
ture of every MONOTUBE... plus 
the removable oversize pan that 
washes like a dish! 





(— 


FAST! DEPENDABLE! 


Large contact area brings food to 
desired cooking temperature quickly 
--.and MONOTUBES always stay 
flat, assuring lifetime efficiency and 
dependability! 














SELL SURFACE COOKING... 
AND THE FEATURES WOMEN WANT! 





Eighty-five per cent of all cooking is on the features most wanted by women (proved by 
range top. Experienced homemakers know a vecent field research*). These features can 
this—and it is a smart dealer who plays up help you sell more ranges ...use them in this 
the surface cooking features of his ranges. 60-second floor demonstration! 


Your MONOTUBE® Surface Units have the *Conducted by Market Facts, Inc., Chicago, Illinois 


© TUTTLE & KIFT, INC. 
Monotube | : ices) 6 Cntr 


RAN GE UNITS 1835 N. MONITOR AVE. « CHICAGO 39, ILL. 
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BENDIX 
for ‘56 


again years ahead! 


Another Bendix Exclusive! 
Genuine FORMICA worktops 





Both offer 
a choice of worktops... gleaming 
white or genuine Formica 
in 7 decorator colors 
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Energized water r does the washing! 









Power-Surge!—the most outstanding new development in washers since Bendix 
invented the automatic! No rough-on-clothes agitator here—the Bendix Energy 
Disc puts the washing power in the water itself, sending super-cleaning Ener- 
gized Water surging and bubbling through every stitch of the clothes! And, 
service is no problem with the Power-Surge . . . it’s built with only 3 moving 
parts—no gears, no transmission—for extra years of trouble-free service. 





Twice as fast as other dryers! 





New Bendix SOPER-FAST automatic dryer 
Gas and Electric 


At last, a dryer that dries clothes as fast as a washer can wash them! It's super- 
fast, yet a wonderful new Bendix way of drying—Full Width Air-Flo—keeps 
temperatures temperate, safe even for the most delicate fabrics. Twice as much 
air flows through the Super-Fast as flows through other dryers! The Super-Fast 
is a perfect mate for the famous Bendix Tumble-Action Washer. Also optional 
with Formica countertop to match the Power-Surge Washer—the fabulous 
“5 ft. of countertop” pair with the custom look, 








Only Washer-Dryer proved in 27 million washdays! 





New Bendix DUOMATIC Washer-Dryer All-In-One 


Quality established, it’s years ahead of all others! Dries faster, operates quieter, 
and it’s the only combination offered in both gas and electric. Loaded with 
other exclusive advantages like the Automatic Speed Soak, up-front controls, Tip- 
Top Laundry Guide... all features you can demonstrate! Striking 
new design makes it the most glamorous laundry appliance 
you've ever shown on your floor! The market's barely been 
scratched for this most wanted of all home laundry appliances! 





CROSLEY. BENDIX 


HOME APPLIANCES DIVISIONS / Aeg)om | CINCINNATI 26,0+10 
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Anything Less is an 
Oid-Fashioned Truck! 


If you don’t get all the modern advantages new 
Chevrolet trucks offer, you stand to lose money 
on the job today and at trade-in time tomorrow 


Look at it this way. The more modern the truck, 
the more quickly and efficiently it does the job. And 
if it’s loaded with ultra-modern features, you’re 
bound to be farther ahead at trade-in time. Now look 
at the way Chevrolet fills the bill. Even so-called 
new trucks are old fashioned without all these Task- 
Force advantages! 


Shortest stroke V8's* of any leading truck—the most mod- 
ern truck engines money can buy! Their compact, 
short-stroke design means longer life, because of less 








dependable high-compression valve-in-head Sixes 
are ultra economical to keep humming. They squeeze 
more power out of a tankful of gas! 


The latest in cab comfort and safety— High-Level ventila- 
tion, panoramic windshield, concealed Safety Steps 
-features that boost driver efficiency! 

Most modern chassis features — new suspension, more 
rigid ladder-type frames, Power Brakes standard 
equipment on 2-ton jobs! 

Work Styling —Here’s heavy-duty styling that’s 
matched to the job; modern styling that calls atten- 
tion to your business! Your Chevrolet dealer has 
complete details. See him soon. . . . Chevrolet Divi- 
sion of General Motors, Detroit 2, Michigan. 


*V8 standard in L.C.F. models, an extra-cost option in all others 


friction and wear. Chevrolet’s extra-rugged and except Forward-Control models. 


NEW CHEVROLET 
ater Jask-Force TRUCKS 
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THE MILANO (K21-22HC) 
Decorator-styled lowboy in Honduras 
mahogany, bleached mahogany, or 
platinum walnut veneers—with Marlite 
tops in harmonizing colors, or match- 
ing wood veneer tops. 273-square inch 
aluminized 21” picture tube; two- 
speaker audio system; vertical 
‘Power-K"' chassis for top performance. 





f | THE CREMONA (K21-22H) 
; J j Compact lowboy in Honduras or 

— bleached mahogany veneers, with 

matching veneer or harmonizing 

Marlite top. ‘“Power-K" chassis with 
273-square inch aluminized 21” pic- 

ture tube assures performance as out- 
standing as the styling. 











A ll signs again point to a quality-buying Christmas season. 
Make it a profit-paying season for yourself. You can do it with Stromberg-Carlson’s 
different and exclusive models and Stromberg-Carlson’s 


liberal discount structure. Call or wire your distributor today for full details. 



















THE COURIER (K21-22T) 
Smart, compact all-wood tabie modei 
in Honduras or bleached mahogany 
veneers. Also available in Plextone 
Front-mounted wide-range speaker; 
273-square inch, 21” aluminized pic- 
ture tube. “Power-K" chassis for 
finest reception in any signal area 





THE INTERNATIONAL (AWPS) 
World-wide AC/DC or battery -oper- 
ated portable radio; 8 wave bands; 
two speakers; built-in thermometer- 
hygrometer and barometer; many other 
unique features. Luggage style case 
in five handsome leatherette finishes. 





. 


rT) 
STROMBERG-CARLSON COMPANY, ROCHESTER 3.NEew york there is nothing finer than a STROMBERG-CARLSON'” 
A DIVISION OF GENERAL DYNAMICS CORPORATION 
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Automatic Washer Contest 


sends over / 


rom April through July, nearly ‘2 million prospects 
visited their local appliance dealers .. . thanks 
to Tide’s $100,000 Automatic Washer Contest. 


To create prospects for you, an extra cash bonus 





of $100 was offered to every winner whose entry blank 


was endorsed by her local appliance dealer. 





Contestants competed for prizes which included: 
automatic washers and cash, dryers, 
automatic ironers and appliance gift certificates 


(good in local appliance stores). 





Yes, that's how Tide stimulated store traffic... 


and created interest in the products you sell! 





























And Tide is working for you 
every month of the year, with... 


® Full-color magazine ads that feature the automatic washers 
you sell. These ads are delivering more than 233,000,000 mes- 
sages designed to stimulate sales of automatic washers. 


® Network TV and radio programs reaching 3 out of every 4 
housewives with hard-hitting messages that help pre-sell the 
automatic washers you feature. 


® Exciting local-level promotions geared to stimulate traffic and 
sales for you. 


PUT TIDE’S TREMENDOUS SELLING SUPPORT 
TO WORK IN YOUR STORE! 


* Tie in with exciting Washer Dealer Plan Promotions. * Buy spot TV and radio commercials adjacent to Tide’s 
network programs. 


® Use Tide for sales-building store demonstrations, and for 
post-sale demonstrations that spell customer satisfaction. 


Your distributor or manufacturer can supply you with details... contact him 
today! And remember, more women use Tide than any other washday product! 


Tide features these brands in nation-wide ABC+AMC+ BARTON: BLACKSTONE + CORONADO: EASY+ FIRESTONE _.... and each of these manufacturers pute 
advertising! Yes, Tide is sending prospects GENERAL ELECTRIC - KELVINATOR +» KENMORE + MARQUETTE 4 free box of Tide inside every automatic 


into your store to see and buy these - a they make! 
oidentathe qunaieaeil MAYTAG + ONE MINUTE - SPEED QUEEN - THOR + WIZARD + ZENITH 



































The G-E refrigerator 


has come a long way 














since 19335 








...and so has Du Pont DULUX enamel! 










GENERAL ELECTRIC'S famous “monitor top” us SPR ine aammmmenent an ; a ) \ 
refrigerator delighted homemakers with its effi- e ‘4% aaa ay YL Ran yah 
ciency and good looks back in 1933. But finding a mee 5 





new ways to make kitchens more beautiful, more oar 
pleasant to be in . . . new ways to give America’s a 
women more and more leisure . . . has been 
among the basic aims of General Electric ove: 
the years. That’s why today’s General Electric 
refrigerator, with its new revolving shelves, is a 
marvel of streamlined efficiency and compact- 
ness that the 1933 housewife could not even 
dream of, 

And so it is with America’s leading home ap- 
pliance finish--Du Pont DULUX Enamel. Con- 
stant research over the years by Du Pont chem- 
ists has resulted in a finish with rugged resistance 
to chipping, cracking, scratching and staining. 
Now DULUX is easier to clean . . . keeps its 
glistening white beauty longer than ever before! 
That’s why the DULUX of today meets the most 
exacting requirements of today’s topflight appli- 
ance manufacturers. E. 1. du Pont de Nemours 
& Co. (Inc.), Finishes Division, Wilmington 98, 
Delaware. 








Lie 


PG. us, pat. orn 


“DULUX’ ENAMEL America’s leading home appliance finish 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY .++has helped sell over 36,000,000 refrigerators! 
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Now, the amazing new 1956 Lewyt has a 
tool rack built in as standard equipment! 


All tools roll along with the Lewyt—always 
at the homemaker’s finger-tips! They ride 
snugly behind where they can’t scratch 
furniture. And, even at the Lewyt’s sensa- 
tional new low price—there’s no extra cost! 


It’s another feature that makes the new 
Lewyt the world’s easiest cleaner to use ~ 
EASIEST CLEANER TO SELL! 


LEWYT CORPORATION 66 srosdway, Brooktyn 11, N.Y. Also sold through leading Canadian Distributors 
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NOW! TERRIFIC NEW 
FEATURES “DO-IT-YOURSELF” 


‘ q | Here’s a dishwasher that scrapes, washes, rinses dishes 
peal On * in one swift operation . . . gives off suds or hot rinse at 





. £3 











Just turn off the hot and cold 
water faucets. There's no need 
whatsoever for the customer to 
turn off the main water supply. 








the touch of a button . . . will oufclean, outmode and 
outsell any other dishwasher at any price. 


BUT THAT’S JUST THE BEGINNING! Here is the first dish- 
washer anybody can install — and in a jiffy! No special plumbing 
required. Does away completely with all installation headaches. 
And it's priced to sell and sell and sell at only $39.95 retail. 


BIG BACKING IN A GIGANTIC MARKET, TOO! Today, 42 
million homes have no dishwasher of any kind. So we're launching 
the Gerity Dishwasher with the biggest advertising and sales 
promotion push ever put behind a faucet dishwasher—national 
magazines, radio, television, newspapers, point-of-purchase ma- 
terial, handouts, gifts-for-prospects plan—everything you'll need 
to make this the hottest new appliance of the year, the best 
profit-maker in your store. 


$O DON’T WAIT! Become a Gerity Dishwasher dealer now. 


Just drop us a line for all the facts at— 


GERITY-MICHIGAN CORPORATION 
DISHWASHER DIVISION + ADRIAN, MICHIGAN 
WEST COAST; 2350 E. 38TH ST., LOS ANGELES, CALIF, 





Use wrench to remove swing 
spout. If the opening from which 
the swing spout is removed has 
a diverter, remove it. 
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GERITY DISHWASHER 





















ELECTRICAL 


INSTALLATION 


ONLY 7 : RETAIL 


FULL TRADE DISCOUNT 


















Carries a factory parts warranty. Built, backed and 
distributed by Gerity-Michigan—one of the first to i 
sell the faucet-type dishwasher. Chrome-plated to % 
stay bright and clean looking always. A wonderful, 
high-quality, high-profit item you'll be able to move 

in volume! Send now for all the facts. Ask, too, about 
Gerity’s complete line of bathroom accessories. 


PATENTS 
PENDING 


Place the Gerity adapter with 
adjustable jaws in the spout hole 
and tighten down with Allen 
wrench provided in the carton. 


Mount dishwasher on adapter 
and tighten slip-nut with wrench. 
That's all there is to it! The job's 
done in a jiffy. 
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No matter what they want—you've got it—with the 
GREATEST SELL-UP LINE IN CLOCK-RADIOS 


1. “For as 2. “But for only a few dollars more... 


little as 
$29.95...” 











Start selling with the Roommate—most exciting low-priced clock-radio in RCA Victor history! Point out the Sell them up to the Dreamer. Has a// the Roommate’s 
extra-large clock face for easier reading. Printed circuit for extra-long life. Let them hear the rich “Golden Throat”’ features plus Slumber Switch for up to an hour’s night- 
tone, Give them a choice of three colors—at no extra cost! Black, antique ivory or turquoise green. (Model 6C5) time listening. Maroon or ivory (Model 7C6), $34.95 


r Ff 


3. “Look how much more you get...” 4. “Now here’s a feature that’s more 5. “Now this one’s extra-powerful...” 
than worth the extra money...” 



































Point out that the Sandman bias ali the Dreamer's Show them the Dateliner’s automatic calendar that Tell them the Prompter has al! the Sandman’s fea 
features plus phono-jack and appliance outlet. Ma tells day and date. Has all the Sandman's features, too! tures plus extra-powerful, extra-sensitive chassis. Gray 
“oon, forest green or ivory (Model 6C8), $39.95 Black or kitchen white (Model 7C9), $44.95 and ivory or black and beige (Model 4C671), $49.95 


6. “Only RCA Victor has the 

‘Rim-0-Matic’ Selector...” 7, “Of course, 
if you want 
the finest 
clock - radio 


Let them see the Slumber-King 
with all the Debonaire’s exciting 
features plus exclusive “‘Pre-Set”’ 
function to change station and volume 





The Debonaire has simplest clock-radio control ever while you sleep it’s just like two 
plus luxury features like an output jack for a tape radios in one! Black and beige or black 
recorder. Black finish (Model 5C581), $49.95 and gray (Model 5C591), $59.95 





SELL THEM NEW RCA VICTOR CLOCK-RADIOS—AND SELL THEM UP! 
RCA Victor backs every step-up in price with extra features you can demonstrate! You can show your customers how every 
extra dollar they spend buys extra value. And remember, when you sell them an RCA Victor clock-radio—they stay sold! 


RCA VICTOR'S GREAT LINE-UP OF TY SHOWS HELPS YOU SELL RADIOS AND “VICTROLA” PHONOGRAPHS |! 

November Ist-— "Martha Raye Show” sells portable radios. Cy) 
November 14th — ‘Producers’ Showcase” sells High Fidelity phonographs. RCA CTOR. AN 
November 22nd — “Martha Raye Show”’ sells ciock-radios. chad RADIO CORPORATION OF AMERICA os 
Manutecturer's nationally odvertived list prices shown, wbject to change without notice. Slightly higher in for West and South CAMDEN 8, NEW JERSEY 
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Cut yourself a bigger 
7— Y¥)_ slice of the range 
sales cake! 





You'll get a bigger share of gas range 
sales when you sell ranges equipped with 
a Penn gas oven thermostat, . . the oven 
control that means better baking results! 
The Penn control gives faster response to 
oven temperature changes... greater sen- 
sitivity, with temperatures true to dial 
setting ... better baking every time... 


Only, Penn offers all these features, be- 
cause only Penn is built with straight in- 
line design . . . compensated diaphragm 

. no packings, no pivoted levers, no lost 
motion. Add them all up and the result 
is more efficient performance, 


If the ranges you sell don't have the Penn 
gas oven thermostat and the better baking 
results it assures, ask your manufacturer 
—— he can get it for you! Penn Controls, 
Inc., Goshen, Indiana. 


oO i 
EEEEEES | Lo HEEL 
=a EH ae ia OEE 


AUTOMATIC “CONTROLS 


FOR HEATING, REFRIGERATION, AIR CONDITIONING, GAS APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 
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A MESSAGE TO AMERICAN 


INDUSTRY ® ONE OF A SERIES 


Automation Creates Jobs 
For Workers With Skills 


There is new and reassuring information for those 
who fear that “automation” the control of machines 
by machines will mean fewer job opportunities. It 
comes trom a special survey of 1.57 1 Companies in 
metalworking industries recently completed by 
American Macninist, a MeGraw-Hill publication 
More than one-fifth of the companies reported that 
they already have automatic loading, transfer or as 
sembly machinery in operation. In these companies as 
a whole there has been a net increase in total employ 
ment since this machinery was installed 

According to the AMERICAN MACHINIST survey, of 


these « ompanies with actual experience in automation 


26", reported increases in’ employment 
averaging 21% 

51¢) reported no change in total employment 

25 reported decreases in employment 


averaging 16‘ 


More Jobs for the Skilled 


Of greater significance, however, is the re- 
sponse by 40% of these companies that they 
required more skilled maintenance men and by 
21% of the companies that they had increased 
their engineering staffs. This indicates that 
mation is strengthening a trend already evident 
the United States, a trend of expanding opportunit 
for those with industrial and prolesstonal skills 
relatively, of contrac ting opportunity tor the unskilled 

The following chart shows how strong this trend 
has been over the past 25 vears and how strong it ma 
be expected to be over the next 15 years 

There has been a sharp decline in the percentage of 
unskilled workers in the nation’s labo: force and a 
corresponding increase in the percentage of those 


with varving degrees of skill 


Increasing 
occupations 


80 





ckers & foremen 


skilled W° 


















.~ @—F — 20 
: -Semiskilled workers 
© ‘ en 0 
& 40 Decreasing 
occupations 
20 20 





0 oe 0 


1930 1955 1970 





It is possible, of course, to cite cases of individuals 
and groups that do not conform to the charted trends. 
Farmers, for example, are becoming at the same time 
more skilled and less numerous. But this does not up- 
set the broad proposition that opportunities are in 


creasing for those who have skills 
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Power and Production 


Much of the basic explanation for the rela- 
tive expansion of opportanities for those with 
industrial and professional skills lies in the in- 
creasing use of power-driven machinery. This 
has made possible a vastly greater increase in manu 
facturing production than in the manhours of human 
labor devoted to it. The following chart shows the 
relative ine reases til ele trical energy and manhours 
of labor used in manufacturing since 1930 and the 


rise in industrial production, 


1930 1955 1970 Inde» 
Electrica! energy 1930 = 100 
(billion kwh) 52 212 400 : 
Industrial production 
(1947-49 = 100) 49 135 203 
Production manhours 
(billions) 16.1 27 = =—28.4 


«+ 700 


-— 500 















300 
manhours a 
+ 100 
1930 1955 1970 


*Excludes power used in aluminum and magnesium 
reduction, both very heavy power users. 


Power-driven machines have reduced the amount 
of human energy required for physical labor, hut they 
have increased the need for skillful handling and 
maintenance. As the AMERICAN MAcutInist survey 
demonstrates, the same is true of automatically con- 
trolled machinery. 


Higher Wages, More Leisure 


The rising average wage of American indus- 
trial workers and the decline in hours per week 
that they must work reflect directly the extent 
to which the increase in industrial production 
has outstripped the manhours devoted to it. 
The final chart shows the increase in weekly wages 
(in dollars of constant purchasing power) and the 
decrease in the average workweek in manufacturing 
since 1930. It also shows the changes that may come 
in the next 15 years if present trends continue, 





$105 


42.) 
hours | 





hours 





$37 


More pay, 











for less work 
for manufacturing workers 
a i 4 4 oh a aaa 
1930 1955 1970 


Phere are some who would slow what an 
earlier editorial in this series characterized as 
“the continuing process of taking dull and la- 
borious work off the backs and minds of men 
and transferring it to machines operating in 
large batteries under automatic control,” In 
doing so, they might make the world safer for 
those with no skill, The far more constructive 
course is to welcome the expanding opportuni- 
ties now being provided and be sure that the 
nation’s young people, who are now starting 
another school year, are prepared to take ad- 
vantage of them. 





This message is one of a series prepared by the 
VWeGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nationwide developments that are 
of particular concern to the business and pro- 
fessional community served by our industrial 
and technical publications, 

Permission is freely extended to neu spapers, 
groups or individuals to quote or reprint all or 
parts of the text, 


Keuata Mire 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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*’,..Past experience 
has proven its policies” 


says MR. THAD GORDON, vice president and general manager of 
Radio City Distributing Company, with headquarters in Dallas, Texas. 


“()' R FIRM has carved a place for itself proven helptul, for instance, we have seen 


in the Appliance field in northeast and the life insurance item used at least three 
northwest Texas by handling only name times to pay off a balance because of death.” 
brands such as Zenith, Coleman, Servell, 


Kitchenaid and Eureka. We use COMMERCIAL COMMERCIAL CREDIT DEALERS 
Cazorr to give our dealers s workable floor ARE Successful peacers 
plan as well as retail financing. We selected 

CommerciAL Crepir Pian to handle ou \ letter or call to the CommerctaL Crepitr 
dealers’ paper because it is nationally known PLAN office nearest you will get you speedy 
and because they have fully staffed local and expert help with your financing prob- 


offices. Many of their insurance features have lems. Why not call today? 









COMMERCIAL 
fear CREDIT 


4; CORPORATION 






A service offered through whsidiaries of 
Commercial Credit Company, Baltimore 
Capital and Surplus over $180,000,000 
offices in principal cities of the United 
States and Conada. 


PAGE 58 NOVEMBER, 1955—ELECTRICAL MERCHANDISING 








TA K E =a cooking school and 


use it to build a captive audience 








HAROLD FISHER f 


\MOME APPL 


(424 away 


Pew 


COMBINE—vwith a dealer show 


that will provide both leads and prospects 


ADD—the gimmicks that bring pros- 


pects into retail stores. 


That's Pacific 


Gas and Electric’s . 


RECIPE FOR A COOKING SCHOOL 


TEARLY 90,000 pre-sold pros 
N pects for major clectrical ap 
+ pliances are being made avail- 
able to the northern 
California this year because the 
utility, Pacific Gas & Electric Co., is 
proving that cooking school promo- 
tions can be the most effective 
medium for mass selling of electrical 
living through modern appliances. 

These prospects are being created 
for dealers in the small cities of 
PG&E’s 89,000 sq. mi. territory 
through a series of “Homemaker’s 
Holidays” at which a total of 150 
cooking schools and appliance demon- 
strations draw the public to locations 
where dealers display their appliances. 
Through a well-organized cooperative 
effort of the utility’s home economics 


dealers in 
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By HOWARD J. EMERSON 


and dealer relations staffs, the local 
dealer groups, the local newspapers 
radio-T'V, and prospects conditioned 
by the cooking school lecture-demon 
strations and exposed to the latest in 
appliances are brought immediately to 
one or more dealer’s stores through an 
offer of valuable prizes. 

That these 90,000 prospects will be 
profitable customers for the 1,000 or 
more cooperating dealers is proven by 


the record. Last year, PCG&F’s 
“Homemakers Holiday” cooking 
school promotions reached 70,776 


people. As a result, the retailers in 
the area sold 19 percent more electric 
ranges than during the previous year, 
while sales of electric ranges through 
the rest of California were down 10.7 
percent and were down nationally by 


1955 


6.8 percent. At the same time thesc 
dealers increased their sales of auto 
matic washers 158.1 percent, their 
sales of dryers by 25.8 percent. 
These sales by dealers are im 
portant to PG&E, which as a non 
merchandising utility must rely on a 
full program of promotional activity 
to build load and balance load factor 
in its system which has undergone a 
$1,400,000,000 program of expansion 
since 1946. Under John §. C. Ross, 
manager domestic sales, the utility is 
helping push the sales of appliances 
through a half-million dollars worth 
of dealer sales promotion materials 
and activities directed by Walter E. 
Lind. An additional boost is given by 
the activities of the home economics 
department which has the responsibil 


Electrical 
Merchandising 





ity of selling electricity to home mak 
ers through group contacts, 

In a complete report on the success 
of the cooking school promotions, 
prepared for the Edison Electric In 
stitute’s sales conference this year, 
PG&E's director of home economics, 
Mrs. Marguerite lenner stated that 
some of the objectives of the program 
are: “1, To induce prospects to visit 
dealers’ stores to examine appliances 
where ‘point of sale’ selling efforts can 
be employed; 2. To bring about an 
awareness of merchandise and services 
offered by local dealers to encourage 
buying locally rather than in neigh 
boring metropolitan centers; 3. To 
encourage greater cooperation be 
tween local dealers and here local 
dealers and the newspapers; 4. To 


MORE owe 
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PG&E's Cooking Schools Get Prospects 





PREARRANGED BREAKS in cooking school program exposes audience almost en 


mosse to dealer displays in the same auditorium, give dealers first chance to sel! 





PROSPECT LISTS are built up at schools by participating dealers 
more than 1,000 people left names to get mailed copy of Hotpoint kitchen booklet 





STORE VISITS are almost guoranteed with sheets of tickets for prizes given to 
each consumer 


for Dealers 


reach as many peopl with 
complete lecture demonstrations cover 
ing as many appliances as feasible—the 
lecture demonstrations to be aimed at 
creating an immediate desire f r 
appliances,” 


iS possibl 


Ihese objectives are carried out by 


one of several patterns of 


COOKING 


hool promotions. In large met 
politan areas or very small commui 
ties, a single cooking school is sched 
uled. These are held in the morning 


or afternoon in small cities, in the eve 
ling in large cities. Because apphanc: 
hows” usually are impra 

tical for this type of promotion, two 
patterns have been developed to in- 
duce prospects to visit dealers stores 
in those cities 


displays or 


© Prizes ‘to be given by individual 
dealers are publicized by the local 
newspaper during the two wecks in 
advance of the promotion. People are 
invited to visit each dealer's store and 
secure a ticket on the prize he is giv 
ing away. The drawing for cach 
dealer's prize is conducted at the con 
clusion of the cooking school. 


e The second pattern is a reverse of 
the above. Each person attending the 
cooking SC hool 1S given a book or card 


of tickets, one for each dealer pat 
ticipating in the promotion l'o 


participate in the prize drawing, these 
tickets must be deposited in the 
dealers’ stores during a specified yx 
riod following the cooking school. At 
the specified time, each dealer con 
ducts his own prize drawing, the 
notified, and the news 
paper publishes the winners’ names. 
When it is practical, two-day cook 
ing school promotions are conducted 


winners a4 


in a city. These, says Mrs. Fenner, 
are the most successful. And, she 
avs “ we have noted that two 


evening sessions will average greater 


attendance than two afternoon ses 
sions, ‘Ihe pattern used on these 
promotions again involves the card 


or book of tickets, this time given to 
each person attending the first day’s 
cooking school. These tickets arc 
deposited in dealer's stores before the 
second day's school. ‘The prize draw 
ings are conducted at the conclusion 
of the day's Person 
must be present at the second cook 
ing school to win, therefore we get 
them back to hear a 
other appliances.” 
How well the appliance dealers in 
the PG&E area profit from traffi 
during the cooking school promotions 
is seen in these figures on two-day 


second school 


sales story on 


cooking schools held in four rep 
resentative California citic 

Number Tickets 

of tickets deposited in 
City distributed dealers’ stores 
Chico 000 1,600 
Quincy 500 404 
Eureka 1,788 1,193 
Grass Valley 1,460 1,225 


These figures become more im 
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when considers the 
population of the cities and towns 
Chico 12,000: 5,000; 
Kureka, 23,000, Valle 
5.000 

In these medium size and 
towns, one of the most effective 
phases of the cooking school promo 


PICssiv¢ One 
Quincy, 
and Grass 


cities 


tions has been the “appliance show 

which was held as part of the schoo! 
or at the same time in another loca 
tion. When the local dealers display 
their appliances and man their booth 
for a “captive” audience that is being 
conditioned to the latest in home ap 
pliances by the cooking 
lectures and demonstrations, and late: 
get a large percentage of this audienc« 
into their stores for the prize draw 
ings, they have an exceptional op 
portunity for developing live pros 
pects. 

Ihe appliance shows are held at 
the discretion of the local division of 
PG&E, and are organized through 
the local dealer relations man work 
ing with the local chapter of th: 
Northern California Electric Bureau 
Ihe cooking schools are under th« 
direction of the Home Economic 
Department's general office staff using 


school 


the division home economist. In 
PG&E, unlike most utilities, the 
home economics department is au 


tonomous, reporting directly to th 
manager of domestic sales 

When the PG&E “Homemaker 
Holiday” cooking school promotion 
is put on ini its 


most complete 


form, as seen in the accompanying 
photocoverage by Execrricat Mercn 
ANDISING in Eureka, Calif., it is an 
excellent example of organized coop 
eration of interested groups aiming to 
promote the sales of appliances. Mor 
than 2,000 homemakers visited the 
Fureka Municipal auditorium because 
each group fulfilled its assignments in 


advance of the promotion: 


The utility provided—1}. Division 
pe rsonnel to OTganize and operate the 
promotion; 2. A master of ceremonics 
3. Division home economist to con 
duct the cooking school: 4. Food and 
casual help needed by the 
Service 
disconnect 


home 
economist; 5 
and appliance 
demonstrations; 6. One 
newspaper advertisement on the cook 
ing school; Prepared publicity 
ticles and photographs for the 
newspaper; § Mailing of stuffers on 
cooking school to all customers; 9 
A contribution of $75 from general 
funds and $70 from local funds to- 
ward the operating expenses of the 
promotion 


personnel to 
connect 
used for 


The appliance dealers provided—| 
Che appliances used for the cooking 
school demonstrations; 2. Part of 
money used to buy appliances used as 
grand prizes (the Northern California 
Electrical Bureau provided $100, th 
Gas Appliance Society an equal 

(Text continued on page 62 
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Organized Cooperation Insures Success 









AUTONOMOUS home economics department at PG&E, under Marguerite Fenner 
center), plans and directs $71,000 program of “‘selling electricity to home 
makers through group contacts.’’ She reports direct to J. S. C. Ross (left), 
manager domestic sales, and works with cooperation of Walter E. Lind (right), 
director of dealer sales and promotion 


. — ™ 
: § — i ' 
SCHOOLS are made part of the act in many PG&E Homemaker Holidays. Here a 


student home economist from Humbolt State College helps PG&E's Evelyn Vaughn 
prepare foods prior to staging of Eureka cooking school 


CluhUx » 


torr hay wh 


Pres wm cry’ 


er ee 





REGULAR cooperation at most PG&E schools comes from beef, lamb and turkey 
jrowers, They give information and booklets to homemakers in lobby, supply valuable 
ackages of meat as prizes, and help to publicize the cooking schools, 
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LOCAL COOPERATION between PG&E and key dealers is key point in cooking 
schools’ success. In planning Eureka school, organization was set up by (left 
to right) George Cornwell, division manager; Bernie Williams, dealer relations 
dealer William Kay of the White House store; 
PG&E industry coordinator Dan Alexander 


’ 


dealer 


Harold Fisher 


a local merchant provided a Hammond organ and an organist. Music 
unexpected success in entertaining audience, keeping it from fidgeting 





ORGANIZATIONS often tie-in with schools 


for 4-H clubs doubled the oudience 
compete in cooking contest on electric 


skillets 


were 


eager 


ond 





NON-INDUSTRY cooperation is often an important, big help. At Eureka school 


was 


At Eureka an afternoon program 
People 


to see youngsters 



















held every hour, one small 


prize ot night 


amount, for this purpose); ; 
Guarantee of 80 inches of display ad 
vertising to the newspaper; 4. Ap- 
pliances and manpower for a booth 
on the auditorium floor, plus $35 
from each of the 14 dealers toward 
cost of the auditorium and the grand 
prizes; 5. A prize to be given at 
dealer's store-$25 minimum value 
agreed on, but average value was $50, 
The newspaper provided—|. Part 
of cost of auditorium; 2, Advance 
publicity stories and photographs, 
plus cooperation on a special ‘“Home- 
maker's Holiday” section cued to 
opening of the cooking school; 3. Set 
type for the sheets of tickets (dealers 
paid for printing); 4. Door prizes, 
bags of assorted foods—more than 
100 bags for the four sessions; 5. A 
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appliance is given 


Prizes and Publicity Keep Audiences Big and Happy 


PRIZES at some PG&E schools total more than $4,500. Drawings for small prizes ore 


away at afternoon session, major 


RECIPE FOR A COOKING SCHOOL (continued) 


publicity photo, taken by the news 
paper im the dealer's and 
published in the newspaper, showing 
dealer and the winner of store prize 

this for each dealer agreeing to 80 
inches of display. 

There is no attempt to confine the 
promotion to people in the electrical 
or gas industry. In each community 
any merchant is encouraged to partic 
ipate. He does it by offering a prize 
to be given in his store to one of the 
people who deposits a ticket there 
In Eureka, for example, an auto 
dealer, a furrier, bakery, paint dealer, 
were among many merchants joining 
the promotion, To participate they 
agreed to take a 40 inch newspaper 
advertisement tying in with the pro 
motion 


store 





> tet 








DOOR PRIZES usually consist of big bags containing more than 40 foods obtained 


free from cooperating newspaper’ 
impress audience 


; advertisers. Samples of food displayed in lobby 





NEWSPAPER cooperation and publicity plays vital role in success of promotion: 


Here 
Homemaker 


Bernie Williams 
Holiday section a 


utility's 


In many of the cites, other 
organizations have been taken into 
the promotional plans with con 
siderable success. In Eureka and 


cattlemen’s as 
sociation and the wool growers associa 
tion participated—manning displays 
in the lobby, providing more than a 
hundred packages of beef and lamb 
for door prizes. This tie-in not only 
increased the importance of the pro 
motion, but it gave the utility a 
chance to give assistance to two very 
important industries in its territory. 

Mrs. Fenner states: “We have been 
in this business of selling electricity 
to homemakers through group con 
tacts for more than eight years—to 
us it is the best means of getting a 
big job done, and we know that it 


many other cities the 
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it comes off the pres 
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paper's promotion manager chec} 


is the one way to get that big job 
within the realm of reasonabl 
PG&E's home economics 
1954 $71,383—an 
average cost of 66 cents per contact 
and 5 cents per residential customer 
During that with a staff of 
eleven home economists, activities in 
cluded: (1) 133 cooking schools 
reaching 70,776 people; (2) 36 equip 
ment demonstations reaching 1,619 
persons; (3) lectures, 286 for 10,134 
people; (4) special activities and 
television appearances reaching man\ 
thousands more. The average numbe: 
of meetings for each home economist 
was 154, the average number of con 
tacts per economist was 12,049, the 
average number of daily contacts for 
each home economist was 49.6. End 


done 
CXpecnsc 


program for cost 


year, 
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GEORGE LOGAN (center) head of Logan’s, 


supermarkets, but relies on supervision of outside salesmen for sales 


With close supervision . . . 





Inc., shows freezers in his 


THE LADY on the right, a Logan freezer owner, will get $10 if her friend buys o freezer, too 
Referrals have proven to be one of the firm's most successful business getters. 





... and a good referral plan this .. . 


Supermarket Sells 150 Freezers a Month 


Nobody buys freezers in a supermarket. So the Logan brothers of Nashville, 
Tenn., sell theirs with outside salesmen. They‘re good at it because they have 
six sales managers, each with complete responsibility for his area, and 
because new prospects are constantly being turned up by old 


SN EORGE and Wilbur Logan 
J operate eight large super 
markets in the Nashville, 


l'enn., metropolitan area. They'll tell 
you their business is selling food and 
they believe a food dealer should sell 
home freezers only as a necessary 
idjunct to frozen just as a 
cigar dealer should sell humidors to 
keep tobacco fresh. 

But the Logans sell an average of 
150 Ben Hur freezers a month. Obvi 
ously 


foods, 


this is big business even for 
a specialty appliance dealer who 
works at the business of selling home 
freezers 12 to 14 hours a day. How 
then, is it possible for Logan’s Inc., 
to sell such an amazing volume of 
home freezers by placing all of the 
emphasis on the food and with ap- 
pliance demonstration and sales push 
at a minimum? 

The secret lies in two factors. First, 
in supervision—a system which places 
total responsibility on the sales 
manager—and, second, in what the 
Logans call “referrals” that is, reward- 
ing old customers for sending in new 
ones, “bird dogging’, “using the 
user” or whatever term the practice 
may be known by. The Logans have 
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a food plan, of course, and in its 
setup, its operation and its use of 
supervisory personnel, it differs from 
almost any food plan now in opera 
tion. 


Familiar Pattern Followed 


rom the customer's viewpoint, 
the Logan operation falls into a 
familiar pattern. He buys a home 
freezer, always at list price, and 
enough food to stock it for a certain 
period (never less than $50 worth of 
food is sold). Ten percent down is 
required on all sales. The customer 
may have 24 months to pay for the 
freezer and for the first six months 
he may make one payment a month, 
on both food and freezer, to the bank 
which finances his plan. 

After that time he makes his freezer 
payments to the bank and his food 
payments to Logan’s, Inc., and there- 
after the food company finances all 
of his food purchases. It is these re- 
peat food orders upon which the 
Logans count to keep up their profits, 
a somewhat different attitude from 
the usual food plan operator, who 
mainly is interested in selling the 
initial order and getting out. 


1955 


However, the major formula of sur 
cess in the Logan food freezer sales 
program lies in its supervision, ihe 
company operates in 48 counties of 
middle Tennessee and lower Ken 
tucky. This sales area is divided up 
into six territories averaging cight 
counties, each territory under a sales 
manager. 

Upon each sales manager lies an 
almost total responsibility. He must 
obtain his own salesmen, train them 
in both food and freezer sales, desig- 
nate the places in which they operate 
and constantly supervise their work, 
His total salary must come from com 
missions allowed to his salesmen, 
except in the case of freezers he sells 
himself, which he is allowed to do, 
The company requires that his sales 
crew produce a minimum of 10 sales 
each month. 

The company furnishes him an 
automobile, maintains its upkeep, 
advertises for him and gives him all 
possible help in locating prospects, 
but other than this, it is entirely up 
to him what earnings he may make 
or how well he may fare. Naturally, 
such a setup calls for top men only 
in the capacity of sales manager, and 


customers 


Logan's has them—men who came 
up through the ranks as salesmen 
and who know how to find prospects 
and close them, Every Logan sales 
manager began with factory training 
and perfected his sales technique 
through years of experience 


Manpower Is Problem 


rhe biggest problem facing the 
sales managers is in obtaining good 
salesmen. Occasionally they insert 
want ads in newspapers:and frequently 
resort to references from friends, The 
sales manager always accompanies a 
new salesman on his first two or three 
calls. 

The “referral” factor really works 
because Logan’s offers every customer 
a flat $10 in cash if one of his sales 
men succeeds in selling the prospect 
referred to him by the customer, At 
the time every new freezer is installed, 
the customer is told of the offer and 
promised the bonus for a “referral”. 

“Such an offer works like my 
in many places—new subdivisions, for 
example,” points out George Logan, 
president of the company, “where 
new families settle, housewives 

(Continued on page 90) 
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w—_SELTENRIGHT'S 


When small-town dealer Harold Seltenright put $500 of his own money into this new-location promotion he asked the question: 


-++++ Do Grand Openings 


Harold Seltenright ran an appliance business from a back-yard garage in a town of 2,000 


people. 


© opening day promotions pay 
1) olf? Despite glowing reports 
of past successes, dealer Harold 
Seltenright of Butler, Indiana, was 
downright sinking 
any of his cash in such a venture 
when he moved into new quarter 
last spring 
But he did, and it did, and busi 
ness is up more than 50 percent ove 
last year 
Not all the credit for increased 
sales, of course, goes to the opening 
promotion Many other factors 
welded together into a single market 
ing package contributed to Selten 
right's Through careful 
planning and budgeting, Harold Sel 
tenright emerged, almost overnight, 
from an obscure dealer working out 


ske pti al about 


SUCCESS 


of a garage to a downtown merchant 
with a store on Main Street 
Seltenright is far from a “rags to 
riches” case, Quite to the contrary, he 
had been prosperous 
though small, appliance business in 
a community of about 2,000 people 
Starting as a radio-television service 
man, Harold Seltenright operated his 
business from a garage located behind 
his own home. About three vea 
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Then he moved to Main St. 


ago, he took on the full Westing 
house line and managed to find room 
for a few pieces of merchandise on 
the floor garage 

He displayed and sold appliances 
with practi ily no merchandising 
or advertising to back him up, Nearh 
all his appliance business came from 
leads developed through the service 
end of the Seltenright 
figured on staying in the garage as 


business 


long as business prospered but by 
last winter it became clear that good 
service alone wouldn't bring in 
enough appliance customers 


Pros and Cons 


When Westinghouse district sales 
supervisor, W. H., (Bill) Poffenberger, 
mapped out an expansion program 
for Seltenright early last spring, the 
making 4 


move. Yes. he wanted to increase hi 


dealer hesitated befor 


business, Yes, he agreed that a down 
town location would be an asset. Yes 
he knew that display space and met 
chandising facilities were needed. But 
could he make the move without 
plunging himself dangerously imto 
debt? 

logether, Seltenright and Poffen 


berger listed the reasons for and th 
reasons against such a move, came 
up with a plan that decided the 
issue. Here are some of the questions 
thev asked and answered 

els there a store available? By a 
happy coincidence, another Butler 
appliance dealer had just bought his 
own building, planned to vacate a 
choice store right in the middle of 
Broadway (the town’s main street) 
It offered the advantages of being 
ready to house another appliance 
business without major changes and 
people were accustomed to seeing ap 
pliances in the windows 

¢What about the cost? Seltenright 
got the store for a low $50 monthly 
He signed a one-vear lease with a 
five-year option that he’s almost 
certain to take up, Rent represented 
additional overhead since his garage 
was rent free 

e Will personnel overhead go up? 
Yes. Seltenright found that he needed 
an extra man to help his son, Jim, 
and himself 

¢ How much cash will be needed for 
merchandise? Under the Westing 
house dealer financing plan, Selten 
right found he could get an initial 


Here’s what he did to make the move worthwhile 


stock of about $10,000 worth of 
appliances, enough to adequate 
stock the new store’s floor. 

eHow much would the grand open 
ing promotion cost? The promotion 
cost was co-opped, of course, and 
Seltenright’s share of the cost wa 
about $500 

eHow long would it take to build 
the business to a point where it would 
amortize the added expenses and 
operate at a profit? Poffenberger said 
he figured the cost of the promotion 
to the dealer would be made during 
the promotion. Other costs, both 
fixed and non-recurring, would b« 
met in direct proportion to Selten 
right’s merchandising ability 

e Would store trafic increase radi 
cally in a downtown location? When 
Seltenright found a “yes” answer to 
this question, he was just about con 
vinced that a move would be good 
Butler, located some 4! 
miles from Fort Wayne, is a typical 
farm community in that residents of 
outlying areas come to town onc« 
every week or so to “shop”. This 
invariably means making some pre 
determined purchases; it also mean 

(Continued on page 98 
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By JACK LANE 





PLENTY of help in planning and staging the opening 
came from Wesco, Seltenright’s distributor, which fur- 
nished three men and economist Marge Zimmerman 


to back up his selling with good demonstrations 
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HULLABALOO raised by Seltenright on opening day of his new store wos ideally suited to a small town like But 


ler, Ind. The pet parade he sponsored for kids drew flocks of parents 





NEARLY 1,700 people came to the store and registered their names during the opening promotion 
ances, in an up-front, middle of the floor location, got lots of attention 








— Th | 


FREE FRUIT JUICE from a refrigerator juice fountain 


is drawn for guests by owner Seltenright, who says 


that sales directly resulting from the promotion paid 
for all expenses 
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Prizes he offered included a bike 


A BuUDG! 


snnwrr 


Small appli 





ONLY ADDITION made to Seltenberg’s sales stoff 
as a result of the move was part-timer Charlie Yates, 
@ postman 


In the first day on tne job during the pro 
motion he 


sold four vacuum cleaners 
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Heavy advertising and promotion .. . 
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Concentration on brand names... 


And constant demonstrations and shows are the reason why .. . 


This Housewares 
Promotion Is Stil 











Making Sales 


The impetus given housewares sales by a September promotion at Adam, Mel- 
drum & Anderson in Buffalo will last right through the Christmas season 


By TED WEBER, JR. 


—aHIS year's housewares promo 
tion at Adam, Meldrum & An 
derson in Buffalo was a two way 

success. 

Like its five predecessors, this year’s 
“show of shows’ was an immedi 
ate success—drawing record-breaking 
crowds and pulling equally heavy mail 
and phone business. 

But beyond that, it provided 
AM&A’s housewares department with 
a “lift” which will last through the 
Christmas selling season. In the opin 
ion of store executives there is little 
doubt that the show, which ended on 
September 17, is “selling” merchan- 
dise even now and will continue to do 
so throughout the fall. 

This long range effect is particu- 
larly important. At first — the 
expenditure of $45,000 worth of adver- 
tising money (for 50 pages of news 
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paper space and innumerable spots on 
radio and ‘I'V) appears to be top heavy 
for a housewares promotion—even for 
one which ran a full week and which 
produced exceptionally good business 
Store officials point out, however, that 
the ad budget was set up with the long 
term results in mind, Even though 
most of the merchandise was nation- 
ally-branded and promoted at full list, 
the volume of advertising behind it 
convinced many customers that every 
item was on sale. This conviction, 
created during the show week in early 
September, will last right through the 
Chirstmas selling season, store spokes- 
men say. Such long term results justify 
the heavy advertising budget 


Measuring Resuits 


This long range effect is, however, 
extremely difficult to measure. Con- 





siderably easier to appraise are the im 
mediate results of the show of shows. 
Store officials will release no sales fig- 
ures, but the success of the event 1s 
obvious when you consider that: 

e Monday business this year dou- 
bled last year’s first-day volume and 
electrics were about 175 percent ahead. 

@ Tuesday is normally a poor shop- 
ping day in the area but this year the 
store’s Tuesday figures surpassed those 
of Thursday last year (one of the best 
days of the week because of night 
opening). 

@ The store’s chief operator reported 
that the switchboard on Monday 
morning was “swamped with orders”. 

e One store veteran reported that 
mail orders were the heaviest in her 
16 years with the store. 

@On the sales floor clerks were 
queued up in front of cash registers, 
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Annual aa 


at times five and six deep. House- 
wares buyer Ken Winfield had to se- 
cure additional help, both to handle 
floor traffic and to assist in writing up 
telephone orders 


Emphasis on Brand Names 


were many distinctive fea- 
this year’s promotion but 
probably the most impressive was the 
store’s concentration on _ standard 
brand merchandise at full list price. 
Even more surprising was the way in 
which this merchandise outsold the 
limited amount of “price” merchan- 
dise advertised during the promotion. 

Behind this concentration on na- 
tional brands are a number of factors. 
Probably most important is the fact 
that AM&A has found that its custom- 
ers actually prefer nationally branded 
merchandise. This preference is re- 


There 
tures to 
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gate the possibilities of tieing-in 


RESPONDING to the store’s invitation, G-E sent its 
district rep, Jim Schultz (second from left), to investi 
with AM&BA. 
Together with assistant buyer Don Hens, left, and 
publicity director Herman Faupel, right, buyer Ken 
Winfield explained last year’s show to Schultz 


ENTHUSED over 
arranged to he'p stage daily cooking school and to 
send TV star Kathi Norris to Buffalo. Here Winfield 
and Schultz go over advertising plans with Bill Baker 
left, of Niagara-Mohawk Power Co., and E. F. How 
ington, Jr., standing, of GESCO-Buffalo 





SEVERAL DAYS before the show opened, General Electric staged a training 


meeting for all clerks in the store’s housewares department 


the features of a G-E skillet 


Planning 


the Show 


Here Schultz explain: 


Early in June housewares buyer Winfield mailed letters 
to all manufacturers whose lines he carries. He told them 
that Adam, Meldrum & Anderson was once again plan- 
ning a housewares show for early September, outlined the 
investment the store was willing to make in this year's 
show, and asked the manufacturers to indicate whether 
they would be willing to participate. This letter, plus 
personal contacts during the Atlantic City show, resulted 


show's possibilities, 


G-E officials 





DURING WEEKS prior to show Winfield supervised 
and coordinated ali phases of the promotion, Among 
the most important jobs was building up an adequate 
inventory of the merchandise being featured during 
the show. Concentration on branded merchandise sim 
plified this problem for Winfield 


EVEN DURING the promotion the background work continued, On the night of 
Miss Norris’ arrival she appeared at a meeting of store employees, thanking them 
for their efforts thus far and asking their help during remainder of promotion 


in Winfield lining up dozens of manufacturers willing to 
cooperate in the promotion. They agreed to share the 
cost of advertising and to provide demonstrators to man 
booths on the sales floor. sowieg went even further. 
tainly the most ambitious were G-E, and its distributor 
(GESCO-Buffalo). The pictures here show the way in 
which General Electric responded to the Adam, Meldrum 
& Anderson invitation. 


Cer- 





flected in the attitude of sales people 
on the floor who make no effort to 
hide their liking for this type of 
merchandise. 

Equally important is the problem of 
protecting inventories. ‘The 
vests heavily in stock for th 


store in 
show of 


shows. By sticking with brand names 
AM&A actually “gambling with 
bluc chips.” If business should have 


failed to come up to expectation the 
store would not have 
distre 
ifically for the promotion 

In addition, the “carry-over” effect 
f a promotion of this type is mor 
effective with branded merchandise 


been stuck with 


merchandise brought up spe 


Setting Up The Show 


While this year’s promotion had its 
distinctive features, it followed pretty 
closely the pattern found effective in 
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previous years. Vital parts of this pat 
tern included: 

© Participation by the utility. Again 
this year Niagara Mohawk Power Co. 
cooperated with AM&A in staging the 
show of shows. Daily cooking schools 
were conducted by utility home econo- 
mists and supervised by utility per 
sonnel, The utility also installed 
window and lobby displays plugging 
the promotion, To AM&A all of this 
help was important but there was still 
another reason for seeking the utility’ 
help. Such a tie-in is logical in view 
of AM&A’s emphasis on branded met- 
chandise. By ticing in with the utility 
AM&A combined the prestige of a 
local institution with that of the 
manufacturers whose products were 
being promoted. 

© Participation by manufacturers. 
Che success of previous housewares 
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promotions long ago insured AM&A 
of adequate cooperation by manufac 
turers. Over 100 manufacturers, their 
reps and their distributors, were on 
hand for the opening of this year's 
shows. Most of them provided co-op 
advertising monies. Many furnished 
demonstrators for the week-long 
event. Unusually thorough-going help 
was provided this year by General 
Electric (through its local small appli 
ance distributor, G-E Supply Co.) 
This company helped arrange the cook 
ing school and provided “‘personali 
ties” to lend drawing power to these 
events. For three days G-E’s home 
economist, Virginia Garvey was on 
hand and for two more days the com 
pany’s T'V personality, Kathi Norris, 
lent the glamour of her name to the 
store. Both women made numerous 
radio and TV appearances and re 





ceived heavy local publicity, all of 
which was strongly slanted toward 
publicizing the show, 

® Participation by the store. ‘The 
store’s investment in time, effort and 
money was obvious to anyone attend 
ing the show of shows promotion, Ex 
ecutives say it is probably the most am 
bitious single merchandising event 
staged by any department in the store 
In addition to backing the event with 
heavy advertising and extra stock and 
personnel, the store did its best to 
make visiting manufacturers and thei 
reps feel at home, A luncheon for 
visitors was he)d early in the week and 
the firm maintained a hospitality suite 
at a downtown hotel, 

For an idea of how this year's pro 
motion was developed and how it 
finally turned out, see the following 
pages: 














HOUSEWARES PROMOTION (cont) 





Promoting the Show 


One reason why Adam, Meldrum & Anderson com- 
mands so much support from housewares manufacturers is 
the store’s willingness to pull all the stops in promoting 
its show of shows. 

Keystone of this year's promotional support was a 24- 
page supplement in the Sunday edition of the Buffalo 
“Courier-Express.” Teaser ads in the week preceding 
the show and heavy advertising during the week of the 
show brought the newspaper space to a total of 48 pages. 
Spots on the store’s regular radio and TV shows were 
also devoted to the promotion. 

An amazing amount of publicity in newspapers and 
on radio and T'V shows resulted from the appearance in 
Buffalo of Miss Norris and G-E. home economist Virginia 
Garvey. In addition, the luncheon given for visiting 
manufacturers and suppliers by the store also was covered 
in the local press. 

During the week preceding the show thousands of 
handbills advertising Kathi Norris’ appearance at the 
show were inserted in packages leaving the store. 





BIGGEST SINGLE promotional effort behind the show wa: 
24-page supplement in the Sunday paper. Almost al! of the 


advertising wos devoted to name brands at full list price 





WINDOW DISPLAYS were devoted completely to housewores 


during the promotion. in addition to windows in the down 


town store, displays were als et up in branch store 
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HOUSE WARE suoy cp 


Mew NSTAIRS: 
The NIAGARA MOHAWK COOKING sc 


GE-ERAL ELECTRIC comps 








CEILING-HEIGHT sign in the center of store’s main sales floor directed shoppers to the basement house 
wares department and the cooking schoo! which was staged in an adjoining area. Similar signs were 
spotted throughout the store 











THOUSANDS of handbills advertising Kathi Norris’ appearance at the store were stuffed in packages 
leaving the store during the week preceding the promotion itse If Newspaper advertising on her sched 


uled appearance was also used 





ALTHOUGH THE promotion centered in the housewares department, special counters were set up at good 
traffic spots on the main floor, They handled impulse merchandise, also served to draw customer's 
attention to the entire promotion 





NOVEMBER, 1955—ELECTRICAL MERCHANDISING 











Putting On The Show 





There were two key elements in arousing con- 
sumer interest in the show of shows. First was the 
heavy advertising, which created the impression 
that merchandise was being offered at special 
prices, even though most of it was moved at full 
list. (Several counters full of gadgets and close- 
outs on some china and glassware actually pro- 
vided the shopper with an opportunity to make 
special buys during the show.) 

Consumer interest was also stimulated by the 
Steady stream of special events staged in the house- 
wares department during the promotion. ‘There 
were dozens of demonstrations which went on 
throughout the day. Twice a day the cooking 
school drew capacity crowds. And on Thursday 
and Friday the in-store appearances of Kathi Nor- 
ris acted as a traffic builder. 





WEEK-LONG ATTRACTION was the cooking school staged by Niagara-Mohawk Power Co. It was de 


voted completely to small appliances and their use in a number of familiar situations around the house 





sat 
SPECIAL ATTRACTION on Thursday and Friday was the appearance of Kathi STEADY ATTRACTIONS were the dozens of manufacturers booths set up in the 


Norris at the cooking schools and at various spots on the sales floor housewares department. Here a demonstrator answers a customer's questions 












And Here Are 
The Results of 
All This Work 


ULTIMATE PAY-OFF came at the cast 
register where heavy sales often resulted 
uf like this as clerks waited their 

to ring up sales. Store had to send in 


End 


rk to handle volume 
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*Frigidaire, Hotpoint, Maytag and Westinghouse are 1955 models, 1956 lines not introduced at press time 
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PUSH BUTTON CONTROLS 
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FLEXIBLE CONTROLS 


ew Washers and Dryers Feature Flexibility 


By ANNA A. NOONE 


“ LEXIBILITY of operation is the outstand- 
k ing feature of 1955-56 automatic washers 

and dryers. 

The new washers not only automatically go 
through a complete wash-tinse-spin-dry cycle at 
the flick of a switch, but flexible controls have 
been added that make it possible to repeat or 
skip any portion of the cycle. Many new models 
have water-saver devices to control the amount of 
water used for each wash according to size and 
type of wash load. Other models, particularly 
the agitator types, have single dial, dual controls 
that provide two separate and distinct wash 
cycles (a full cycle for regular loads, and a shorter 
one for small loads or fine fabrics). A pre-soak, 
setting in some models further increases the ad- 
justability and flexibility of the new machines. 

Suds-savers continue popular. Some are built 
into the machine, others are offered as extra 
accessories. Load-balancing and __ protective 
switches, and levelling devices are found in prac- 
tically all new models. Bolt-down requirements 
are a thing of the past. 

Buzzers and bells signal when the wash is com 
pleted; instructions are permanently-fired on doors 
or lids; and agitator type washers feature over- 
flow rinsing to float away soap and scum. 

Drvers have become more flexible too. Con- 
trols have been improved to include adjustable 
thermostats that provide high, low, and medium 
heats. In addition, it is now possible in some 
new dryers to tumble clothes without heat, using 
airflow only; or to dry without tumbling, with 
the cylinder stationary. One maker features a 
sprinkler accessory, another has an adjustable rack 
for hanging sweaters and nylons in a stationary 
cylinder 

Doors have been improved for easier access, 
and safety controls automatically turn off all 
mechanism when the door is opened. The inter 
rupted drying cycle is resumed when door is 
closed. Lint baskets are larger and easier to 
clean. Many have removable nylon bags. Violet 
ray ozone lamps, illuminated interiors, fired-on 
instructions, bells and buzzers to indicate end 
of drying cycle, and/or to signal that the lint- 
trap needs emptying, are other features. 

The trend toward a full line of “match-mates” 
automatic washer and dryer models with match- 
ing exterior designs—is growing. Most leading 
laundry equipment makers now have at least 
three models to meet the needs of all income 
groups. 

In the top-of-line models, greatest emphasis is 
on exterior styling. Handsomely designed, ilu- 
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minated backsplash control panels are a feature. 
Some have colored guide lights to show progress 
of operation. A selection of pastel colored cab 
inets are also available in some lines, and work 
surface tops come in stain resistant porcelain or 
colored Formica. 


Washer Types 


Automatic washers fall into two basic designs: 
(a) front-loading, cylinder tub, tumble-action 
washers; and (b) top-loading, vertical tub, agi 
tator models: 

Tumbling Cylinder. ‘These are the original 
automatics, They have been on the market the 
longest. A perforated metal cylinder tub revolves 
horizontally, or on an inclined axis, within an 
outer tub, which holds the wash water. As cylinder 
revolves, baffles or shelves built into cylinder wall 
lift and drop clothes into and out of moving 
wash solution in a tumbling action. (Bendix 
“Tumble-Action” model, Westinghouse “Laun 
dromat”; also Bendix, G-E, Westinghouse and 
Automatic’s combinations.) 

Oscillating Agitator: The majority of today’s 
automatics fall into this type. Centered inside 
a vertical tub, the agitator oscillates back and 
forth (or in an eccentric, off-center rocking mo 
tion) on a central post. Blades, fins or vanes keep 
the clothes in constant, floating motion. (ABC, 
Bendix “Feonomat’” and “Dialamatic’, Black 
stone, Philco, Easy, G-E, Hamilton, Hotpoint, 
Kelvinator, Norge, Maytag, One Minute, Speed 
Queen, Thor and Whirlpool), 

Pulsating Agitator: Rubber fins on top and 
bottom of a centrally located agitator pulsate 
in an up and down motion, circulating water 
currents from top to bottom of tub. (Fngidaire) 

Agitated, Spiral Tub: An inner tub, corrugated 
to resemble a washboard, tosses and bounces on 
a center post, creating an up and down, as well 
as a circular wash action, forcing clothes against 
wash-board sides. (Apex). 

Fnergized Water: This is the newest automatic 
washer principle. An energy disc with three 
eab-eniaibted rubber vanes is located on an 
inclined shaft at bottom center of vertical tub. 
The shaft rotates and disc undulates, energizing 
water in a spiral, conical and undertow action, 
(Bendix “Power Surge”). 


Dryer Types 


Automatic tumbler type dryers consist of a 
revolving drum or cylinder within an insulated 
cabinet. Clothes are dried by constant tumbling 
through a flow of clean, warm air. A heating 
element (electric or gas) is located outside drum. 
Practically all gas dryers use bottled, liquid, man 
ufactured or natural gas. Some have manual 
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ignition, others feature automatic electric ignition, 
Electric dryers require heavy-duty 220/230 volt 
wiring. Elements range from 4200 to 4700 watts. 
Low, 115-velt models are available for the rent- 
ing market and for homes not equipped with 
heavy-duty wiring. ‘These low-volt models can 
be converted easily to 220-volt use. 

Three different operating systems are available 
in current dryer models: 

Sealed air system or condenser dryer; These 
models use no air intake into the cloths compart- 
ment. Clothes are placed in a sealed inner cyl- 
inder, Heated air is circulated and recirculated 
through clothes and finally cooled by one of two 
methods (a) water condensing—a constant stream 
of cold water passes through outer cylinder and 
down drain, carrying lint and moisture (Maytag 
No. 602W, Hotpoint No, 20LG2, combination 
washer-dryers made by Bendix, G-E, Westing- 
house and Automatic); (b) with cold air con- 
denser—a fan blows cold air against a series of 
condenser tubes, condensing steam into water, 
which drops into a pan below, Wet lint adheres 
to the tubes and is periodically removed, (Frigid 
aire No. DV-65) 

Suction or vacuum air-flow system: Most dryers 
fall into this classification. A suction fan brings 
air from outside into the dryer, over the heating 
clement, and forces heated air through tumbling 
clothes. Hot moist air is pulled from cylinder 
into lint tray and out through vent. Most dryers 
using this system feature low heat, high air flow, 
Some have thermostatic heat controls to provide 
high, low and medium heat settings for various 
types of fabrics. Settings range from 225 degrees 
F to 130 degrees F, Other models depend en- 
tirely on a single pre-set heat ranging ion 130 
to 150 degs. fF. Other models provide two set 
tine. high for regular loads, low for fine fabrics. 

lower, or pressure airflow system: ‘These 
dryers use large, turbine-type blower fans that 
channel heated air into center of cylinder and 
out through lint screen in a more direct pattern. 
‘Temperature controls are available on some of 
these models too, (Westinghouse, Norge, Bendix.) 

(For more detailed breakdown of models and 
types see the accompanying tables.) 

Washer-dryer combinations all use tumbling 
cylinder wash principle and sealed-cylinder type 
dryer with water condensing system. In these 
combinations washing and drying cycles are com- 
pletely independent of each other, It is possible 
at any time to wash a load of clothes without 
using the dryer. And it is also possible to dry 
without using the washer. End 


CHECKLIST OF DRYER 
FEATURES ON NEXT PAGE—> 
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Newcomers or old residents, 
Russ Adams of Schmidt Hard- 


ware, Grand Junction, 


calls on them all. 


His 


Colo., 


score: 





20 Calls a Day | 30 Cleaners 


HE appliance division of 

Schmidt Hardware Company, 

Grand Junction, Colo., has sold 
30 vacuum cleaners a month for the 
past four years, at an average price of 
around $79. 

Much of Schmidt Hardware’s vac 
uum cleaner volume has been accom 
plished while the store was astride of 
the fabulous uranium boom which 
has brought no less than 5,000 fam 
ilies into the community since 1951 
But this does not mean that a horde 
of anxious vacuum cleaner prospects 
descended upon the city. Instead, it 
has simply spelled more arduous house 
to house canvassing on the part of 
Russ Adams, more new houses, and 
a general economic improvement. 

“IT believe that our vacuum cleaner 
selling system would work as well 
with or without the uranium strikes,” 
Adams says. “Most of the newcomers 
to Grand Junction who have followed 
the lure of overnight millions in the 
form of uranium arrive with a vacuum 
cleaner already included in their own 
furnishings, and they require the same 
sort of selling as the long-time resi 
dent. The difference is simply that 
there are more people to call on, 
which is more or less the situation 
in any growing city.” 

Schmidt Hardware's phenomenal 
success in the vacuum cleaner field 
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dates back to August of 1952 when 
Adams, who had already made a profit 
able specialty of vacuum cleaners back 
in Des Moines, lowa, elected to move 
to the western Colorado city. Here he 
found several elements which he con 
siders ideal, including the opportunity 
to tie up with a well-respected, 50-year 
old hardware store, a population with 
a preponderance of young marrieds 
who like wall to wall carpeting, and 
a dusty climate in which grit settles 
continuously on every piece of furni 
ture in every house. In addition, there 
was the fact that an unemployed 
geologist named Charlie Steen had 
hit a uranium mine nearby which has 
since produced $56-million worth of 
ore, and that a similarly impecunious 
school teacher had tapped another 
uranium pocket which he later sold 
for $10-muillion. ‘These factors, Adams 
knew, would bring a rush of people 
beyond anything in the town’s his 
tory, and experience later proved him 


right. 


Three Points to Sell 


Satished with the potential, Adams 
set out on a four point merchandising 
plan which is tailored specifically to 
the small-city market. First, noting 
the serious lack of service in the Grand 
Junction area, he set up a complete 
service department equipped to serv 


ice all makes of vacuum cleaners, and 
began publicizing it with daily classi 
fied newspaper ads. Signs throughout 
Schmidt Hardware call attention 
to this fact and likewise indicate that 
the appliance department has _ free 
paper bags for all makes of cleaners, 
including even some adapted to 1 
place messy cloth bags. 

“Traffic im the store is all-important 
in the vacuum cleaner market,” says 
Adams. For that reason, we give 
away the bags in huge numbers, and 
the conversations which naturally en- 
sue are responsible for creating a lot 
of new prospects.” 

Adams’ second step was to sell the 
industrial market. He made no effort 
to canvass home owners until he had 
first sold 13 hotels, motels, hospitals, 
cocktail lounges, and other large scale 
users of carpeting on his top line of 
vacuum cleaners. 

“I can’t begin to stress how im- 
portant this is,” Adams says. “We 
make it the groundwork for selling a 
lot of housewives who are on the 
fence over this brand or that. When 
we can tell them that a hotel whose 
cleanliness has their respect has pur 
chased vacuum cleaners from us, we 
get a leg up on the sale. We have 
put a lot of effort into this market, 
and I consider it well worthwhile, 
even at a 15 percent discount on list, 


NOVEMBER, 


to get this bracket of the market sold 
first.” 

Adams was so successful, in fact, 
that he sold 12 vacuum cleaners to 
the management of one hotel, and 
was persuasive enough even to sell 
the management of a large furniture 
store, which happily did not carry 
vacuum cleaners. 

The third step, and one designed 
solely to let the Grand Junction pub 
lic know that Schmidt Hardware was 
in the vacuum cleaner business with 
both feet was Adams’ decision to 
stock no less than 55 vacuum clean- 
ers, with every model in the three 
major lines shown in an impressive 
mass display across the rear of the 
store. Easily one of the largest fea- 
tures of the appliance division, this 
all-encompassing display makes a last 
ing impression On all first-time visitors, 
and interest expressed by shoppers 
has been the opening wedge for a lot 
of $98.50 vacuum cleaner sales. 


Two Market Divisions 


With all of these clements in their 
proper slots, Adams has broken his 
market down into two major classi- 
fications in which he alternates his 
time. First, of course, are the Grand 
Junction residents of long standing, 
preferably those who own their own 
homes and furniture, and who are 
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a Month 


best aware of the job which a vacuum 
cleaner does. Next are newcomers 
to the city, particularly valuable pros 
pects in that they are universally ap- 
palled at the dust which the wind and 
children can be counted upon to 
carry into the house. Adams splits 
his time almost 50-50 in these two 
fiells and his sales results are ap- 
proxunately the same in both brackets 
It is for this reason that he feels 
his merchandising methods are equal 
ly practicable in any community of 
similar size 

Among other civic positions which 
he holds, Adams is president of the 
Grand Junction Welcome Wagon 
service, elected by merchants of the 
community for his wide knowledge 
of the problems of the new famils 
moving into Grand Junction. This is 
probably the most important post he 
has ever held, for among other ad 
vantages the club is immediately noti 
fied of the names and addresses of all 
new residents moving into Grand 
Junction. Adams capitalizes on this 
by appearing on the door step almost 
is soon as the furniture has been car 
ried im. The Colorado appliance 
dealer believes that it is all-important 
to get there first and, consequently, 
he will make as many as 20 calls a 
day to insure that bv the time the 

(Continued on page 102) 


Once in the Home, 
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Adams Sells Like This 


EVEN BEFORE he starts to dem- 
onstrate a cleaner's power, Ad 
ams puts his order book right 
out in plain sight—in this case, 
on the bureau-—so the customer 
has no doubt about his reason 
for being there. 


ur 


ADAMS’ usual door-opener is a 
promise to check over and ad 
just the old cleaner and while 
he fulfills it he takes advantage 
of the opportunity to compare 
its performance with the new 
model he is trying to sell, 


STANDARD demonstration of 
cleaner effectiveness in dirt re 
moval is to put a piece of cleaon- 
ing tissue in the machine, clean 
a small area of a sofa cushion, 
and then show the family the 
amount of dirt collected 
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Four Steps to Test Wafflers-Grills 





Connect the grill or waffler to the series tester (EM, April ‘55, p86) 
with the control set at high and stress test the cord 


, at 
Pa 


attach a test cord and continue with step two 


If cord is faulty 


> 


liance 





Close the switch which connects 1,000-wott heater coil in parallel 
with 25-watt lamp. Test lamp should dim to about half normal bril- 


If it does not there's a short circuit 





Successful Small A 


7: WAFFLE IRONS and 
SANDWICH GRILLS 


By P. T. BROCKWELL, JR. 


yo many sandwich grills have been 
S manufactured with interchange- 
able waffle grids that in order 
to avoid unnecessary repetition in this 
discussion we shall treat sandwich 
grills and waffle irons as one appliance. 
Of course, thousands of waffle irons 
have been produced without this op- 
tional toasting accessory, but except- 
ing the grids there is little or no dit 
ference in the general structure of 
these two appliances 


Components 


Electrical Parts comprise two heat 
ing clements—usually connected in 
series—one for the upper grid and one 
for the lower, and the cord set. In 
addition to the foregoing parts, auto 
matic models feature a variable ther 
mostat and in most makes a pilot lamp 


to indicate when the desired tempera 
ture has been reached. 

Principal Mechanical Parts. The 
upper grid assembly leveling hinge, 
though it has a round hinge pin fitted 
into a round hole in one ) hse mem 
ber as in any other hinge, has an 
elongated hole in the other member 
so that the upper grid when it is 
closed will automatically adjust itself 
as the waffle batter rises. In the sand 
wich toaster, this self-leveling hinge 
permits the upper grid to rest squarely 
on the upper side of a sandwich of al 
most any thickness. In nearly every 
sandwich grill the upper grid handle is 
so designed that it can be flipped over 
to serve as a foot to support the up- 
per grid when it is turned 180 degrees 
in which position the area of both 
grids is available for frying. Other 





Editor's Note: This is the seventh in a series of articles designed to both help 


a dealer establish a small a 


nel. The series tester em in 


testing 
described fully on page 86 of the April, 
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liance service department and train servicing n- 


appliances in all of these articles was 
955, Exvecratcan Meacnanpisinc. 


pliance Service 


These relatively simple appliances are so much 


alike that the same testing methods work for 


both. As usual, the series tester plays a vital 


part in sure and speedy diagnosis 


mechanical parts include the heating 
unit reflector or baffle, the outer shell, 
the base, the handles, and the feet 
which obviously warrant no detailed 
description. 


Testing 


Vhis procedure will serve for both 
sandwich toasters and waffle irons, 
automatic and uncontrolled. When 
you test nonautomatic models, simply 
ignore the references to the therm- 
stat. After padding the workbench 
with a clean, dry cloth, make a 
visual examination of the appliance 
for possible exterior damage. Then, 
using the same series tester as that 
suggested for other heating appliances, 
proceed with the electrical test as 
follows: 

1. Turn the control dial to its 
highest point, connect the cord set in 
series with a 25-watt lamp, and stress- 
test the cord from end to end. If 
the cord set is detachable, test it 
separately using a short-circuiting loop 
to close the circuit at the terminal 
plug; then, while the cord set is still 


NOVEMBER, 


connected to the series tester, re 
move the short-circuiting loop and 
twist the cord slightly where it enters 
the plugs to check for possible short 
circuits. If the appliance has a built 
in cord set and this test reveals an 
open circuit or a loose connection, 
expose the cord-connecting terminals 
and temporarily attach a short-circuit 
ing jumper to them and repeat the 
stress-test. If the cord set is faulty, 
attach a test cord and continue as 
follows: 

2. The appliance now should be 
connected to the series tester with a 
good cord. If the test lamp is lighted, 
close the switch on the tester which 
connects the 1000-watt heater coil in 
parallel] with the 25-watt lamp; the 
lamp should dim to about half its 
normal brilliance. If the test lamp did 
not dim, a short circuit is indicated 
in the appliance; if the lamp did not 
light at all, an open circuit is the 
fault and you must—in either case— 
expose enough of the interior to test 
the parts separately with the prods. 
If the appliance responds favorably to 
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3 Attach ground indicating lead to appliance (still connected to series 4 Connect waffler to outlet with pilot lamp and put thermal junction of 


tester and with 1,000-watt switch still closed) and move control from 
ne extreme to the other tu make sure circuit stays closed. ture) 


temperature meter leads in center of grids (small wires at right of pic- 
Set control at medium and allow thermostat to cycle three times 








BEFORE replacing open coil elements make sure that every insulating 
support is in good condition and securely fastened. When replacing the 


element | sure ft 


this test, continue as follows 
With the grill or waffle iron 
till connected to the series teste: 
and the 1000-watt switch still closed, 
ittach the ground indicating test lead 
to the appliance, and revolve the con 
trol dial from one extreme to the other 
to make certain that the circuit re 
mains closed through all the on posi- 
tions and that it goes off at the off 
point. Now, to test the hinge wires, 
et the control dial at any on spot 
ind raise and lower the upper grid 
repeatedly. Watch not only the series 
lamp, but also the ground indicating 
lamp during this entire testing step 
to see that no grounds occur at any 
point on the control dial or when the 
upper grid is raised and lowered 
l'ranspose the polarity of the circuit 
by reversing the attachment plug ter- 
minals in the series test receptacle, 
ind repeat this entire step. If the ap- 
pliance is grounded, you must correct 
this fault before continuing. If the ap- 
pliance passes this test, it is ready for 
the final step which follows. 
4. With the ground indicating lead 


ELECTRICAL 





stretch it evenly throughout to avoid any hot spots 
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ittached, connect the waffle iron or 
grill to a power outlet equipped with 
an indicating pilot lamp, set the con 
trol dial at medium, and allow the 
thermostat to cycle two or three times. 
You can run a temperature test in 
most cases by laying the thermal 
junction of the temperature meter 
leads in the center of the lower grid 
(Use the same temperature meter 
lead assembly for this purpose as that 
suggested for roasters.) No general 
temperature tolerances would be of 
any value here, however, as these 
vary with different manufacturers. 
Consult your service manual for the 
make under test to ascertain the ex- 
act temperatures recommended, 


Servicing 


Whenever you are called upon to 
service any of the standard makes of 
sandwich toasters or waffle irons, bear 
in mind that to turn out a satisfactory 
job you must use genuine parts. In- 
frequently, you may have to repair a 
nameless sandwich toaster or waffle 
iron to accommodate a good customer, 
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will not be hinged-bound 


HINGE WIRES have to be replaced with considerable care 


kind of wire, install to avoid pinching and allow enough length so grids 


in which case you will be forced to 
use some type of replacement or fit 
all parts, but if the appliance has a 
name, order the parts from the manu 
facturer or from his nearest service 
station, 

Elements. A few manufacturers em 
ploy some form of sheathed heating 
clement, others use the common open- 
coil type stretched tautly through non- 
flammable bushings or around spools. 

At least one manufacturer uses 
graded elements. When ordering a 
new element for one of this make it 
is important therefore to mention the 
grade number of the old element in 
addition to the make, model, serial 
number, and whether an upper or 
lower element is desired. Following 
this precaution will insure equal tem- 
peratures in the two grids after ele- 
ment replacement. 

Before replacing an open-coil ele- 
ment make sure that every insulating 
support is in good condition and is 
securely fastened, for a chipped, 
broken, loose, or missing support will 
allow the element to sag and later 





Use the right 


If wires are spring armored, replace this, too 


result in a ground, Remember, too, 
when you pre-stretch the new coil 
to somewhat less than the required 
length, to stretch it evenly throughout 
so that no hot spots will be formed 
As you thread the new element 
through the bushings or around the 
spools, keep a uniform tension on the 
coil, also to avoid the forming of 
hot spots and to prevent sagging. 

Use the same method of connect 
ing the new element leads as the 
original unless the manufacturer's 
service manual offers an optional me 
thod for field service 

No trimming of element leads for 
reconnecting is recommended because 
with two elements connected in series, 
any shortening of one or the other 
will result in unequal heat intensity. 

Hinge Wires, These flexible leads 
which connect the upper and the 
lower grid elements are in many 
models concealed in the hinge in 
which case the hinge is entirely en 
closed to protect the wires from me 
chanical injury, Additional protection 

(Continued on page 110 
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IRTUALLY every Chicago 

V housewife tries to take the shirt 

off an appliance dealer's back 
via an excessive discount—the minute 
she walks into a store 

That, in the opinion of Harry 
Miller, veteran retailer from Chicago's 
South Side, is the painful coming: 
home-to-roost of continual and volum 
inous advertising of discounts and re 
duced prices. The idea has now 
gotten across to every one. 

There is no time any more for ex- 
planation or demonstration The cus 
tomer asks one quick question: “How 
much off do I get?” And the dealer 
who hesitates gets a rapid-fire dis- 
sertation on how much the customer 
can get off elsewhere. It may or may 
not be true; very frequently it isn’t 
But until recently, at least, most deal 
ers didn't know how to handle this 


approach 

eg says Miller, the dealer's trad 
ing ability is coming to his rescue. 
His answer is simple: add enough to 
the finance charge to compensate for 
any discount 

Nine years ago, in 1946, Harry 
Miller was just emerging from a war 
time period of appliance rebuilding 
and repairing, during which he had 
installed in his store what amounted 
to a small factory. Merchandise was 
scarce and prices were firm 
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The customer who wants an arm 
and a leg 








leave 


The buyer who's willing to 
the dealer a little profit 


The rare consumer who will pay 
the list price 


l'oday, he says, the scene has 
changed, The discount race is on. He 
cannot operate as he did in 1935 or 
in 1945. Everyone who comes in his 
store asks for a discount. If he doesn’t 
give one he loses a sale. If he does 
ive one he can lose his profit. So 
al Miller (and he’s not the first 
to do it) has evolved a plan which 
enables him to keep the sale, give a 
discount, and keep his profit. 

For example, the customer who in- 
sists on a 20 percent discount on a 
$300 washer gets a deal like this 


. $240.00 
20.50 


Net price of washer 

Delivery and installation 

Finance charge on 
@ 21% 


$240 
50.40 
Total. . ..» »$310.90 

The rare customer who pays list 
and finances $270 of the $300 pur 
chase price pays only five percent in 
terest, or $13.50, and has a total bill 
of $313.50. 

The customer who wants some dis 
count, but who doesn’t insist on the 
last drop of Miller's blood, gets a con- 
tract somewhere in between these two 
extremes. But he ends up by paying 
about the same amount of money. 

The system works because of the 
average consumer's ignorance of fi 


nance charges—an ignorance which is 
a source of unending amazement to 
financial men. People, say the experts, 
just don’t understand that a straight 
(or “flat” ) six percent on an 18-month 
declining balance actually amounts to 
9.5 percent, that eight percent costs 
the consumer 12 percent and that 10 
percent finally amount to 15 percent. 

According to a Chicago banker 
whose firm handles a lot of dealer 
paper, the standard finance charge 
today is 10 percent, but many finance 
charges figure out to 18 percent and 
some dealers even charge 36 percent. 

Of course, he adds, it costs money 





Is It Ethical ? 


Some dealers may regard as un- 
ethical the practice described in 
this story. Nevertheless, it is an 
increasingly common method of 
combatting the discount shopper. 
By publishing this description of 
how one dealer uses the technique, 
Electrical Merchandising is per- 
forming its function—to report 
what is happening—and is ex- 
pressing neither approval nor dis- 
approval. 





For 3 Kinds of Shoppers . . . 3 Kinds of Contracts 


to handle finance paper, about $10 
per $100. However, he says, dealers 
are permitted to name the rate they 
want to charge and many of them get 
a three percent kickback from the 
finance house, which, with from 66 
to 75 percent of Chicago appliance 
sales made with the aid of time pay- 
ments, amount to a pretty substantial 
sum. 

In Miller’s operation even the cash 
buyer doesn’t very often get off scot- 
free with his discount. He may have 
to pay for installation and warranty 
on that washer ($19 and up) and 
usually has to pay for delivery ($4 to 
$6). The buyer who picks up the 
washer himself, has the tools and 
ability to install it and is willing to 
forego warranty protection is the only 
one who really manages to save some 
money. 

Miller has a lower cost of operation 
than the average—23 percent as com- 
pared with NARDA’s 31.4 percent 
and he does a pretty good business in 
trade-ins and repairs. In addition, he 
carries all his own paper and even 
buys up some from other people. How- 
ever, he maintains, all of these to- 
gether would not be enough to keep 
him in the black if he couldn’t meet 
today’s marketing conditions by giv- 
ing discounts with one hand and tak- 
ing them back with the other. End 
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AUTOMATIC WATER HEATERS 


McGRAW ELECTRIC CO. © Clork Division © 5201 W. 65th Street, Chicago 38, Ill. 


*’Toastmaster” is a registered trademark of McGraw Electric Co., Chicago, makers of “Toastmaster” Water Heaters, 
and other “Toastmaster” and “Tropic-Aire” Products. Copyright, 1955, McGraw Electric Co., Chicago. 
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To start more action on 


| BUILD YOUR PROMOTION 
SALES POWER OF 





You get more action these four ways! 

















dreds of thousands more families than read any other Chicago 
newspaper, It puts your message in the hands of the poco 


1 Lergest audience! Your advertising in the Tribune reaches hun 
who make the bulk of Chicagoland appliance store purchases. 





Best pro s! Chicagoland families know the Tribune presents 
to them by far this market’s largest selection of home merchan- 
dise offers. That is why they turn to it for shopping information 
when they are ready to make buying decisions. 








More trade impact! There is nothing like a achedule in the 
Tribune to help your salesmen and your distributor's salesmen 
stimulate orders from Chicago dealers, They recognize it as 
this market's most powerful promotional force. 








& 
ADVERTISED) | °°. FS : ewe aL 
Inte tie : = — 
Cc f = = 


TRIGUNE rrr <0 t= 


om Ci Nw On 




















Greater dealer support! Retailers step up merchandising activity 
in support of your line when you back it with advertising in 
the Tribune. Phey know from experience such practices pay 
off for them in more store traffic and more pre-sold prospects. 








YOU OWN THE STRONGEST CONSUMER-FRANCHISE IN CHICAGO.--:> 
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both sides of the counter... 


AROUND THE 
THE CHICAGO TRIBUNE! 


YOU step up action all along the selling line when you build your 











Chicago and midwest promotion around the Chicago Tribune. The‘ 


No. 1 hard lines medium at every level of this great market, the 







Percentage of expenditures of 
general advertisers of housing 
equipment & supplies and ra- 
dio & television sets placed 
in each Chicago newspaper, 
first nine months, 1955, 


Tribune generates selling power no other medium can equal. 

The advertising record of your industry proves it. Because the 
Tribune produces best results for them, general advertisers of 
appliance store products invest more of their advertising budgets 
in the Tribune than in all other Chicago newspapers combined. 

We will custom-build a plan for you—a consumer-franchise plan 
—which will help you get maximum benefit from your Tribune 
advertising. Based on an intimate knowledge of the Chicago mar- 
ket, such a plan can make every dollar you spend here for promo- 
tion more productive. 

Let us tell you how dozens of manufacturers have used a con- 
sumer-franchise plan to bolster their Chicago sales and market 
positions. We have detailed case histories on file. Let us show you 
what a consumer-franchise plan can do for you. Get in touch with 


a Tribune representative for the full story. Do it today. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago New York City Detroit San Francisco Les Angeles 63.9% 17.0% 11.5% 7.6% 
W. H. Hattendorf E. P. Struhsacker W. E. Bates Fitzpatrick Associates Fitzpatrick Associates CHICAGO AGO AGO 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Bivd. CHICAGO CHIC CHIC 
SUperior 7-0100  MUrray Hill 2-3033 WOodward 2-422 Garfield 1-7946  DUnkirk 5-3557 _ TRIBUNE DAILYNEWS SUN-TIMES AMERICAN 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 











WHEN YOU BUILD IT WITH ADVERTISING IN THE CHICAGO TRIBUNE! 
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amines 


OW HIS OWN this hi-fi prospect ex 


6 supplementary speaker 


STILL SELLING HIMSELF the 


prospect listens to records on different sets 


“ USTOMER participation” is 
spelling high-fidelity sales for 
Nides Appliance Co. in Den 

ver, Colo 

Mrs. Nessie Nides has put a lot of 
her own effort into setting up the 
store’s high-fi stock and in working 
out an ambitious promotional cam 
paign, but she has found that sales 
develop best when the customer him 
self gets into the act 

During 1953 the big Denver appli 
mce store sold 415 phonographs, the 
biggest year the firm had ever achieved 
in this field, During the first half of 
the year hi-fi sales accounted for a 
very small share of the total phono 
graph business. But during the second 
half, and particularly after mid-Octo 
ber, the hi-fi share rose to 15 percent. 
This year the store is carrying six 
brands of hi-fi sets and expects these 
sets to account for 50 percent of 
phonograph business. 

The hi-fi department has been given 
a key spot in the store, just to the 
right of the angled entrance. A two 
tier display fixture 18-fect long is de 
voted exclusively to hi-fi phonographs 
and accessories. The double sided dis 
play permits passers-by to window shop 
while store customers can see the 
identical merchandise on the other 
side of the fixture 


How They Do it 


Energetic merchandising of hi-fi 
didn’t actually get under way at the 
Denver store until last October. “We 

(Continued on page 115 
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In Selling Hi-Fi 





Let the Customer Get in the Act 


Careful planning went into the layout of the hi-fi department of Nide’s, 


a Denver, Colo., store which finds that it takes good promotion to pull 


G prospect, but that once he’s in the store, the customer sells himself 








(ze 

SATISFIED with his choice, the customer gives his BACK IN A FEW DAYS to pick out records for 
order to Mrs, Nessie Nides. This isn’t the last the store his collection. Store so far has an average sale of 
will see of him, however, because he'll be $100 to $200 worth of records to hi-fi buyers 
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Here’s the PERFECT COMBINATION for BIG, NEW PROFITS! 


New DORMEYER 
Power Tool Line 






1. Lowest investment in the industry! 


2. Complete line . . . quality-built for professional performance 


- + + at easy-to-reach prices! 
3. Most liberal, uniform profit margins! 


4. New $1,000,000 Perry Como TV Show fer sizzling traffic 


and faster turnovers. 


5. Dormeyer— world-famous name in electrical equipment! 


You just can’t beat that combination! 


Regardless of what power tools you now carry. . 


NEW SAWS WITH 
EXCLUSIVE 
FEATURES! 


Model 720—Portable saw with 6'2” Blade 


Never before has any saw offered all the features of Dormeyer saws! 
Professional quality throughout! All ball bearing and needle construc- 
tion. Exclusive eye shield protects eyes from flying chips . . . makes cut- 
ting edge always visible. Cuts 2” lumber at 45° on Fp with blade to spare. 
Fingertip adjustments. Blade guard telescopes automati- a 

cally. Stands up to most rugged journeyman use. Retail Price. . . 69.95 


Model 710, $59.95 and Model 700, Retail Price $49.95 


Lormeyer 


MR. DEALER... 


with FREE Display! 





. the new 
Dormeyer Power Tool Line hits a brand new market: millions 
of homeowners and craftsmen who want professional quality 
at low prices. On this basis no other line competes with Dormeyer! 


Hottest Offer of the Year! 


Powerhouse Promotion No. 182 


A sure-fire sales promotion! Comes 
all assembled, in heavy-duty con- 
struction, four striking colors, com- 
lete with sales literature. Contains 
odel 330 Drill Kit, Model 200 14’ 
Drill, Model 220 Heavy -Duty \%’" 












THREE 
FEATURE-PACKED 
Ye" ORULS! 


Model 220—'4” Drill with famous Geared Chuck 
47% more torque! 


Dormeyer’s finest! Precision-cut alloy steel gers. Extra-long- 
life ball bearing construction. Extra-long handle for easier 
ie ipping. Built-in switch lock. Exclusive Dormeyer armature 
ock for easiest removal of chuck. Capacity in $ 

steel, 4"; in hardwood, 4". Retail Price............ 29.95 


Model 210, also with Geared Chuck, Retail Price $24.95 
Model 200, with exclusive Wrench-Lok Chuck, Retail Price $21.95 


TWO RUGGED 
y" DRILLS WITH 
SUPER-TORQUE 
DRIVE! 


Model 520—*2” Drill with Famous 
Geared Chuck 


47.3% more torque! Extra-powerful motor, 
built by Dormeyer. Ball bearing construc- 
tion. Hardened steel gears. B anced de- 
sign for easier handling. Removable pipe 
handle. Beautiful lished sil- 

ver finish. Retail = idnaion ® a $49.95 
Model 510 also with Geared Chuck, ball thrust 
bearing and selflubricating bearing. 

Retail Price $39.95 


Drill and Model 700 Power Saw. 
Entire package costs you only $85.50 POWER TOOL DIVISION 
! 
Your quick profit....... $51.30! DORMEYER CORPORATION 
CHICAGO 10, ILLINOIS 
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Carry just one line... 
A complete line... 
A strong line...carry 


Carry the complete DORMEYER line 
and you get all these advantages: 








1 Lower stock investment. 
2 No wasted dis play space 
3 One of the best-known names in small applia 


4 The strength of a million dollar network 
TV show with a great star— Perry Como—and 
some of the strongest, most convincing 
appliance demonstrations ever made on television! 





9 


5 All the tie-in material you can use— 
complete promotions for every appliance. 


In just 20 minutes your Dormeyer salesman will fill you in on all 
the advantages of carrying one strong, solid, complete 

line. pean 20 minutes means profit to 

you. Contact him—today! 


DORMETER CORPORATION 


ingsbury & Huron Streets + Chicago 10, Illinois 
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ALL CHROME SILVER-CHEF 
First all chrome mixer on the 
market. Food grinder included. 

# 4300. $55.95 
PoweEr-CHEF in white enamel 
with food grinder and juicer. 

# 4201. $47.50 





NEW BROIL-WELL Actually a 
broiler-rotisserie-oven -roaster- 
grill in one big handsome unit. 

# 8800. $79.95 





NEW POP-UP TOASTER Toasts 
according to moisture content of 
bread — makes much better toast. 
Shock-proof exclusive. 


# 6300. $19.95 


DEEP-FRY COOKER 4-qt. cook- 
ing capacity, 4-pt. oil capacity for 
deep frying. With cover. 
# 6200. $18.95 
Rectangular style, the Fri-WELL, 
# 6000. $29.50 


NEW 10-CUP COFFEE-WELL 


4—10-cu 
famous 
controls. 


coffee maker. With 
ormeyer warm-brew 


# 6901. $19.95 


STAINLESS STEEL COFFEE- 
MAKER Stainless steel through- 
out and priced far below any 
other similar model on the 


market! 


# 16. $29.95 
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FAMOUS FRENCH-FRY SKILLET 
Only skillet you sell complete with 
cover and fry basket at one price. 

# 6400. $19.95 


YER: 


All DORMEYER appliances are factory guaranteed 


HURRI-HOT ELECTRI-CUP Only 
electric cup promoted and sold 
for dozens of different uses! 

/ 6700. $14.95 





EFFICIENT BLEND-WELL 32-07. 
capacity. Hurricane action! 


Fire-hardened steel blades. Never 
needs oiling. 
# 5902. $33.95 


se atc Sie ai nae 
chrome portable mixer wi - 
sousdell ennai # 7600. $21.95 
In white enamel, # 7500. $19.95 








NEW MIX-WELL Just out! Comes 
with food grinder, all juicing at- 
tachments at a new low price. 

# 5100. $38.50 
Also Mrix-Matp 9-speed mixer 
with all juicing attachments. 


# 7700. $29.95 





STEAM AND DRY IRON-WELL 
Holds 8 full 0zs.! Steam vents close 
automatically when iron stands 


on end. #12. $17.95 
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SHE OBJECTS: 


Isn't sunlight kinder to my clothes than the air in the dryer? 


HE ANSWERS: 


Just the reverse is true. Dryer-dried clothing is one-third fluffier than an equal amount of sun-dried 
clothing. | have a dozen towels here. Half were sun dried, half dryer dried. Let's measure the two 





When the customer hesitates . . . 


These Answers 
Save Dryer Sales 


Lester Cohen of Lester-Arden & Cooper's in 
New Haven, Conn., shows how dramatic, 
easily demonstrated answers to the prospect's 
every objection can produce a dryer sale 





stacks 


SHE OBJECTS: 


Isn't the sunlight a natural 
germ killer? 


HE ANSWERS: 


So is this ozone lamp with 
which the dryer is fitted. By 
using the lamp your clothing 
actually comes out more 
germ-free than it would if 
hung in the sun. The air in 
the dryer is purer thon na 
ture! sunlit air 





SHE OBJECTS: 


The dryer requires extra wir 
mg lent thet expensive? 


HE ANSWERS: 


Thee cost proposition is rele 
tiwe, Admittedly, the wren 
cost @ towly bigh. Bet te « 
children's clothe. With o 
iver you con waek every 
dey, com or theme This cores 
yew the trouble oad capense 
of bepeeg several cutters for 
rows Chl te outgrow These 
oetee clothes ore fer mere 
enpenerre thee fhe ewing 
be thee reapect the dryer well 
ceeteetty pay fer teelf 


































SHE OBJECTS: 


Doesn't the dryer keep my 
clothes from getting the 
benefit of fresh, clean air? 


HE ANSWERS: 


| think | con prove thot 
‘fresh, clean air is not so 
clean. I'll wipe this length of 
clothes line, then leave it 
exposed to the air for 20 
minutes. Then we'll wipe it 
again. The dirt that gathers 
in 20 brief minutes will 
prove to you thet you won't 
miss that ‘clean’ aw 


SHE OBJECTS 


fvervthiwe sounds fee 

fer But whet ebout aperet 

ag «? (mm @ bowsewte, aot 
cag nee: 
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“In Selling Hi-Fi 


> 
















Feature this G-E TV Gift Sensation to... 


REAK HOLIDAY SALES RECORDS 


SVAN 





It’s the BIG NEWS, Sells-On-Sight Yes, G.E.’s new 32-lb. Portable TV is just what Santa ordered 


for the Christmas selling season. Wonderful gift idea for service men, 
shut-ins, rumpus rooms, fraternity houses, doctors’ waiting rooms 


Spotlight it in your store and all your holiday promotions. Feature 
its low price, good looks, G-E quality and reputation, Capitalize on 
the new, eager and highly profitable “second set” market. For com- 


; plete sales-clinching details*pet in touch with your G-E TV Distrib- 
with bonus gift attraction—new Gold Leaf Personalizer’’...lets utor or, General Electric Co., Radio & TV Dept., Syracuse, N. Y 
your customers write a name or message right on the set itself! , 


Cyreatest rowd-stopper and cash register-popper your win 


dows, counters, display centers have had in many a holiday 


5 other big profit-winners to 
) keep you merry all year trey 


Theres a C)P TV to ft every holiday Sedgel-every decorat: 


moon 





‘ i} Portable TV ¢ present ale no other set could match 


LB-Spear's, New York 





“heme « y¥ modern advancement very sales problem 


Here's the PERFECT COMBINATION tor BIG, NEW FKursno: 








AS ye e : 4 


memeecages (et the Customer Get in the Act 


: [ae Careful planning went into the layout of the hi-fi department of Nide’s, 
a Denver, Colo., store which finds thot it takes good promotion to pull 
a prospect, but that once he’s in the store, the customer sells himself 








OW HIS OWN this hi-fi prospect ex- 


amines @ supplementory speaker. 






STILL SELLING HIMSELF = ine a 


prospect listens to records on different cets, 


“ USTOMER participation” is 
spelling an iy sales for 
Nides App 

ver, Colo, 

Mrs. Nessie Nides has put a lot of 
her own effort into setting up the 
store's high-fi stock and in working 
out an ambitious promotional cam- 
paign, but she has found that sales 
develop’ best when the customer him- 
self gets. into the act. 

During 1953 the big Denver appli- 
ance store sold 415 phonographs, the 
biggest year the firm fred ever achieved 
in this field, During the first half of 
the year hi-fi sales accounted for a 
very small share of the total phono- 
pap business. But during the second 

Hf, and particularly after mid-Octo- 
ber, the hi-fi share rose to 15 percent. 
This year the store is carrying six 
brands of hi-fi sets and expects 
sets to account for 50 


iance Co. in Den- 


SATISFIED with his choice, the customer gives his BACK IN A FEW DAYS to pick out records for 
order to Mrs. Nessie Nides. This isn’t the last the store his collection. Store so far has an average sale of 
(Continued on page 115) will see of him, however, becouse he'll be .. . $100 to $200 worth of records to hi-fi buyers. 
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1, Lowest investment in the industry! 

2. Complete line . . . quality-built for professional performance 
» oe at easy-to-reach prices! 

3. Most liberal, uniform profit margins! 


4. New $1,000,000 Perry Como TV Show for sizzling traffic 
and faster turnovers. 


5. Dormeyer— world-famous name in electrical equipment! 
You just can’t beat that combination! 


Regardless of what power tools you now carry ... the new 
Dormeyer Power Tool Line hits a brand new market: millions 
of homeowners and craftsmen who want professional quality 
at low prices. oe ae ee 





- Wedel 220—4" bil with famous Geared Chuck 

47% more torque! 

Pog finest! Fresieive-iet gay Gon gram, Keten-tene- 
for easiest removal of suck ney & 

steel, 14”; in hardwood, 34’. Retail Price............ $29.95 


postales asad agra engnapete 
Model 200, with exclusive Wrench-Loh Chuck, Retail Price $21.98 





Model 720—Portable saw with 62” Blade 


Never helece hap sity saw oONent at Sin cemes 4 —— saws! 
Professional Base pmeter construc- 


E fasive cerca ny oo > ay kes cut- 
tion. Exclusive provesse wzee . makes cu 
ting Stade oe uts 2” a gery at 45° blade to spare. 

telescopes automa 
cally. Stands up to most rugged use, Retail Price. . , $69.95 


Model 710, $89.95 and Model 700, Retail Price $49.95 


Model gg voit g hong Famous 
aes Blrmeyer, Bal bearing construc 


ioe Meare gy Ea 
naga $49.95 
Mode 610 sub wy Rate Cush, ball thrust 
Retail ‘Rem Price 
POWER TOOL DIVISION 


DORMEYER CORPORATION 


CHICAGO 10, ILLINOIS 
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_ Carry just one line... Ge 
_ A complete line... 
A strong line...carry 









Carry the complete DORMEYER line 
and you get all these advantages: 


1 Lower stock investment. 
2 No wasted display space. 
3 One of the best-known names in small appliances. 


4 The strength of a million dollar network 
TV show with a great star— Perry Como—and 
some of the strongest, most convincing 
appliance demonstrations ever made on television! 


5 All the tie-in material you can use — 
complete promotions for every appliance. 





In just 20 minutes your Dormeyer salesman will fill you in on all 
the advantages of carrying one strong, solid, complete 

line. That 20 minutes means profit to 

you. Contact him—today! 


DORMEYER CORPORATION 


Kingsbury & Huron Streets + Chicago 10, Illinois 
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perenwe! rape ol 4-qt. — 
deep fr é } 6200. $18.95 
Pouus-yane in white enamel Reagan Tae ase 


# 4201. $47.50 


NEW BROIL-WELL Actually a 
broiler-rotisserie-oven -roaster- 
grill in one handsome uni 


NEW 10-CUP COFFEE-WELL 
4—10-cup coffee maker. With 

t. famous Dormeyer warm-brew 
# 8800. $79.95 controls. # 6901. $19.95 





NEW POP-UP TOASTER Toasts STAINLESS STEEL COFFEE- 
= according to moisture content of MAKER Stainless steel through- 


bread — makes much better toast. out far below any 
Shock-proof exclusive. other similar mode) on the 
# 6300. $19.95 market! # 16. $29.95 
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NE nose nga Bom 
capac ° u cane action 
Fes tinedaael sack blader. Never 


Te $5902. $33.95 
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When the customer hesitates . . . 


- 


These Answers 
Save Dryer Sales 


Lester Cohen of Lester-Arden & Cooper's in 
New Haven, Conn., shows how dramatic, 





SHE OBJECTS: easily demonstrated answers to the prospect's 


Isn't cuntight kinder to my clothes thon the air in the dryer? + : 
every objection can produce a dryer sale 
HE ANSWERS: bit P ry 
Just the reverse is true. Dryer-dried is one-third fluftier than an amount of sun-dried 
clothing. | have @ dozen towels here. were sun dried, half dryer dried, Let's measure the two 





SHE OBJECTS: 
ien't the gunlight « notural 
germ 
HE ANSWERS: 
Se is this ozone lamp wi SHE OBJECTS: 
* wg clothing Doesn't the dryer keep my 
ay pan A gg more clothes from getting the 
ree thos w would ppd 
sun. HE AN $ 
wae think | con prove thot 
> ‘fresh, clean air’ is not so 
clean, I'll wipe this length of 
eed 
7 exposed to bey 





SHE OBJECTS: 


HE ANSWERS: 





End 
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Feature this G-E TV Gift Sensation to... 


BREAK HOLIDAY SALES RECOI 








It’s the BIG NEWS, Sells-On-Sight __raaxveersom reso Tv npr ts oe 


for the Christinas selling season. Wonderful gift idea for service men, 


shut-ins, rumpus rooms, fraternity houses, doctors’ waiting rooms. 
Spotlight it in your store and all your holiday promotions. Feature — 
its low price, good looks, G-E quality and reputation. Capitalize on 
the new, eager and highly profitable “second set” market. For com- 


plete sales-clinching details‘get in touch with your G-E TV Distrib- 


with bonus gift attraction—new “Gold Leaf Personalizer’”.. ; 
sear suabeasase O's a aes Oe sald Gat the oat = utor or, General Electric Co., Radio & TV Dept., Syracuse, N. Y. 






Greatest crowd-stopper and cash register-popper your wia- 
dows, counters, display centers have had in many a holiday 
moon. 


5 other big profit-winners to 
keep you merry all year long 


There's a G-E TV to fit every holiday budget~every decorative 
scheme—every modern advancement~—every sales problem, 


“G-E Portable TV represents sales no other set could match.” 


LB-Spear’s, New York 

“The G-E Portable TV has closed sales where they could not 
be made before. It's the answer to the second set market.” 

Bernard Richman, Buyer, Gimbel Bros., Phila., Pa. 


Cleveland, Ohio, retailer reports, “It sold 85 pieces on one 
ad and sales are continuing.” 


“G-E Portable TV to customers as no other TV on 


the market. Yields ite plus business to my jewelry store.” kf | } ; | 


Telsers ti. 
Jewelry, Chicago, Model 217038 Model 210123 Model 210113 Mode! 240180 


: Progress 's Our Most Important Product 
GENERAL @ ELECTRIC 
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from Procter & Gamble... 


— 6s eS: 
Or : 


A revolutionary 
detergent for 
Automatic 
Ws 










Gives spotless results ~. 


$.9 
ed 


=<" never before possible - 


tae 


in any dishwasher! 





AMERICAN KITCHENS 














NEVER BEFORE such spotless glosses! 
Up to now, women have been dis- 
satisfied with unsightly spots on 
due to improper detergents. 
t that’s a thing of the past! Cas- 
cade in any dishwasher gives the 
cleanest ginsses ever —spotless and 
crystal clear, “close-up clean’! 
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NEVER BEFORE such sparkling silver! 
Cascade in any dishwasher does away 
with annoying spots on silver! Leaves 
silver ready for the table, right out 
of the dishwasher—free of streaks 
. » « gleaming bright). . . “close-up 
clean”! And Cascade helps protect 
nice aluminum ware, too. 


PLUS new sofety for fine china! 
Cascade actually helps protect china! 
In fact, in any dishwasher Cascade 
is safer for delicate china patterns, 
including gold leaf, than any other 
product. And, something more — 
Cascade has a pretty green color and 
fresh pine scent. Women love it! 
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* And here’s Cascade’s powerful new 
program to help you 









Exciting news for the entire appliance industry! Cascade’s superior cleaning 
performance means greater consumer satisfaction with dishwashers and more 
dishwasher sales for you. Here are the details of Cascade’s powerful program: 


@ The biggest advertising campaign 
in the history of dishwashers! 


That’s right —it’s tremendous! A heavy schedule of full-page, full- 
color ads will run in Ladies’ Home Journal, McCall’s, Woman’s 
Home Companion, Better Homes and Gardens and American 
Home. Plus powerful introductory television commercials on 
big Procter & Gamble shows! 


This great weight of advertising will keep popularizing dish- 
washers as never before! Millions of women will take new interest 
in the advantages of automatic dishwashers! 


Cascade’ 


@ A powerful special program 
for the appliance trade! 


Dealers get everything they need to build store traffic . . . and 
to induce these new prospects to buy dishwashers! A special 
dealer discount plan to help them use Cascade to close sales! 
Free store material—banners, displays, everything —available 
to dealers throughout the year! 


Plus—for the free use of the appliance trade—a special publicity 
film, in sound and color, that sells the advantages of owning a 
dishwasher! (Be sure to see it!) 





* Recommended by every leading manufacturer of Automatic Dishwashers! 


CROSLEY HOTPOINT 


ELECTRICAL MERCHANDISING—NOVEMBER, 1955 





‘ 
OOOOH EHOSE HEHEHE EEE EHH E HEHEHE EEE EEE EHHESEEEEHHEHHEHHEHHHEEHHHEHHTHEEHEHEHEHEHEEHHHEHHHEHEHHHHH EEE EEO ED 


PAGE 89 






NiCHROME 





WIEGAND COMPANY 


The new Chromalox Microtube surface units 
really heat up fast. They cool down fast 
too, say their makers . . . offer an important 
selling edge to the ranges which carry them, 
because of their extra responsiveness to switch 
changes in both directions. 


The secret is found in the advanced design, 
where Nichrome makes an important contri- 
bution, Because Microtubes are pencil thin, 
they provide a larger area of cooking surface 
than that of conventional units—despite a 
weight reduction of 30%! These new units bid 
fair to make cooking history—and for you, 
selling history. 


And speaking of history, Edwin L. Wiegand 


Company, Pittsburgh, the makers, have been 
using Nichrome, the world-famous alloy, in 
their heating elements for just 28 years! Let 
them tell you why in their own words: 
"Since we are in business to provide the finest 
heating elements money can buy, our speci- 


fications are necessarily extremely exacting. 

We use tons of Nichrome and we like its 

consistently maintained high quality and 

uniformity from spool to spool.” 

Yes, you can’t find a stronger sales argument 
with any customer than to tell him your range 
has “heating elements of Nichrome.” It's the 
standard by which heating performance is 
measured in fine ranges everywhere. 


Supermarket Sells 


———ee CONTINUED FROM PAGE 63 


quickly make friends and start visit- 
ing among themselves almost im- 
mediately. In such an atmosphere, if 
you sell two or three, you've got ready 
prospects and ‘referrals’ aplenty be- 
cause the two or three are proud of 
their new freezers full of food, enjoy 
showing them off and recommending 
the plan.” 

Each $10 bonus paid to customers 
on “referral” sales comes out of the 
pocket of the sales manager—not from 
the Logan company—thus assuring 
constant attention to this important 
business getter. 

Logan salesmen are paid a 12 per- 
cent commission, better than average. 
on every freezer they sell. However. 





a certain amount of this must go to 
the sales manager under whom they 
work. The commission is paid on 
freezer sales only, not on the food 
the salesman sells with it. But the 
average freezer sale is around $500, 
which means that Logan’s sells some- 
where around a whopping $75,000 in 
freezers monthly. (In addition to this 
about $40,000 worth of food is sold 
along with them). 


But There Are Headaches 


Obviously, there must be some 
headaches with business on such a 
big scale—ond there are. Logan’s 1s 
troubled mostly with manpower, 
obtaining and keeping good salesmen, 
in educating customers to proper 
freezer management so that they 
won't use up frozen food stock before 
payments are completed, in credit 
arrangements for financing the freez- 
ers and first food orders, in carrying 
some credit accounts out of the 

(Continued on page 95) 














Mictarome’ is produced only by 


Driver-Harris Company 


? HARRISON, NEW JERSEY 
BRANCHES: Chicago, Detrelt, Cleveland, Lovisville, Les Angeles, Sen Francisco 





in Cenade: The 8. GREENING WIRE COMPANY, Lid., Hamilton, Ontario. *T MA. Reg. U. 5. Pot, OF. 


MAKERS OF THE MOST COMPLETE LINE OF ELECTRIC HEATING RESISTANCE, AND ELECTRONIC ALLOYS IN THE WORLD 
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HERE’S WHAT THE WOMAN 
WHO USES A WHIRLPOOL 
TELLS YOUR PROSPECTS 


...that’s why we say, more than ever, 
it's easier to sell Whirlpool than sell against it! 























Look how Whirlpool pampers my nylon negligee. This separate And now, see the normal action for regular fabrics. Look at the 


washing action is just for delicate fabrics . . . see how gentle it is. energetic water movement. It circulates and flexes clothes to 
That's because the washing action is '4 slower than normal. And, gently loosen and remove all soil. Washing, rinsing, spin-drying 
I can choose from 1 to 4 minutes washing time. and shut-off are all automatic. I just set the dial. 










1 can load my Whirlpool any old way .. . and with a full 9-lb. Let’s knot a towel . . . then, I'll toss it in the Whirlpool and show 
load . . . without slowing it down. This kind of treatment would you how the washing action will actually untie knots. Lively water 
stop an ordinary washer. This is another reason why I know my action like this is the reason my Whirlpool washes clothes so 
sturdy Whirlpool is the best you can buy. thoroughly clean yet ever so gently. 








Here’s the famous 7 Rinses that get clothes really clean. There 
are 4 pressure-spray rinses, then a full-tub agitated rinse followed 
by 2 more pressure-spray rinses. It’s the most thorough rinsing 
known yet uses less water. 


Here's extra saving of hot water. I can wash any size load with the 
proper amount of water. And, it’s all automatic. HIGH is for full 
9-lb. load; MED, for 7-lb. load; and LOW, for 5-lb. load. For 
even smaller loads, I can control the water level as desired. 


Look at the difference . . . that matted towel was dried on the line. 
This fluffy one was dried in my Whirlpool dryer . . . you can see 
it’s at least ' fluffier and more absorbent. I find my clothes last 
much longer when dried in a Whirlpool. 


4 


Look how Suds-Miser saves hot sudsy water. After the first load, 
Suds-Miser automatically pumps sudsy water into this tub. Then, 
for next load, the clean sudsy water is pumped back automatically 
for re-use. It cuts my soap and hot water bills more than half, 


See how beautifully and quickly Whirlpool dries my nylon negligee, 
A choice of 4 drying temperatures lets me select the safe drying 
heat for everything . . . even for my sheerest materials. And, 
Whirlpool always gives my clothes that fresh-air fragrance. 


; 


Be 


And, look at this warranty I got with my Whirlpool washer. It’s a 
5-year parts warranty on the sealed-in transmission .. . the “heart” 
of any washer. When a company gives such a long warranty, | 
know that the washer has high quality and will last for years. 








*y 


LIGHT BLUE 


...just change the light 
to change the color with 


INTERCHANGEABLE 
COLORS 


Color coordination by fluorescent lighting is the newest and greatest sales 
clincher anywhere! It lets you sell the style-conscious prospect the right 
color for kitchen, utility or laundry room decor . . . without costly inventory! 


It’s so simple and easy. To match any color scheme, merely change 
the soft white fluorescent light in the Imperial washer and dryer control 
panel with the colored light desired. This new, dramatic color coordination 
is one more big reason why it’s easier than ever to sell the new Whirlpool. 


See the Milton Berle, Martha Raye shows, Tuesday nights, NBC-TV 


WHIRLPOOL-SEEGER CORPORATION 
St. Joseph, Michigan 


IN CANADA: John Inglis Co., Limited, Toronto, Ontario 








Supermarket Sells 
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company’s own capital, and in other 
matters. 

Every Logan salesman carries a 
complete listing of all meat items 
and ge frozen foods available 
for the home freezer, and the 
customer is permitted to make his 
own selection at the time he buys 
the food freezer deal. However, the 
salesman is trained to assist in work- 
ing out the amount of food needed, 
according to the size of the family. 
All meat processing is done at one 
of the Logan super-markets. 

Logan's, Inc., displays one or two 
home freezers in each of its super- 
markets but the displays are not re- 
garded as an important business- 
getter, since most new business comes 
from outside selling. Explains George 
Logan: “Nobody comes into an — 
to buy insurance and a food get 
just about the same. It must car- 
ried to the public and sold.” Never- 
theless, Logan's advertises extensively 
via newspaper, radio and television. 

Logan's has a separate . corporate 
setup and an entirely separate sales 
personnel on its food plan, from its 
food stores. It is a family business 
with various wives, in-laws and rela- 
tives working for both corporations. 
The company maintains its own 
service department with four men, 
factory trained, to provide necessary 
service to its freezer buyers. 


Food Dealer's Role Emphasized 


“There’s nothing wrong with a 
food plan if it’s good and it’s sold 
by the right people,” says George 
Logan. “We think we've found the 
right way to do it.” 

He believes that some day 60 to 75 
percent of American homes will have 
their own freezers, and that stocking 
and supplying these freezers is a job 
for the food dealer—not the appliance 
retailer. He says that the freezer 
offers the housewife the greatest con- 
venience and that the secret of food 
sales today lies in the convenience 
factor. Freezers, he points out, permit 
housewives to shop once a month in- 
stead of daily, as in the past. Thus, 
the home freezer is destined to play 
a large part in the future, says Logan, 
in that if the food retailer does not 
adapt his sales program to home 
freezer provisioning, the mail order 
houses and similar agencies, which 
are not in the food business but may 
profit by it, can move in with a 
successful competitive setup. End 








IN THE WORKS $e 


. and coming to you in just two short 
months . . . the annual January statistical 
issue. In its pages you'll find out about 
sales trends, what. the coming yeor may 
bring, and page ofter page of the graphic 
pages charts which have made this issue 
an inveluable primer to dealer and manu- 
facturer alike. ee Wee vee Fes 
this issue required reading. . . 


ELECTRICAL MERCHANDISING’S 
January 1956 Statistical issue 
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NEW G-E PICTURE-TUBE| 
TV SERVICE DEALERS 











How to get television service business where your customers 
cannot pay at once, in full. 





How to move repaired TV sets now in your store, left there 
e by owners unable to pay immediately. 






How to keep down your book receivabies, in order to free 
working capital for business growth. 


TUBE DISTRIBUTOR HAS FULL INFORMATION. ACT TODAY! 






E| FINANCE PLAN HELPS 
5 | SOLVE 3 MAJOR PROBLEMS 


Widespread TV ownership has meant a 
steady uptrend in servicing volume. At the 
same time, demands on you have increased 

demands on your time, facilities, and capital. 


General Electric’s consumer finance plan for 
complete picture tube installations, opens up 
to you, as a service dealer, credit resources 
which help you tap new and valuable markets. 
Markets where customers can’t pay large tele- 
vision service bills immediately and in full 
but can, and will, pay their bills out of income. 


Up to now, your local credit facilities may 
have been inadequate to handle instalment 








buying. So... G.E. makes available financing 
aid in order to help you get all the TV service 
business you can profitably undertake. 


Local regulations and instalment-buying re- 
quirements will determine the operation of this 
plan in your area. Credit when judiciously em- 
ployed helps you in this way: it permits you to 
offer your customers with good credit standing 
the opportunity to buy over a period of 
months, when cash isn’t readily available. 


Ask your G-E tube distributor to tell you 
how you may qualify for the plan! T'ube Depart- 
ment, General Electric Co., Schenectady 5, N.Y. 


CHECK THESE PLUS BENEFITS FROM G.E.’s FINANCE PLAN: 


ag 
Vv. TV service customers now can afford to re- av, owners now can afford to buy the best from you. 


place worn-out picture tubes immediately. They no 
longer feel obliged to wait. 


You can do a Grade-A servicing job, complete with 
new receiving tubes and any needed parts . . . because 
your customers need only make part payment at once, 
the rest in easy instalments. 


That means G-E Aluminized Tubes—G-E Service- 
Designed Tubes—other high-quality components. 





You can successfully compete for the local consum- 
er’s retail dollar. You are offering the same up-to-the- 
minute credit-purchase terms as other progressive 
merchants in your neighborhood. 





... GENERAL {%) ELECTRIC 











MORE SALES 
EXTRA PROFITS 


WITH THIS BENDIX-FRIEZ 
AUTOMATIC CONTROL FOR 


DEHUMIDIFIERS! 


(COMPANION MODEL 
AVAILABLE FOR USE 
WITH HUMIDIFIERS) 
















Not a timer! This humidistat makes any 
electric dehumidifier automatic. It actually 
measures humidity ... turns on dehumidi- 
fier only when needed. 


t’s right—you'll sell more dehumidifiers if you 
tie-in each sale with this Bendix-Friez* Humidistat. 
And you'll make extra profits, too! For with this unique 
control, you can sell automatic dehumidification. It’s 
trouble-free, accurate and easy to install. Just hang 
the Humidistat on the wall. Plug it into the wall outlet 
and reconnect the dehumidifier. Then set and forget it. 
Saves wear and power by preventing needless operation. 


Write today for complete infermation. Bendix-Friez, 1471 Tayler Avenve, 
Boltimore 4, Merylend 
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Do Grand Openings Pay Off? 





window shopping and some impulse 
buying. Exposure on the main street 
of the town meant that Seltenright 
was bound to get at least some of this 
business. 

Another factor in his favor: Butler 
is only six miles from the Ohio state 
line. Many people living in Ohio 
near the line, shop in Butler or even 
Fort Wayne to avoid the Ohio sales 
tax. Poffenberger made stil) another 

int. Lots of appliance shoppers had 

en going into Fort Wayne because 
they couldn’t find the varicty of 
merchandise in local stores. He 
reasoned that if Seltenright carried 
enough stock and displayed it well, 
much of the traffic to Fort Wayne 
would be stopped. 

On May 14, a Saturday, Main TV 
Service & Appliance store opened in 
its new location. That's only five 
months ago but look what's happened 
in that brief time. 


Soles Tell the Story 


“I knew we were opening in a bad 
time of the year’, says Seltenright. 
“It was just before the summer 
slump and I didn’t expect the busi- 
ness to do much before Fall.” 

The Record-Herald, Butler weekly 
newspaper, carried an announcement 
of the new store about two months 
before the grand opening and, in 
an issue published two days before 
the opening, the newspaper ran a 
feature story on Seltenright. 

In the same issue, the Butler 
Chamber of Commerce ran a quarter- 
page congratulatory ad welcoming 
Seltenright to his downtown location. 
The dealer ran a double-truck ad an- 
nouncing the opening day festivities 
with special prices and the fact that 
over $1,000 in prizes were to be given 
away. 

Seltenright also carries the Motor- 
ola line and the distributor ran a 
full page congratulatory m the same 
issue of the newspaper The dealer 
sponsored a pet parade tor the child- 
ren and the sheriff thiew a roadblock 
right across Broadway while the kids 
vied for honors. 

Happy Jack Lewis, an 80 year old 
ex-Ringling Brothers clown was on 
hand to lend a carnival touch to the 
parade. First prize winner of the pet 
contest won a bicycle, second a port. 
able radio, and third a flashlight. 

For the adults who visited the store 
and registered, first prize was a deluxe 
electric range, refrigerator, laundromat 
or dryer. They were offered this choice 
of four appliances, says Poffenberger, 
because “we asked them on the entry 
blank which appliance they preferred 
This gave Seltenright the benefit of 
better leads to follow up since it in- 
dicated which appliances the regis- 
trants needed most. 

Westinghouse home economist, 
Marge Zimmerman was on hand to 
conduct demonstrations and Wesco 
Fort Wayne manager, Bill Houghton, 
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brought both his regional managers, 
Bill Poffenberger and C. L. Baney. 

Seltenright inplemented his sales 
staff with a young part time salesman 
who doubles as a mail carner. Charlie 
Yates distinguished himself by selling 
four vacuum cleaners during the pro 
motion. 


Sales Pay for Promotion 


When the smoke cleared away, 
Seltennght found he had paid for his 
share of the promotion in sales 
directly attributed to the gala open- 
ing. And he had 1,700 registration 
cards to use as leads for future sales. 

Selteniight is stil' perplexed at the 
way sales ie help up. “Everybody's 
business is suffering around here’, he 
says, “because of the decline in farm 
prices. So I guess the only thing | 
can pin down is the kind of service 
I give my customers. 

“Take old Mr. ———~ who never 
bought anything from me in his life 
until he came in a few weeks ago and 
paid cash for a freezer. After we 
delivered it, the temperature control 
went bad and when I wanted to re- 
place it in his home, he got mad 
and wanted his money back. I told 
him. ‘No Sir, | won’t do that’, and 
I took the freezer back to the store 
and put in a new control. 

“When he stopped in a few days 
later to raise hell again, I showed 
him the freezer running on my floor 
and explained what I had done. The 
old man went out to his car, got 
some cleaning rags and came into the 
store again. He began polishing up 
the freezer and then told me to de- 
liver it out to his house that day. 

“I did, and | told him that if I 
wasn't qualified to make repairs | 
wouldn’t be im the appliance business 
Now he’s one of my strongest sup 

rters. But if I'd given in and re- 
Funded his money, I'd have gotten 
a black eye and so would Westing- 
house.” 

Seltenright figures that his monthly 
overhead has gone up about $200. 
Sales last year were around $40,000 
and this year will go well over the 
$60,000 mark. So, for an additional 
$2,400 yearly, business has been in- 
creased at least 50 percent. 

The $10,000 floor stock financed 
by Westinghouse has been paid up 
except for $1,500 and Harold Selten 
right figures he'll have the balance 
paid off long before the end of the 
year. 
 Seltenright won't discount and 
knows he loses sales to competitors 
because of this policy. “I look at it 
this way”, he says. “When the 
factory gives us special buys I run 
the merchandise at sale prices. Other 
than that, I have one price. If I 
give one customer a break, everybody 
in town would know it and I'd have 
to do the same for them all. Thea 
I'd just be trading dollars and there’s 
no profit in that.” End 
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SENSATIONAL NEW. 
SALES MAKER! 











“7 i) : nd ie 
= ty AUTOMATIC CONTROLLED-HEAT 
ey | TOP BURNER 


with lowest temperature settings ever offered 























; « 
t Entirely new! Exclusively different! ROPER “Tem-Trol” 
2 is far more than just another top burner. It provides a 
| eles | wider range of cooking temperatures than has ever been 
q de — available before. It maintains a lower cooking temperature 
He ae than any previous burner has been able to reach and hold. 


“Tem-Trol” gives you a super-strong selling story. In- 
vestigate now. Learn how “Tem-Trol” can sell for you! 




















ROPER SUPER DELUXE WITH “TEM-TROL” 


NOW YOU CAN FEATURE THE GREATEST 






ACHIEVEMENT IN THE HISTORY OF COOKING 


ONLY TemTrol GIVES YOU 


ins THESE THREE GREAT SELLING ADVANTAGES 
Wide-Range Heat Detector 


Holds any selected temperature . . . 
even below boiling ... as long as is 
wanted. Spring tension maintains 
contact with any flat-bottom utensil. 


(2) Super-Speed Burner 
Reaches cooking heat unbelievably 


fast. Saves time. Saves gas. Plenty of 
heat for any utensil, none wasted. 


G) “Keep-Warm’’ Burner 
Tiny, tiny keep-warm flame permits 
extremely low heat selection . . . the 
lowest temperatures ever offered. GET ‘‘TEM-TROL DETAILS TODAY! 


NO OTHER TOP BURNER SO EFFECTIVE! 






; 
a 





I'm interested in the ROPER “Tem-Trol” automatic 


Lights automatically at the turn of a dial 

top burner. Rush me full details, Is the ROPER 
Pre-heats rapidly to selected temperature franchise available in my community? 
Automatically maintains correct temperature until foods are done 


Keeps foods at serving temperature for as long as desired S| ROMER Ss iccsptxcvcnbasisces sidcighoodiietiie civics 





GEO. D. ROPER CORPORATIO 
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| Guarantee In Mixers!” 


2 New Hamilton Beach Mixers and the New 
5-Year Guarantee Featured in this Full-Color Gift Ad! 














ELECTRICAL MERCHANDISING—NOVEMBER, 


Here’s a combination you can’t beat for buy appeal! From Nov. 10 
right up to Christmas, just when everyone is thinking of little else 
— this full-page, full-color gift ad will be working for you! 
What a powerful, convincing story it tells! It says give with 
confidence, these mixers are guaranteed 4 years longer than all 
others. It wins confidence by spelling out the guarantee. And it 
shows the Mixing Center—tells your prospects to look for it in 
your store, 

~ nad on a va. 


¢ 















«~ ¥ 


Here's Your Tie 


This new display features everything in mixers, including 2 all-new 
models. The beautifully styled new food mixer—the only mixer 
designed for full coverage mixing without a spatula—gives you a 
big selling edge. And so does the new Mixette, the one portable 
that fits her hand, her kitchen and her purse. Start early, and make 
the most of this profitable combination, 






" 7- 


A Nap 
“ 
... the New 


Hamilton Beach 
Mixing Center ! 


Flashes attention to the guar-- 
antee and the most complete 
selection in mixers! 


Sturdy cardboard, designed to 
sell any combination of mixers 
from either side. Takes only 1444 
x 40% inches of counter space. 
Only 29 inches high. 


oe 














HAMILTON BEAC 


Hamilton Beach Co., Div. of Scovill Mfig., Co., Racine, 


1955 


Featare this display 
and make the 5-year 
guarantee work for you! 


is sh 


A 
(Bia, \\ 
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Or Better Still, Contact Your Nearest Viking Representative Direct! 


Deve Ahern 
5 Victoria Rd. 
Portiand, Conn. 


W. 8. Eckenhoff 
Jericho Manor 
Jenkintown, Pa. 


Woody Faison 
6501 Meis Avenue 
Cincinnati 24, Ohio 





*#aGet 








Milferd E. Kelley 
707 W. 12th St. 
Cedar Falls, lowa 


W. L. Siebenthaler 
6223 Creston Ave. 
St. Louis 20, Mo. 


H. K. Dewees 
654 Hemphill Ave. NW 
Atlanta, Ga. 














RoBert Flanagan 
616 Pittsfield Bidg. 
Chicago 2, III. 


Otis N. Fussell 
461 N. Highland St. 
Memphis, Tenn 


F. P. MecMorrow Co. 
459 Hipp Annex Bidg 
Cleveland 15, Ohio 


"620" ECONOMY EXHAUST 
FAN Lowest priced quelity fan 
your customer can buy. A reol 
traffic builder. 
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20 Calls a Day 
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housewife has gained first-hand fa- 
—_ with Grand Junction’s dusty 
atmosphere, he is there with the an- 
swer in the form of a modern, acces- 
sory-equipped vacuum cleaner. 

One gimmick is always employed 
for getting an invitation to enter the 
house. 

“We tell the prospect right away 
that we are vacuum cleaner sales- 
people, but that we are — will- 
ing to check over and adjust any vac- 
uum cleaner which they are already 
using”, Adams says. “I always ask 
the housewife what model she has- 
even if she states that it is in good 
operating condition—a leading ques 
tion which more likely than not 
brings an invitation to come on in.” 
From there on, the job is one of 
creating a desire for a new vacuum 
cleaner. 


“We're Here to Sell’’ 

Adams has developed some radical 
ideas on the all-important demonstra 
tion phase of the vacuum cleaner sale. 
For one thing, he immediately gets 
his contract book out and lays it in 
plain sight during the entire demon 
stration. Whereas many salesmen pre- 
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One of the best ways an appliance 
dealer can cut his own throat is to 
start cutting his prices! 





fer to keep the word “‘szle” out of 
the picture until after the demonstra- 
tion, all appliance salesmen at Schmidt 
Hardware are sold on the idea of 
“getting them ready” from the outset 
and, via the contract book, letting the 
prospect know exactly what the sales- 
man is doing. Adams calls this a 
definite demonstration technique and 
points out that it is valuable also from 
the standpoint that if there is abso 
lutely no possibility of a sale, the 
housewife will declare herself all tlic 
more rapidly, 

Demonstration qualities follow 
standard methods, including a short, 
but thorough use of all accessories at 
tached to the unit, including clean 
ing of a couch or an overstuffed chair 
with a sheet of white tissue paper in 
the tank—which he says is worth sev 
eral thousand words in describing what 
the cleaner can do to bring furniture 
back to show-room cleanliness. If 
there are children watching the dem- 
onstration. Adams likes to let the 
youngsters push the vacuum around, 
pointing out to mothers that little girls 
can be trained to do the vacuuming 
with the tank type where the heavy 
upright vacuum cleaner would rule 
out this sort of help. Adams quotes 
the suction figures on whichever type 
of vacuum cleaner he is demonstrat- 
ing, picking up relatively heavy ob- 
jects from the floor and holding them 
in place via the suction nozzle to 
prove his point and stressing such 

(Continued on page 108 
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Dealers, 


with 


you can be in the profitable built-in business 


s Modular Cooking Center 


electric or gas 








Since the built-in idea originated, there hasn't been 
such buzzing excitement about a particular type as 
there is over the one pictured here . . . a stepping-stone 
to future cabinet and appliance sales. You can take 
these free-standing PREWAY oven and cooking top 
modules and place them anywhere, to make the basis 
of a modern, customized kitchen. Accessory combinag- 
tions of any standard cabinets, counters and appliances 
can be added all at once or fitted in,in later steps. And, 
because these PREWAY modules are free-standing, they 
can be removed to another house or apartment without 
the need of tearing out walls or partitions. This con- 
vertible feature provides the attractive showplace beauty 
and convenience of a modern built-in range, gas or 
electric — without the cost or work of building it in. 


All of this puts you, the dealer, squarely back in the 


Inc. 











Shares that long-awaited combination of a true built-in 
with the movable advantage of a free-standing range 


9115 Second St., N. 
Wisconsin Rapids, Wis. 


The mest complete line of built-in cocking equipment fer the home. | a 








appliance business for both new construction and kitchen 
remodeling. The price advantage is again all on your 
side, and it is a big one. Even more, there is no inven- 
tory problem to become involved in, no installation 
troubles to consider — for PREWAY modules come to you 
as a complete package from one responsible source. 
Back of them is a multi-million dollar company that has 
been making quality home appliances since 1917. 


So, take advantage of this golden opportunity to 
show your muscle in the profitable built-in business. You 
can strike hard with PREWAY! Phone, wire or send back 
the coupon today for 
full information. 


PREWAY, inc. 
9115 Second St., N. 
Wisconsin Rapids, Wis. 


Gentiemen: 


Yes —- by all means send me the happy facts on the type of Moduler 
0 Gas () Electric 
() Distributor 


Cooking Center I have checked: 

















Biaintess steel counterte 
tomplete with counter 5 
Ges and electric even stack- 
on units available as sepe- 
rate items. 
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NO UNSIGHTLY OVERHANG! TAKES ’% LESS SPACE! 


Here’s a revolutionary new concept in air 
conditioning that offers top performance, 
yet takes up 14 less space than previous 
corresponding models! 

models offer quiet, efficient operation, but 


1955 


are #0 thin that they can fit flush with in- 
side walls yet have no unsightly overhang. 
And—they bear the familiar General 
Electric monogram—one trade-mark that 
insures your success. Better start doing 
something about your 1956 sales now. 
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let’s face it: 


Neobedy in the business gives you as good a deal as General Electric. 
Nobody even comes near. 

Why? 

Well, if you’re a doubting Thomas, John or Joe, you’ve every 


right to ask that question! 
And here’s your answer—in quick 1, 2, 3, fashion. 





That’s because they believe in G.E. They have faith in G.E. 


(In a recent survey, 55 out of each 100 people said they believe 
that General Electric makes the best appliances for the home.) 


| People look for the G-E monogram when they’re in a buying mood. — 
e 
Only General Electric gives you the sensational “Thinline” —the 
easiest-to-sell room air conditioner . . . the streamlined 
air conditioner unit. It’s just 1614 inches “thin” with 
® 0 unsightly overhang. 


air conditioners is scheduled by General Electric during 1956. 
More than three times the size of the whopping-big 55 campaign, 


3 The greatest and biggest advertising campaign ever run on room 
© it will send a stream of hot prospects your way. 


Better discuss your 1956 stocks with your General Electric 
distributor now. It will be a great opportunity, as you will 
quickly find out. 


ss 


ROOM AIR \ 
ONDITIONERS 
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WHEREVER YOU LOOK, GENERAL ELECTRIC 
GIVES YOU MORE THAN ANYBODY! 


During the hot 1956 selling season, look in these places to see how 
General Electric has currently scheduled powerful national advertising 
to help you to sell and sell and sell! 

Look in: 

LIFE ° THE SATURDAY EVENING POST 
TIME * THE NEW YORKER * NEWSWEEK 


BETTER HOMES AND GARDENS and 


TV (6 weeks of Twentieth Century-Fox Hour over 110 
CBS stations—full hour shows with big-name 
Hollywood stars!) 































It’s the most spectacular advertising ever run for any air condi- 
tioning product—and it’s all selling in your market, to your 
customers! Be ready for them when they start coming in asking 
for G-E Thinlines! Order your supply now! 

















Progress /s Our Most Important Produet 


GENERAL @@) ELECTRIC 


General Electric Company, Appliance Park, Lovisville 1, Kentucky 
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20 Calls a Day 


CONTINUED FROM PAGE 102 


elements as all-metal accessories in 
place of plastic, etc. He averages 
around 35 minutes per demonstration 
and caps each one by inviting the 
housewife to keep the vacuum cleaner 
for a few days without obligation. 


Demonstration Plus Personality 

“Demonstration selling in the liv- 
mg room in this way is like all appli 
ance selling, a matter of ity 
and selling yourself”, ms says. 
“Of course, in my case, I am backed 
up by several topngtch lines, the fact 
that Schmidt Hardware has been sell- 
ing and servicing appliances for most 
of its 50 years and the fact that I am 
carrying the welcome of most of the 
town’s merchants as president of the 
Welcome Wagon service. I don’t 
bring this out until after the sale or 
demonstration has been completed 
since I don’t believe it wise to capi- 
talize on it. However, the fact that 
I am president of the club carries a 


There are too many electrical appli- 
ance dealers who want to share their 
losses with the employees—but not the 
profits. 


lot of prestige and it is something 
which the usual prospect can appreci- 


ate. 


Service Calls Help 


Naturally, Adams dwells heavily 

upon the big stock carried by Schmidt 

Hardware and the service department. 

He averages around five service calls 

‘re week and always has a few case 

ristories in his sales kit to point out 

what most often goes wrong with the 

vacuum cleaner and what steps are 

taken to rectify it. “I close by point 

ing out that the housewife is buying 

service, preferably of a long continued 

nature, which means that the $79.50 

to $98.50 which she invests in the 

vacuum cleaner should represent 

many years of continuous, trouble-free 

reliability. That this is possible only 

CADILLAC “125” M4 ty with a thoroughly equipped, well- 

Ceicnsiali vitilh ‘ules A Br a oF... stocked service department is a point 
$£0.95 £04 z ae which no housewife will argue. 

59 » i e Ria What we have actually done is to 

Standard set of at- , : put ourselves in the place of the house- 

tachments included Ke wife and then to build our sales pres- 

wa 2 ae entation the way a housewife would 

like to see it”, Adams says. “That's 

the only way a dealer can sell at least 

one vacuum cleaner per day.” End 


POWERFUL, RUGGED, 
EFFICIENT MODEL 60 


Motor-driven-brush 
“hand” cleaner. 


Suggested 95 
retail price 


VACUUM 
CLEMENTS MEG. co. Dept. A 66505. Sisal Sen. thee 38, ill. 
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You’ ve told us what you wanted in a line of ranges, © 
the kind of featurés, styling and pricing you felt it 
should have to make it easy to sell. You've told us 
a a what your customers want to buy. 
THANKS 4 ; Behind this new model, responsible for its final 
development, is our New Product Committee. 
Their long experience in gas range engineering, 
manufacture and sales combined with your ideas 
and many of their own to produce this great 
new line. 
The result ... an all new Magic Chef, now ready 
to roll off the line... tailor made for today’s 
modern market. 


design 
Americas 
most exciting 
new gas ranges! 


watch for it...walit for it..«; 
a completely different 


Magic | 
Chef 


styled-for-today-and-tomorrow 
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Gam) Seven SA.cpanate Christmas Specials 





The VALUE in the product brings people in the door! 


The Shopmate line of power tools offers you seven Christmas 
Specials. Here's ample variety to offer those who insist on 
buying promotional merchandise. And at costs that permit 
attractive retail pricing! This source of plus business will pro- 
duce profits somewhere. Why not for you? Return the coupon 
for full-color illustrations of all Shopmate Christmas Specials 
and complete information. Mail the coupon, today! 





Me. 1950-60 Drill Saw Pegboard Kit. Con- 
tains 4‘ drill, saw attachment, and all 
nding, sanding, and 
1 of 37 pieces, Peg- 

fastens to wall, keeps all too 
handy! 






, 620 Sew. Features exclusive Pet-O- 
atic Slip Clutch, Eliminates “‘kick- 

" and motor overload, Cuis dres- 

sed 2x 4 at 46°. Biggest saw value today. 


if3 4 . 
eas 4 
ar), wie & — 
; a at ae! a4 


ZP.1 Zip-Sew Attachment. Christ- 
ae-gift packed in beautiful Styro- 
Converta any ° electric drill 
, croas-cuta, 


‘oam, 
inte a portable saw. Ri 
and trims. Special value 


: § Seon) . 


Ne. 6100-1 %" Drili Kit. Containe acces- 
sories as illustrated, everything needed 


for drilling, sanding, and .. 
Features Eres duty %’ pa ee, 9 








gear-ty chue 


case, 


and metal carrying 


alue priced! 






Ne. 740-6 Shep-Teter Drili end Sew xu, | 
Features new geared-chuck drill with 
all-new AC-DC motor and ZP-1 Drill 
Saw Attachment. All-steel welded case 
contains od paw for drilling, sawing, 
sanding, and polishing. 

Ne. 740-5 Teter Drill Kit. Same con- 
tents as No. 740-6, less ZP-1 Saw. 


Ne. $DA-5 Autometic Screwdriver Attech- 
ment. Fite any \{" electri¢ drill. Slip 
clutch prevents motor overload. Three 
slotted screw bits, Phillips screw bit, 
and Allen wrench. Smart white Styro- 
Foam Christmas package. 


Small Appliance Service 





tor these wires is provided in some 
makes by the armoring of each in- 
sulated conductor with a closed steel 
spring. Some makes have been de- 
signed with the leads outside the 
hinge, in which case these wircs are 
neatly always armored. 

When replacement is required, 
be sure to replace both wires with 
precisely the nght kind, use extreme 
care to insure proper placement and 
thus a pinching, and allow 
enough length so that the grids will 
not be hinge bound, And, imasmuch 
as a broken or kinked spring armor 
is certain to cause a ground in time, 
it is also a good idea to replace both 
the armor and the wires whenever 
cither is damaged. 

Thermostat. Before concluding 
from the customer's statement that an 
adjustment or a replacement of the 
thermostat is needed, disregard for the 
moment the hackneyed proverb—“the 
customer is always right’—and try to 
find out if the customer is following 
the operating instructions, Experience 
has proved that the customer is not 
always t with respect to com- 
plaints bo Rei thermostat opera- 
tion in waffle irons. This may be ex- 
plained by saying that waffle irons 
are not used every day as are most 
other table appliances and for that 
reason customers do not get thorough) 
used to them as quickly. Moreover, 
women are prone to add their personal 
touch to any recipe—more of this or 
that or less of something else—but 
there is a limit to waffle iron recipe 
juggling. But be careful in making in 
quiries that you do not become in- 
volved in a dispute. Neither should 
you take what seems to be the easy 
way out and replace the thermostat 
anyhow, for if there is nothing wrong 
with it you'll get the appliance back 
for service after the next time it is 
used. What, then, is the answer? 

If every ocher part of the waffle 
iron is in good working order and the 
grids are properly scasoned, run a 
temperature test and check your read 
ings with the manufacturer's service 
manual. If this test discloses that your 
readings are within reasonable limits, 
take the thing home and make waffles 
in it yourself. Meanwhile, order a few 
extra instruction booklets from your 
jobber or manufacturer so that you 
will have one handy when the appli- 
ance is returned to the customer. 
Then when the customer does call 
for the waffle iron you can explain 
tactfully that possibly some detail of 
the operating instructions may have 
been overlooked, for you not only 
have tested every function of the 
appliance with instruments, but also 
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the instructions together?” ‘Then 
check off point by point every deta! 
that will insure satisfactory results 
Be sure to use extreme tact as most 
women are rather touchy about being 
toki how to cook anything. 

Pilot Lamp. These are in most 
inakes low-voltage bulbs, similar to 
those used in radios, but you must 
use the special type supplied by the 
manufacturer for use in waffle irons 
and grills because of the high tem- 
perature in the pilot lamp enclosure. 
As explained in the roaster service 
installment, these low-voltage lamps 
also may be tested with a single flash- 
_ cell, When you do replace a 
pilot lamp, always check the connec- 
tions on the resistor to see that they 
are tight, for a loose connection here 
will cause repeated lamp burn-outs. 

Grids. Warped grids, of course, 
must be replaced. Grids which have 
become severely blackened may be 
cleaned on the Pong side only with 
a wire brush after which they must 
be reconditioned or re-seasoned. This 
process is accomplished by heating 
the grids to a medium temperature 
and then applying unsalted vegetable 
oil to both grids with a pastry brush 
Then allow the waffle iron to continue 
heating for about ten minutes. 

Cord Set and Terminals. As in all 
other appliances, the terminal pins 
and the terminal plug contacts must 
be clean and bright to insure a good 
electrical connection. If the terminals 
are burned as a result of a loosely 
connected cord set and they cannot 
be satisfactorily cleaned, replace them 
and the cord set at the same time 
Whether built-in or detachable cord 
sets are used, no patching is warranted 
except for the replacement of the at 
tachment plug. 

Handles, Feet, and Control Dial. 
Make certain that these miscellaneous 
parts are all intact. In sandwich grills 
and in combination grills and waffle 
irons remember that the upper grid 
handle (on makes where it serves 
this double purpose) must be nicely 
adjusted so that R will ond > a 
firm support for the upper grid when 
it is jaad 180 degrees (face upward). 
Position the control dial so that it 
indicates off at the off position. — 

Test the completed job by subjecting 
it to every step under T . But 
you do not have to make wa in 
every automatic waffle iron you serv- 
ice—the suggestion that you do, of- 
fered under subtitle Thermostat, a 
plies only to those difficult cases 
which you are reasonably certain that 
operating instructions are not being 
followed. Another thing, unless your 


shop is located in a town full of 
cassie, only about one job in 
forty will be an automatic waffle 
iron. So cheer up! End 


vou have made waffles in it. This may 
give you the ideal ~ ey, to ask: 
“Would you mind if we skim over 












PORTABLE ELECTRIC TOOLS, INC. | 
320 W. Grd St., Dept, EM, Chicege 20 S| 
in Conode: Portable Electric Tools, id. 
425 Birchmount Rd., Toronte 13, Ont 
Please send me full-color illustrations o 
the Shopmate Christmas Promotional gift 
items and a complete Shopmate cataleg 





TEAR SHEETS AVAILABLE 
If you have been the articles on Successful Small Appliance Service 
which began in our April issue and are missing one or more of the series ELEC- 
TRICAL MERCHANDISING will be glad to send you tear sheet copies just so 





Name pveneirete long as our limited supply lasts. Just send the name of the article you want, the 
Address ——_-— month in which it was and your address to: . . . EDITOR, 
City & Zone State ELECTRICAL MER ISING, 330 West 42nd St., N. Y. 36, N. Y. 











Menutactured by Portable Bleciric Tools, inc. __ 
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ALUMINUM ADVANTAGES 




































































, Rust and Good Heat Sanitary 
Light Sales : Attrac- Non- ' 
APPLIANCE PART Werght | LowCost | mes. | Corrosion | Conduc- | svemecce | Tome Easy to 
Resistance tivity Clean 
DEEP FRYERS Exterior Shelis and Covers, V, Vv, f Vv, v. Vv, Vv, Vv 
Baskets y \ \ f f y Y v 
Outer Shelis—Covers / V JV V Vv vV vV vV 
PERCOLATORS Cottee Baskets s/ \/ 4/ / 1/ / va Vv 
Tubs Vv v Vv Vv, v, Vv, 
WASHERS Lids, Doors, & Trim v Vv v, v Vv, Vv, 
Spinner Baskets V .¥, Vv Vv Vv V Vv, 
Motor & Gear Housings / Y f y 
Covers and Trim / Vv, Vv Vv : V Vv, Vv 
ROASTERS Pan Liners \ Vv v, v, Vv, Vv, + Vv 
Rotisseries Vv \ Vv Vv Vy V y Vv 
DOOR CHIMES Outer Cases f of of f V al 
WALL HEATERS Reflector Shields Vv Y Y Y y Vv Vv 
cCLocKs Faces and Outer Shells, \ : VY V Vv Jf V 
Working Parts ” Y 
esa ie Jf v f Vv, Vv, Vv 
elves, Racks, ice Trays \ Vv Vv Vv Vv Vv 
REFRIGERATORS Pans, Butter Keepers \ Vf Vv, V ? Vv Vv V. 
eS PSE ET POE Evaporators V y y + VA AY a 
WAFFLE IRONS Lid and Outer Shelli v v v, Vv . V, Vv, V 
a DN tata Grids Vv Vv Vv Vv Vv Y y Vv 
yaad _ Vv Vv. V \ 
uter Shell V v Vv v v V 
WATER HEATERS Insulation Retainer Jf Jf \ 
Controls VY Vv Vf Y 4 
oy +8 say mame V Vv \ v, V/ V 
an Biades, Fins, Vv Vv Vv Vv Vv Vv Vv 
AIR CONDITIONERS Condensors, Evaporators, \ V V V 
ae End Pilates \ Y Y \ 
ey JV Vv v, v Vv 
helves, Baskets Vv V V Vv Vv Vv V 
FREEZERS / , 
Liners v, Vv vV V Vv, V Vv, 
Trim \ \ Vv "4 Y a" 
IRONS Sheil v, \ Vv, v, v, Vv, 
Sole Plate V \ xy / \ \/ 
SANDWICH GRILLS Lids and Outer Shelis V \ Vv, Vv V V V/ 
i Cooking Surfaces \ vy \ \ \ Y y VV 
Outer Cases vV \ Vv Vv, Vv \ 
VACUUM CLEANERS Wand & Attachments Jf \ Vv V Vv \ 
Working Parts VY Vv 
Instrument Panels & Trim \ \ Vv, \ . : v Vv, V 
Foil Oven Liners \ \ Vv \ \ Vv v, 
RANGES Cooker Weill, insert \ \ Vv \ Vv, Vv, Vv, 
Pans, Trivets, \ Vv Vv Vv 
Kettle Covers V Vv Vv v \ vV Vv. v. 
Grill Parts \ Vv \ \ \ y a4 \ 
‘ Biades Vv \ \ v Vv, Vv, 
Base Vv \ \ \ Vv, Vv, 
FANS Grill Vv Vv \ v V - 
Motor Housing Vv V Vv, V 
Motor Parts Vv Vv v 
Cabinet and Trim / v, \ Vv, Vv, v 
PORTABLE TV SETS Screen Frame \ \ ‘ Vv \ Vv 
Chassis Components ‘ Vv 
ELECTRIC FRY PANS Lid and Outer Shell ‘ ‘ JV Vv Vv Vv Vv Vv 
































“ALUMINUM IS ALWAYS ATTRACTIVE WHETHER IN ITS NATURAL FINISH OR COLOR ANODIZED 
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made a serious mistake in assuming 
during 1952, when the first word of 
hi-fi equipment began to come along, 
that it was for the classic-minded 
music lover, or the technically-minded 
electronics fan,” Mrs. Nides says. 
“However, I had heard somewhere 
that it is usual for the phonograph 
market to pick up sharply, around 
one year after television had made its 
debut in any city. Since we had been 
able to sell combination radio phono- 
graph profitably even when television 
was a coming threat, I ordered heav- 
ily on phonographs for 1953. We sold 
more than 400. In buying these 
age hs, I became interested in 
ifi, and when the Columbia 360 
started things off, we ordered six for 
inclusion in the fall phonograph 
stock.” 

Mrs. Nides, a veteran of twenty 
years of appliance retailing, was en- 
thusiastic over hi-fi after listening to 
graphs sold profitably she reordered in 
quantity. “One of the reasons I decided 
to give hi-fi the benefit of an aggressive 
selling program is that we have long 
needed a better unit sale in the phono- 
graph and record department” she 
said. “With prices from $150 to $300 
involved, high fidelity looked like the 
answer. When we saw that the hi-fi 
market is by no means a limited one, 
and that anyone who likes music can 
be logically considered a customer, we 
set up a special hi-fi sales program.” 


First Step 


The first step was building up the 
inventory, to give the customer plenty 
of choice in actual high fidelity equip- 
ment. “There is a crying need for 
some line of demarcation between 
better-speaker phonographs and the 
true high-fidelity type” Mrs. Nides 
points out. “After giving this a lot of 
thought, particularly from the stand- 
point of selling the customer actual, 
unquestionable high fidelity, we con- 
centrated on those lines which showed 
15,000 db response, and we could 
honestly state were in the high wg | 
reproduction ranges. It has been dif- 
ficult to maintain this, with lower price 
sets equipped with larger speakers and 
better pickups on the market, but for 
the most part, we know we're selling 
real satisfaction.” 

The inventory - igh fi ee — 
tirely of package hi ity in the 
form of phonographs and accessories. 
“We haven't into com ts as 
yet,” Mrs. Nides said. “Si be- 
cause we feel that this market a 
long educational road ahead yet, and 
there are too few fans who are con- 
cerned with cartridges, tuners, bal- 
anced speakers, tweeter and woofer, 
custom building, etc. 

“We have one expert salesman and 
serviceman on the staff who knows 
electronics inside out. When we have 
a customer who knows such things as 
variable reluctance, micro pickups, pre- 
cision amplifiers and so forth, we call 
on him to answer questions. But we 
don’t try to convert appliance sales- 
men into fidelity experts. Instead, we 


Let the Customer in the Act 
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keep stacks of literature convenient on 
the sales floor and the interested pros- 
pect can determine the information he 
needs for himself.” 


Four Way Promotion 


With those points in hand, Mrs. 
Nides turned to promotion. She laid 
down a four-point program which is 
as follows: 

1. A 13-week “Wax Fax” television 
show, which emphasizes high fidelity 
each Sunday to thousands of listeners. 

2. “Customer participation” demon- 
strations, whereby the prospect goes 
through a highly impressive routine of 
handling hi-f equipment. 

3. Colorful display advertising each 
Saturday in Denver newspapers, with 
full emphasis on high fidelity. 

4. Building up a mailing list of 
known hi-fi enthusiasts. 

In newspaper advertising, Nides Ap- 
pliance Company has contracted for 
1000-line, double ¢ spreads in the 
Rocky Mountain News each Saturday. 
Irrespective of the season of the year 
or the white goods which may be of- 
fered, the top left quarter of each ad 
boosts hi-fi. 


Hi-Fi Via TV 


Next, and probably most directly 
productive of hi-fi customers, is the 
“Wax Fax” program, presented on 
Sunday afternoons at 5:00 P.M. This 
ah program, because it is opposite 
less-favored national TV fill-ins, has a 
tremendous following in the mountain 
city. The half-hour show features a 
panel of representatives of six lead- 
ing record distributors in the Denver 
area, who listen to Bob Schreiber, 
emcee, play a selection from one of 
the companies, and vote on its prob- 
able potential in the city, Each mem- 
ber of the panel can rate the record 
from one to 25 points, with a total of 
100 presupposing it to be a guaranteed 
hit. In addition, Schreiber televises a 
guest artist each week, who makes his 
own comments on the record. 

Hi-fi is merchandised via descrip- 
tion, rather than actual music. En- 
thusiastic comments on it are sprinkled 
liberally through the half hour show, 
roy ve-minute capsule on “What Is 

igh tong by Schreiber. In this 
invitation, the emcee makes it plain 
that the speaker on the TV set which 
the viewer is using will not reproduce 
the sound of the hi-fi set shown on 
the tube, and urges the listener to visit 
Nides Appliance Company for demon- 
stration of what hi-fi can do. Discus- 
sions of remote three dimensional 

better reproduction of high 
frequency sound, and other points are 
all aired during the show. While “Wax 
Fax” is definitely an ive piece 
of otion, the show forms a tight 
link between music lover and Nides 
which will boost hi-fi sales sharply 
during 1954. 


The Customer Sells 


All forms of advertising are of course 
focussed on the all-important store 
(Continued on page 118) 
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| A picture of unsurpassed realism—every tone, 
| every detail brilliantly portrayed . . . chat’s what 
| you see when you view TV created by the Tung. 
| Sol Magic Mirror Aluminized Picture Tube. 
Because the Magic Mirror brings into play a 
much wider range of intermediate tones, every 
detail is caught. The new depth, sharper con- 
trast and lively, life-like sparkle you see make 
ordinary pictures seem faded and flat. 

Hundred of exacting tests from raw materials 
to finished tubes—plus a constant vigil of 
quality control during the entire manufacture 
—guarantee the superior performance of the 
Magic Mirror Aluminized Picture Tube. 

When you're replacing picture tubes, make 
sure you install this finer Magic Mirror Alu- 
minized Picture Tube. Ask your Tung-Sol sup- 
plier for details about the big new promotion 
program that will make Magic Mirror one of 
your biggest selling items. 


TUNG-SOL ELECTRIC INC. 
Newark 4, N. J. 

| Sales Offices: Atlanta, Chicago, Columbus, Culver City, 

| Dallas, Denver, Detroit, Newark, Seattle. 
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Your customers will wait 
for the Revolutionary 
New Amana 
Freezer-/2¢ -Refrigerator 


Totally new in principle, design, function, and 
performance, it's the only appliance of its kind 
in existence, 

Amana’s magnificent new FPR brings you ex- 
clusive sales advantages you have never had 
before, Let's look them over one by one, 





@ UNHEano OF CAPACITY! The FPR-18 illustrated 
here holds 297 pounds of frozen food alone . . . has 
refrigerator space equivalent to a conventional 12 
cu, ft. model. Smaller, more economical FPR-14 
holds amazing 220 pounds of frozen food alone... 
with refrigerator space equivalent to conventional 
10 cu. ft. model 


@ irs A TRUE PREEZER! No gimmicky, gadgety 
compartments labeled “Freezer.” This is genuine 
Amana freezing performance. Your customers get 
Amana-Matic freezing! All three shelves, and top 
and bottom surfaces contain actual freezing coils. 
You can flash-freeze, contact-freeze, faster, better 
with an Amana. 


@ oenuine sums0 sTOR-moR DOORS! Super-size 
refrigerator door puts more food at your finger-tips! 
Three-pound butter keeper! Six-pound cheese com- 
partment! Two-dozen egg compartment! Handy 
three-quart pour-from-door or table-use beverage 
pitcher! 7wo fruit and vegetable fresheners! 


@ oiant-size preezern DOOR! Fruit juice rack 
holds twenty cans. Automatic food dispensers de- 
liver packages in order stored. Five colorful plastic 
containers make plagged-overs out of left-overs, 


@ sumpis, CONVENIENT, CONSUMER PLANNED? All 
Amana FPR space is usable . . . no bulky baskets to 
cut down space, You can reach every shelf surface 
easily, All compartments are removable for easy 
washing in the sink, And best of all, this is the com- 
bination that American women designed! It is the 
result of years of consumer research. Your sale is 
practically built-in, too! 


Amana gives you 
constant quality plus full profit! 
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FPR Waiting Lists!” 
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The Amana Freezer-Refrigerator has 


| set a record. We are faced with the 


biggest back-orders in our history. 


Of course, a product creates its own de- 
mand. And the FPR has done this very suc- 

_ cessfully, with a big helping hand from Phil 
Silvers in “You'll Never Get Rich” over 
the gigantic nationwide CBS-TV network. 
Plus a powerful boost from the most power- 
ful appliance magazine campaign in history. 


This puts us in a jam. There are just more 
orders than there are Freezer-Refrigerators! 
We’ve speeded production, and the units 
are rolling off the line as fast as quality- 
conscious Amana engineers will let us make 
them for your customers! 


Meanwhile, we don’t want you to miss a 
single FPR sale. 


This is what we suggest: Hold your Dem- 
onstration Model . . . don’t sell it to the first 
comer for single-unit profit... use it as a 
valuable sales tool... demonstrate with it 


Not handling Amana now...but interested ? 


Possibly you don’t handle Amana products, or haven't gotten around to 
considering our new Freezer-P/us-Refrigerator, Built-Ins, and Air-Condi- 
tioning systems. If you would like to know more about how you can build 
Full-Profit Sales the Amana Way, just fill out the coupon. 


Amana Refrigeration, inc. © Amana 16, lowa 
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... book back-orders for a long-term profit 
you'll never forget! 





Today’s choosey,: quality-conscious con- 
sumers will wait for this Amana. Buyers 
want new models. Automobile business 
proves it! So keep your first Amana FPR on 
the floor! Mark it: “Floor Sample—Not 
For Sale” and sell from it. It’s easy to go 
broke selling your samples. 


The wise man books the orders and takes 
the profit that comes with them. 











Amane Refrigeration, inc. 

Amene 16, lewa 

Gentiemen: | am interested in information on: 

(1) The entire Amana Line. (I) Amana Freezer-Plus-Retrigerators, 

(CD Amana Freezers, (L) Amana Built-ins. [—] Amana Air-Conditioning. 
( Avetlable in Canode | 




















18” Electric... 
powerful 4% H.P. motor! 


eS © ET © EE + GE © Se 





d ae Gee...» 
2% H.P. engine! 


FULL LINE! NEW FEATURES! 


America’s most popular electrics! Big-value 18” promotional model. S-m-o-o-t-h 
cutting 18” and 21” models with powerful % H.P. motors... angled Safety- 
Blades that lift grass... Turbojectors* for CLEAN EJECTION through twin 
chutes... enclosed blade-and-dise cutter ... patented Cord Control... other big 
Huffy features @ 5 new gas rotaries—18” and 21”, Extra power in 2 and 4-cycle 
engines—new twin-edged cutter blade with angled tips that lift grass for 
SMOOTH, EVEN CUT with CLEAN EJECTION through rear chute. Flip-over 
handle and other famous Huffy benefits. @ 2 gas reel mowers and Huffy Lawn 
Sweeper with handy Hite-Control® Lever at budget prices. 


BIGGER KEY DEALER PLAN! 


More benefits for you: Extra 5% futures discount (or 10% if you're a 25-Star 
Key Dealer) when you register before Feb. 28th, 1956. Low-priced demonstrators 
and ull materials you need to sell more mowers with free trials. @ FREE 

KEY DEALER LISTINGS in one or more full-page ads to appear in Parade, 
This Week, 32 Key City Newspapers, Sunset. Colorful national ads in The 
Saturday Evening Post, American Home, Farm Journal, Town Journal, 
Progressive Farmer. @ 111 MILLION PEOPLE will see Huffy Mower advertise- 
ments. Plenty of materials for you to use in your advertising and promotion, too. 


*Trademark Copyright, 1955, The Huffman Mfg. Company 


HUFFY 


WRITE FOR COLORFUL CATALOG 








PAGE 


OR ASK YOUR WHOLESALER SALESMAN FOR DETAILS 
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Customer in the Act 


—-CONTINUED FROM PAGE 115————_ 


demonstration. Here, “customer par- 
ticipation” is the most potent sales 
agent, Mrs. Nides has found. 

“We make the prospect sell him- 
self,” she smiles. “For example, one set 
has a remote speaker on a 20 foot cord, 
for balancing the sound from two sides 
of a room. Handing the ker cabi- 
net to the prospect, and asking him to 
walk various distances from the phono- 
gph record being played, is a ‘must.’ 

e exclaims, as a rule, over the 
difference which placement of the 
speaker here and there produces, and 
often, it is 20 minutes or so before he 
stops experimenting.” 

“Then, we ask each hi-fi prospect 
for the name of his favorite disc, hunt 
it up from stock, and then ask him to 
play it in one of the listening booths, 
and again on the hi-fi phonograph in 
question. We point out that the listen- 
ing booth equipment is the best of its 
kind, but that it can’t compare with 
high fidelity. After this, it is usually 
only necessary to let the prospect play 
the same record on each make or 
model of hi-fi phonograph until he 
has made up his mind.” 


Building Future Sales 


Incidentally, Mrs. Nides or the sales- 
person involved seizes eagerly upon 
any comments which the prospect 
makes as to components or extra 
equipment, since inferences of this 
type are helping to shape the inventory 
for the future. 

An interesting sidelight on the “cus- 
tomer participation” type of selling 
comes with the remote speaker box 
mentioned above, according to Mrs. 
Nides. “This amounts to around $100 
over the prices of the phonographs it is 
used with” she pointed out. “And the 
usual phonograph purchaser tells us 
that he will be later on, in a few 
months or so, for the remote speaker, 
which contains an electric clock, re- 
mote controls, etc. Invariably, follow- 
ing such a sale, the customer is back 
within two or three days eager to buy 
the remote speaker there and then. 
We have sold a dozen remote speakers 
for a dozen phonographs, all speaker 
sales a week or iess following the 
phonograph purchase.” 

Names of all prospects, sold or un- 
sold, are being typed into a compre- 
hensive direct mail list, to which Nides 
Appliance Company will send all man- 
ufacturer’s literature received on a 
monthly basis* Mrs. Nides believes 
that at least 30% of her long list of 
record customers will be hi-fi buyers in 
the near future. 

Not the least important factor in 

ramiding hi-fi sales has been the 

igh dollar return on record sales. “To 
date, we have averaged between $100 
and $200 worth of new high-fidelity 
records sold to buyers of hi-fi _— 
hs” Mrs. Nides pointed out. 
That provides us with a secondary 
reason for putting a lot of promo- 
tional expense behind hi-fi. Now that 
we have a respectable unit sales pic- 
ture in records, we’re willing to put as 
much into hi-fi merchandising as any 
other department of the store.” End 
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FOODS 
WON'T BOIL OVER 
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FOODS 
WON'T BURN ONTO PAN 





BIGGEST 


gas range selling feature | 
since oven heat control! 


Heat in the 
utensil 
controls 


Sensing element in middle of 
burner is in contact with the 
bottom of the utensil. It sig- 
nals the heat to the thermostat 
that controls gas flow. Flame 
remains on until food reaches 
pre-selected cooking tempera- ° 
ture, then reduces. When food 
temperature drops below pre- 
selected setting, sensing ele- 
ment signals control and flame 
goes up again, 


THERMAL EYE” MAINTAINS COOKING TEMPERATURE... 
MAKES POTS AND PANS Automatie/ 


This is IT -the sales-making answer to customer demand for automatic 
top-burner cooking! Ask your gas range manufacturers’ salesmen how 
soon their models will feature Thermal Eye®—or write us today. 


ms Kobe haw Fulton 


me COMTEOLS Le eYES 


Robertshaw Thermostat Division, Youngwood, Pennsylvania 
Robertshaw-Fulton Controls (Canada) Ltd., Toronto 
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avec Cale Dollare 


There just aren’t enough hours in a day for a salesman to do an adequate 





selling job without help. In addition to time spent on office work and await- 
‘ng interviews, the growth and decentralization of industry has brought 
problems of increased travel time, more buying influences and more difficult 
access to plant personnel. 

When you advertise your product or service, consistently, in business 
publications your prospects look to for help with their jobs, you multiply 
the calling power and increase the productivity of your sales staff. Business 
paper advertising can talk to thousands of prospects . . . can arouse interest 
in, and create a preference for, your product ... at pennies per call. 

Just as high speed machines cut production costs, well-planned business 
publication advertising cuts sales costs. It “‘mechanizes’”’ the first three 
steps of a sale and lets the salesman concentrate his valuable time and talent 
on the all-important job of making the proposal and closing the sale. 

Ask your McGraw-Hill man for a copy of our 20-page booklet, “Orders 
and How They Grow.” Also about our new sound-slide film, ‘Plateau of 


Progress” which is available for showing at sales and management meetings. 





McGRAW-HILL PUBLISHING COMPANY, INC. 
App 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


@®EARBaGUARTERS FoR seusStimess 1erFORMATION 
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G-E REVERSIBLE SHADED-POLE MOTORS —designed 
for long life—feature sealed-in, permanently lubricated 
bearings, quiet reversing for ventilating or exhausting. 


BILL STRAMPP, PARTNER, MAJESTIC AUTO PARTS, RIVERSIDE, ILLINOIS, SAYS: 


“Customer preference for G-E motors makes the 
difference between close sales and closed sales” 


“General Electric shaded-pole motors on win- 
dow fans we handle help us close sales time 
after time. The reason: customers prefer G-E 
quality. 

G-E MOTORS HELP YOU SELL 
“Customers know that the motor is an im- 
portant part of the fan. By calling customer 
attention to use of a top-quality G-E shaded- 
pole motor, we made 1955 our banner year 


for window-fan sales,"" Mr. Strampp con- 


cludes. And his experience is typical: all 
across the country G-E shaded-pole motors 
helped dealers sell in 1955. 
NO RE-OILING, LONGER LIFE 

After customer attention is directed to the 
G-E shaded-pole motor, you can capitalize on 
the motor’s outstanding features. Sealed-in 
lubrication, for instance, eliminates need for 
the customer to re-oil, and also contributes to 
long motor life by protecting bearings from 








foreign materials. 


INCREASE YOUR 1956 SALES 
Plan now to take advantage of the 1955 ex- 
perience of Bill Strampp and countless other 
dealers. On your first 1956 fan order specify 
fans equipped with G-E motors, and ask your 
supplier for sales-aid tags. Let G-E shaded- 
pole motors help you increase window-fan 
sales in 1956. General Electric Company, 
Schenectady 5, N. Y. 704-59 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


NOVEMBER, 
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MODERN AGE Cooker 
Modern Age Electrical Industries Inc., 
10231 Puritan Ave., 

Detroit, 38, Mich. 

Device: Modem Age “Creata- 
Cooker” frypan-casscrole. 

Selling Features: Consists of chrome 
plated? cover and outer case with 
molded handles and feet; thermo- 
stat and temperature dial inside 
case fits a heavy aluminum cooking 
dish; “Silectrode” element is im- 
bedded and removable from outer 
case for immersing; thermostat dial 
has 5 degs. calibrations from 150 to 
450 degs. F; designed for cooking 
and serving outside kitchen; shallow 
enough for frypan, with 3-qt. ca- 
pacity, deep enough for use as 
casserole or French fryer; glass in- 
sulated element. 





AMANA 

Refrigerators-Freezers 
Amana Refrigeration, Inc., 
Amana, lowa 
Models: FR-18 and FR-14 com- 
bination freezer-refrigerators. 
Selling Features: No. FR-18 has 
17.8 cu. ft. capacity—9 cu. ft. re- 
frigerator and 8.5 freezer; holds 297 
ibs. frozen food, occupies little more 
space than a refrigerator alone; 12-in. 
deep door contains 6 special re- 
movable features: 2 crispers for 
fruit and vegetables; relish tray; 
drawer for 2-doz. eggs; another 
for 6 Ibs. cheese; a 3-qt. pitcher 
for cool drinks; specially-designed 
Stor-Mor door with 3 vertical 
gravity feed racks for frozen pack- 
ages; a juice bar for 20 cans; auto- 





APPLIANCE 


matic defrost refrigerator located 
above freezer; a shelf of 3 reusable 
containers. 

FR-14 has 13.8 cu. ft. capacity 
with a 10 cu. ft. refrigerator on top 
and a 6.3 cu. ft. freezer that holds 
220 Ibs. frozen food on bottom. 

Main freezer compartment of 
both models has 5 freezing surfaces; 
lowest section is a_latticed-door 
compartment for ice cream and 
frozen desserts; hopper shelf has 4 
trays for 9 Ibs. ice cubes and slices; 
interior lights; Polaramic tempera- 
ture control at top of refrigerator 
compartment; roll out shelves in re- 
frigerator; 9 Ib. pull out meat tray; 
white refrigerator interior, alu- 
minum freezer interior; white 
baked enamel exterior; cabinet is 
single sheet of steel with an em- 
bossed “X”’ brace on back. 
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FRIGIDAIRE Holiday Kitchen 
Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 

Device: Free-standing, modular 
kitchen complete with intefior 
walls, lighting, plumbing and ex- 
haust facilities. 

Selling Features: Free-standing, 
self-supporting design of cach wall 
makes it possible to back one wall 
up against an unfinished stud wall 
or to use it as a non-load bearing 
partition; internally wired and 
plumbed and all outside connec- 
tions can be made at a master power 
panel and a master plumbing con 
nector block; entire kitchen unit 
scientifically designed, and in- 
cludes a full complement of work- 
saving appliances: waist-high 4-ft. 
wide, horizontal, 104 cu. ft. Pan- 
oramic refrigerator, 6 cu. ft. drawer 
type freezer, recessed fold-back 
range units with eye level controls; 
french door wall oven; automatic 
dishwasher; food waste disposer, 
push-button, self-rinsing sink with 
Mono-Tap water control; concealed 
perimeter lighting; separate lighting 
panel under cabinets; soffit also 
conceals ducts for air conditioning 
and built-in exhaust system; inte 
grated base and wall cabinets pro- 
vide storage space for utensils, 
canned goods etc plus bulk stor- 
age; Communicenter “hands-free” 
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NEWS 


NEW PRODUCTS 


telephone; intercom and _ door 
chime; built-in radio; pull-out 
memo pad and vanity complete 
with mirror; 3-way wrapping mate- 
rial dispenser and = ashtray 
and cigarette box; built-in plan- 
ning desk. 

Optional features include strip 
type electric outlets, cantilever 
recipe book holder, infra-red warm- 
ing lamp, waste receptacle, drawers 
with throw-away containers, 
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KELVINATOR Refrigerators 
Kelvinator Div., 
American Motors 
Detroit, 32, Mich. 
Models: 5 new 8 and 10.6 cu. ft. 
refrigerators, 

Selling Features: K46l'-11, 10.6 cu. 
ft. model has “Magic cycle” defrost- 
ing that uses natural heat of re 
frigerating system without added 
elements; cold-clear-to-floor design, 
freezer chest and meat tray stores 
up to 70 Ibs. frozen foods; cabinet 
comes in 8 colors—pink, beige, 
grcen, 2 yellows, gray, turquoise and 
blue, as well as white; roll-out shelf 
has anodized gold aluminum fronts; 
4-way “Magic Shelf” divided into 
2 equal sections, either or both 
swing down to make space for tall 
bottles etc. 

K44F-11, 10.6 cu. ft. in 28-in. 
cabinet stores 70 Ibs.; manually de- 
frosted; 5 door shelves for snacks, 
cass, milk etc plus separate door 
chest for 1 Ib. butter, and 2 Ib. 
cheese; twin moisture-seal crispers. 

K26F-8, deluxe 8-cu. ft. model 
has “Magic Cycle” defrost; dairy 
chest in door; for butter and cheese, 
a ee — 56 Ibs. frozen 
ood; full-width crisper. 

K24F-8 is a manually-defrosted 
companion to K26F-8. 

Space Saver K22F-8 has 8 cu. ft. 

capacity in 5 roomy shelves and 5 
handy door shelves; stores up to 56 
Ibs. frozen food. 
Prices: K46F-11, $339.95; K44F-1}, 
$289.50; K26F-8, $259.95; K24F-8, 
$239.95; K22F-8, $199.95; $15 ad- 
ditional for color on K46F-11, 


Corp. 
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TAPPAN Range 
The Tappan Stove Co., 
250 Wayne 5$¢., 
Mansfield, O. 


Model: “Twin Master’ - double- 
oven, 36-in, range. 

Selling Features: ‘I'wo ovens, 2- 
broilers, 2 storage compartments; 
ovens are heated ‘Tappan convek 
clements; top of range features in- 
clude Speed-Flex units--thin tube 
units that heat and cook fast; 
T-heats, divided top; automatic 
clock turns master oven on and off; 
picture-frame backguard with cop- 
pertone styling has built-in ‘Tappan 
visiguide cooking chart; Tel-U-In- 
dicator tells which part of range is 
turned on; fluorescent top light; 
available with or without built-in 
removable griddle between top ele- 
ments; a porcelain enamel cover. 





MONARCH Wringer-Washer 
Central Rubber & Steel Corp., 
Findlay, Ohio 
Model: Monarch wringer-washer 
EE300, 
Selling Features: Splashproof tub 
holds 8 to 10 Ibs. clothes; alu- 
minum, oe agitator has velva- 
finish, aluminum alloy post; 
ae. Westinghouse or G.E. mo- 
tor, Lovell wringer has dual c, 
constant pressure device; cleanable 
pump; automatic timer shuts motor 
off when time dialed has expired, 
dial calibrated according to fabrics; 
white baked enamel skirt with Mi- 
ami blue and flame trim; available 
with or without pump. 
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Family Cirele has twice 





Why does Family Circle have 
more single-copy sales than 
any magazine ever...more per 
issue than Life, Look and Post com- 
bined? Look inside any issue for 
the top name writers...expert 
editorial to serve your wife... 
delightful features to entertain you 
and the whole family. Over 4,000, 
000 families think so highly of 
Family Circle they get it not by 
matter-of-course subscription but 
by single-copy choice! Family Circle 
is their magazine—not to dream 
by alone... but fo live by! 


M°CALLS, GOOD HOUSEKEEPING, 


Here’s the score on single-copy sales per issue: 


FAMILY CIRCLE ..... 4,152,751 
Ladies Home Journal .... 1,625,160 
McCall's 1,321,496 
Woman's Home Companion . 1,083,836 

905,931 


Source: Publishers Statements for the period ending June 30, 1955 























TT 
the newsstand sales of 
JOURNAL OR COMPANION ! 


Every sale is to a family pur- 
chasing agent! Because chains 
locate new stores only in best-sales 
areas, Family Circle automatically 
reaches your best market: young 
families in new homes and new 
neighborhoods around shopping 
centers. Subscription-type maga- 
zines take their circulation wher- 
ever the mail goes—from prospects 
and non-prospects. Family Circle 
gives you circulation wherever your 
market goes: big families in fast- 
growing neighborhoods...where 
your business is best! \ 





You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corpecration of America shows: 


71.6% of Family Circle households received none of these leading weeklies: 
Life, Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s 
magazines: Ladies’ Home Journal, McCall’s, Good Housekeeping, 
Woman's Horne Companion. 


83.6% of Family Circle households received neither of these leading shelter 

















BILL STRAMPP, PARTNER, MAJESTIC AUTO PARTS, RIVERSIDE, 
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G-E REVERSIBLE SHADED-POLE MOTORS —designed 
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“Customer preference for G-E motors makes the 
(lifference between close sales and closed sales” 


“General Electric shaded-pole motors on win 


dow fans we handle help us close sales time 


after time. The reason: customers prefer G-E 


quality 


G-E MOTORS HELP YOU SELL 
“Customers know that the motor is an im 
portant part of the fan. By calling customer 
attention to use of a top-quality G-E shaded 
pole motor, we made 1955 our banner year 


for window-fan sales,’ Mr. Strampp con 


cludes. And his experience is typical: all 
across the country G-E shaded-pole motors 
helped dealers sell in 1955. 

NO RE-OILING, LONGER LIFE 
After customer attention is directed to the 
G-E shaded-pole motor, you can capitalize on 
Sealed-in 


eliminates need for 


the motor’s outstanding features 
lubrication, for instance, 
the customer to re-oil, and also contributes to 


long motor life by protecting bearings from 





foreign materials. 
INCREASE YOUR 1956 SALES 

Plan now to take advantage of the 1955 ex 
perience of Bill Strampp and countless other 
dealers. On your first 1956 fan order specify 
fans equipped with G-E motors, and ask your 
supplier for sales-aid tags. Let G-E shaded 
pole motors help you increase window-fan 
sales in 1956. General Electric Company, 
Schenectady 5, N. Y. 4-59 


Progress /s Our Most /mportant Product 


GENERAL 
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magazines: Ladies’ Home Journal, McCall's, Good Housekeeping, 
Woman's Horne Companion. 


83.6% of Family Circle households received neither of these leading shelter 
: moaazines: Better Homes & Gardens, American Home. 








. Te he defrast rctngei ! ted tcl phone intercom ind door 
ibove freezer; a shelf of 3 reusable hime; builtan radio; pull-out 
container memo pad and vamity complete 

rR-14 has 13.8 cu. ft ipacit vith mirror; 3-way wrapping mate 
vith a 10 cu. ft. refrigerator on toy ial disp user and lighter, ashtray 
ind a 6.3 cu. ft. freezer that hold ind cigarette box; built-in’ plan 

0 lbs. frozen food on bottom ning desk 

Main freezer compartment of Optional features include strip 
both wodc's has 5 freezing surfaces type electric outlets, cantilever 
jowest sechion is a lattwoed-chow fOCHPE DOOK Older, whet tect Waa 
ompartment for ice cream and ing lamp, waste receptacle, drawer 
frozen desserts; hopper shelf has 4 with throw-away contamer 


trays for 9 lbs. ice cubes and slice 


nterior lights; Polaramic tempera 


MODERN AGE Cooker 


Modern Age Electrical Industries Inc., ture control at top of refrigeratot 

ian a aa mpartment roll out shelves in re 

Device Modern \ Creata trigerator; 9 Ib. pull out meat tray 

Cool rane white refrigerator interior, alu 

minum freezer interior whiite 

Selling Features . sists Of Chrome vaked enamel exterior; cabinet is 
ated _ “ " Pp + with ingle heet of steel with an em 
ided fi ind icrmo ’ , 

tal ind te lip rature dial imside ossed “X" brace on bach 

ise fits a heavy aluminum cooking 


h Silectrods clement 1s im 
vedded and removable from outer 
ise for immersing; thermostat dial 

has 5 degs. calibrations from 150 to 
H50) deg | designed fo! ooku p 
ind serving outside kitchen; shallow 
nough for frypan, with 3-qt. ca 





KELVINATOR Refrigerators 


Kelvinator Div., 
American Motors Corp. 
Detroit, 32, Mich. 
Models: 5 new § an 
refrigerator 


FRIGIDAIRE Holiday Kitchen Selling Features: K46b-11, 10.6 cu 


acity, deep enough for use a 





isserole or French fryer; glass in 


10.6 cu. ft 








Frigidaire Div., General Motors Corp., ft. model has ‘““Magic cycle” defrost 
Dayton, 1, Ohio ing that uses natural heat of 1 
Device: l'ree-standing, modular frigerating system without added 
kitchen complete with interior elements; cold-clear-to-floor design; 
valls, lighting plumbing and ex freezer chest and meat tray stores 
lhhaust faciliti up to 70 Ibs. frozen foods; cabinet 
Selling Features Ih ree-standing, comes in 5 colors—pink, beige, 
lf-supporting design of each wall sreen, 2 yellows, gray, turquoise and 
makes it possible to back one wall blue, as well as white; roll-out shelf 
up against an unfinished stud wall has anodized gold aluminum front 
1 to use it as a non-load bearing t+-way “Magic Shelf” divided into 
partition internall wired ind equal sections, either or both 
plumbed and all outside connec wing down to make space for tall 
tions can be made at a master powe! bottles et 
panel and a master plumbing con K44h 1] 10.6 cu. ff. im 28an 
AMANA nector block; entire kitchen unit cabinet stores 70 Ibs.; manually de 
Refrigerators-Freezers cientifically designed ind oin frosted; 5 door shelves for snack 
Amana Refrigeration, Inc., ludes a full complement of work eggs, milk etc plus separate door 
Amana, lows ving appliances: waist-high 4-ft chest for 1 Ib. butter, and 2 Ib 
Models: FR-18 and FR-14 com vide, horizontal, 104 cu. ft. Pan cheese; twin moisture-seal crispers 
bination freezer-refrigerator wamic refrigerator, 6 cu. ft. drawer K261I"-8, deluxe §8-cu, ft. model 
Selling Features: No. FR-15 ha type freezer, recessed fold-bach ha Magic Cycle” defrost; dairy 
7 1. ft. capacity—9 cu. ft. re range units with eye level control chest in door; for butter and chees« 
frigerator and 8.5 freezer: holds 297 french door wall oven; automati 4 in, wide provides S6 lbs. frozen 
lbs. frozen food, occupies little more dishwasher; food waste disposer food full-width crisper. 
pace than a refrigerator alone; 12-in push-button, self-rinsing sink with K24F-8 is a manually-de frosted 
leep door contains 6 special re Mono-Tap water control; concealed ompanion to K269'-8. 
movable feature 2 crispers for perimeter lighting; separate lighting Space Saver K22F-8 has 8 cu. ft 
fruit and vegetablk relish tray panel under cabinet offit also ipacity in 5 roomy shelves and 
drawer for 2-doz. eggs; another: onceals ducts for air conditioning handy door shelves; stores up to 56 
for 6 Ibs. cheese; a 3-qt. pitcher ind built-in exhaust system; inte lbs. frozen food 
for cool drinks; specially-designed grated base and wall cabinets pro Prices: K46l'-11, $339.95; K44F-1] 
Stor-Mor door with 3 vertical vide storage pace for utensil $289.50; K26F-8, $259.95: K24F-8 
gravity feed racks for frozen pack- canned goods ete plus bulk stor 239.95; K22F-8, $199.95; $15 ad 
ges; a juice bar for 20 cans; auto age; Communicenter “hands-free” ditional for color on K46F-1] 
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TAPPAN Range 


The Tappan Stove Co., 

250 Wayne St, 

Mansfield, O. 

Model Iwin Master double 


oven, sO-in. Tange 


Selling Features: Iwo ovens, 2 
broiler: torage compartment 
ovens are heated by 1] ippan \ onvek 
clements; top of range features in 
clude Speed-blex units—thin tub 
units that heat and cook tast 
heat civided top; automat 
clock turns master oven on and oft 
picture frame backguard with cop 
pertone styling has built-in Tappan 
visiguide cooking chart; ‘Tel-U-In 
dicator tells which part of range 4 
turned on; fluorescent top light 
ivailable with or without builtin 
removable griddle between top cle 
ment 1 porcelain enamel cover 


MONARCH Wringer-Washer 
Central Rubber & Steel Corp., 
Findlay, Ohio 

Model Monar li Wrilgcr-Wa her 
11300 

Selling Features: Splashproof tub 
hold s to 1O Ib clothe ili 
minum vane agitator ha clva 
glaze finish, aluminum alloy post 
4h p Westinghouse or G.I mo 
tor; Lovell wringer has dual range, 
constant pressure device; cleanable 
pump; automatic timer shuts motor 
off when time dialed has expired 
dial calibrated according to fabric 
white baked enamel skirt with Mi 
imi blue and flame trim; available 
vith or without pump 
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Why does Family Circle have 
more single-copy sales than 
any magazine ever...more per 
issue than Life, Look and Post com- 
bined? Look inside any issue for 
the top name writers...expert 
editorial to serve your wife... 
delightful features to entertain you 
and the whole family. Over 4,000, 
000 families think so highly of 
Family Circle they get it not by 
matter-of-course subscription but 
by single-copy choice! Family Circle 
is their magazine —not to dream 
by alone... but to live by! 


Family Circle has twice 
M°CALLS, GOOD HOUSEKEEPING, 


Here’s the score on single-copy sales per issue: 


FAMILY CIRCLE 
Ladies Home Journal 
McCall's 

Woman's Home Companion . 
Good Housekeeping. . . 


..... 4,152,751 
1,625,160 
1,321,496 
1,083,836 
905,93! 


Source: Publishers’ Statements for the period ending June 30, 1955 
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the newsstand sales of 
JOURNAL OR COMPANION ! 


Every sale is to a family pur- 
chasing agent! Because chains 
locate new stores only in best-sales 
areas, Family Circle automatically 
reaches your best market: young 
families in new homes and new 
neighborhoods around shopping 
centers. Subscription-type maga- 
zines take their circulation wher- 
ever the mail goes—from prospects 
and non-prospects. Family Circle 
gives you circulation wherever your 
market goes: big families in fast- 
growing neighborhoods...where 
your business is best! 





You cannot reach this vital market effectively with other magazines! 


A continuing national study of 5,800 families conducted by 
the Market Research Corporation of America shows: 


71.6% of Family Circle households received none of these leading weeklies: 
Life, Look, Saturday Evening Post. 


63.0% of Family Circle households received none of these leading women’s 
magazines: Ladies’ Home Journal, McCall’s, Good Housekeeping, 
Woman’‘s Home Companion. 


83.6% of Family Circle households received neither of these leading shelter 
magazines: Better Homes & Gardens, American Home. 
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JORDON Refrigerator-Freezer 
Jordon Retrigerator Co., 

7900 Tabor Rd., 

Philadelphia, Pa 

Model Jordon Lup Lt 


friverator-freezet 


Selling Features: A full size refi 

erator 74 cu. ft. on top md a full 
ize freezer 11.4 cu. ft. on bottom 
ha refrigeration tom vith 
control for 
each compartment; leather-grained 


cparate te mperatur 


modized aluminum imterion in 
old, chrome and blu Adjust-O 
matic; doors in both sections lift oft 
"pin hinges for ca istallation 
itch in chrome md = metally 
byline trigger-action and builtan 
lock rounded interno omer 

cit-detrosting refrigerator ection 


has Custom Line stor ipee door with 
butter and cheese cleat plastic con 


tain removable | doz. « r tra 


hiding door compartment full 
idth for stormg small package 
irtons, jars, glass crisper shelf wit! 
large sliding plastic crispers fixed 
jummum shelf and a swing-down 

helf over bottled storage ar 
freezer ection mchucde forage 
door with aluminum gold anodized 
racks for carton mad small pack 
Th in ) Hh pte mn oc 


persel recy pl itt hel vith 
refrigerant coil bonded “lite iard 
wal heht 


Price: 9529.50 





WHIRLPOOL Ironer 


Whiripool-Seeger Corp. 

St, Joseph, Mich. 

Model; Supreme automatic ironer 
Selling Features 
26 in. long, 64 in. diam. roll; roll 


open ends on 


has low speed for intricate or heavy 
pieces, high for linens and flat work 
and press position for pressing; 
pushbuttons for preheating sho 
motor; touch-a-bar 
hoe control actuates shoe in and 
out of contact with roll; automat 
pilot light indicates when heat is 
on; dual thermostats and fabri 
dials—one at each end of shoe; kne« 
roll stop control; self-adjusting foot 
rest; 2 end shelves and a lap shelf; 

telescoping clothes bars; whit 


ind starting 


enamel finish 
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PREWAY Ovens 


Preway Inc., 

1430 Second St. N., 
Wisconsin Rapids, Wis 
Device Impro d Wallchet elect: 
Bilt-In oven 


Selling Features: Kedesigned com 


ynation automat wen control 
lock and timer opper tainl 
teel, whit llow rreen porce 


lain firnashy 








ABC Washer-Dryer 
Matchmates 


Altorfer Bros. Co., 

Peoria, tll 

Nlodels \B LY >I ustom Dy 
uxe, Deluxe and Standard Match 
ake Wal her md aryel 

Selling Features: Custom Deluxe 
ABC-O)-Matic washer, No. Sl, ha 


wash cycl hampoo vash if 
tion to pre-wa h clothe Centr 
igitator; overflow rinse; 9 lbs. capa 
ity; flexible mntrols; water tempera 


ture selecto po clam tub imsid 
ind out por clam cabinet top md 
hid \ li.p motor idiustable | 

Delus \BC-O-Mat No | 
has shampoo ction p vash, Ce 
tric agitator; overflow rinse; 9 Ib 
capacity flexible ontrol water 
temperature selecto porcelain tub 

ibinet top and lid; 4 hop. motor 

Standard ABC-O)-Mat washer 
No. 6] ime as Ne | without 
backsplash panel 

Custom drver CF, features Jet 
Aire drying; | dial 120 min, tun 
control; |-temperature pre-set at 
factory; 9 lbs. « pacity; 2-way vent 
ing at right or rear; porcelain, per 
forated drum; 4400 watt element 
illuminated interior; Sirocco type 
fan operates at 1500 rpm i pon 
white enamel cabinet; ca i 
ervice lid. 

Deluxe, Al ume as CF’ except 
for exterior styling and interior 
light. 

Standard BI’, same as Al’ except 
for exterior styling 

Gas drvers CGF, AGF and BGI 


also available in matching cabinet 


for ( ustom Del ‘ ind ot idard 
vashers hia imme featur iS cle 


xcept for ga fuel 





KELVINATOR Ranges 


Kelvinator Div., 
American Motors Corp., 
Detroit, 32, Mich. 


Models: 4 new 30-in. KR-1'38. KR 
136, KR-Z34 and KR-F 32 


Selling Features: KR-138 has di 
posable alumimum foil oven lining 
side racks and a bottom rack 
holds lining im place; an extra sup 
ply of foil is included; new ther 
mostatic-action switches on all 4 
urface units control electricity 
used-switche otter superheat,’ 
high, medium, low, fry and high 
medium and low cook settings; illu 
iminated dials for easy adjusting 
vitches; large pan settings along 
left of knob control and small pan 
ettings along right of knob con 
trol; light gray inner coil indi 
cates surface for small pans. ‘Twin 
Rocket” surface units for flexibl 
fast cooking; flat, thin tube unit 
hug utensils 
“Great Scot oven equipped 
with “radiant rod” bake and broil 
units give preheat of 350 degs. in 
> min.; automatic preheat cutoff 
turns off both elements when tem 
perature is reached; oven signal 
light glows when oven units are on 
Gold-stvled backguard has timed 
ippliance outlet, minute minder 
electric clock, full-width fluorescent 
lamp that floods cooking surface 
ivailable in beige, pink, 2 shade 
of yellow, gray, blue, turquoise, and 
green, as well as white 
KR.-I 36, features “Great Scot 
oven, automatic oven timer, oven 
light, glass window in door; twin 
“Rocket” surface units control 
led by 7-position Picto-Heat 
witches. Backguard has timed ap 
pliance outlet, full-width fluores 
cent top light; 8 colors plus white 
KR-Z34, has automatic oven 
timer for “Great Scot” oven plu 
Radiant rod” bak 


ind broil units; 7-position “Picto 


minute minder 


Heat’’ switches for surface unit 
illuminated with full width fluore 
ent light 

KR-F32 has “Great Scot” oven 
radiant rod units and signal light 
7-heat surface switches. 
Prices: KR-F'38, $299.95; KR-F'36, 
$259.95: KR-Z34. $239.95: KR 
32, $199.95; $15 extra for color 
on two top models 





NORGE Freezer 


Norge Div., 

Borg-Warner Corp. 
Merchandise Mart Plaza, 
Chicago, 54, Ill. 


Device: N | ft. upright 
freezer No. VF-13 
Selling Features: An adjustable 
shelf for large meat packages; dou 
ble-deep shelves in Handidor; large 
roll-out basket and 2 half-width 
storage baskets for small packages; 
freezer temperature can be kept as 
low as 20 degs. below zero; signal 
light at bottom goes off automati 
illy if current fails or temperatur 
ife level; iutotype lock 
color styling includes black and 
gold trim on white exterior and 
Alaska-tone green interior; Power 
King compressor 


Price: $429.9 


rises above 


TREES 
4 





CAN ARM Glass Heaters 


Can Arm Corp. 
Chazy, N. Y. 
Models: Can Arm radiant glass 
heaters in portable, surface wall 
type and baseboard model 
Selling Features: Portable model 
hown available with and without 
thermostat in 1000 and 1250 watt 
unit with I18- or 230 volts 
chrome, or enamel finish. Glass 1s 
mounted on rubber cushions; 1000 
watt size heats 10x10 ft. room 
1250 watt heat 12x12 ft. room 
Surface wall type is mounted on 
wall surface; comes in 1000 and 
1509 watt sizes; built-in thermostat 
ivailable. 
Baseboard 


onvectors with or 


without thermostats in 500, 1000 
ind 1500 watts: or 230 volts 
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LA 
Console 


$9202 
~~ RAYTHEON “se 


Now, the beauty of genuine maple, FIRST TIME at less than 





Suggested List Price 
jher 
v 





$300—a smashing follow-up to the many Raytheon “firsts” that have paced 


the industry, have kept Raytheon dealers consistently “‘out front.”’ 


RAYTHEON MANUFACTURING COMPANY 
Television and Radio Operations 


5921 West Dickens Avenue « Chicago 39, Illinois 
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Model C-220—VHF 
Model UC-221 









Plus many wonderful 
new Raytheon features 
like these... 






: 


ae Ee 


j 


y 
j . 
‘| 


STAND UP TUNING 

All controls at your fingertips. No bend 
ing of stooping. Another widely wmitated 
Raytheon ‘first’ to keep you out ahead 





EXCLUSIVE OVERLOAD RELAY 


A new Raytheon exciusive that saves 






service calls—eliminates replacing fuses 





ALUMINIZED PICTURE TUBE 


Huge, 270 sq. in. picture—the most beau 
tiful depth and definition you've ever seen! 


IMPROVED VERTICAL CHASSIS 
Introduced by Raytheon, now greatly im 
proved makes service easier 
eliminates trouble-causing components 


set is more compact 
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ADMIRAL Refrigerator 
Admiral Corp., 
3800 Cortland S$t., 
Chicago, 47, til. 
Device DA-745 i tet. am 
DA-960, 9.2 cn. ft. refrigerator 
Selling Features: DA-745 contain 
butter keeper, s door shelve ful 
width freezer chest and frozen sto 
ge drawer; glacier tone interior 
full width crisper available with 
optional ICCESSOT 

DA-960 has automatic defrost 
ing; % door shelves; full width 
freezer chest, frozen storage drawer 
full width crisper; butter keeper 
glacier tone interior 
Prices: DA-745, $179.95; No. DA 
960, $199.95 





oe 


HAMILTON BEACH Mixer 
Hamilton Beach Co., 

Div. Scoville Mfg. Co., 

Racine, Wis. 

Device: Hamilton Beach food m 
m chrome finish 


Selling Features: Incorporates all 
features of standard model: Mp 
guide, bow! control, |-hand opera 
tion; casy portability and magi 
beaters; plus 2 stainless steel bow! 
Mix-timer optional 


Price $49.95 le: timc 


—a ee - 
— 1 bts 
U 


.. - 





NELSON Cooker-Fryer 


The Nelson Machine & Mfg. Co., 
Box 354, Ashtabula, Ohio 


Device: Nelson cooker-frvet 

Selling Features: Automatic heat 
control; 54 qt. capacity; heavy 
gauge aluminum interior; signal 
light; transparent glass lid; wir 
drainage basket and handle: inst? 
lated handles and feet; built-in food 
temperature chart 

Price: $19.95 
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AMERICAN KITCHENS 
Cabinets 
American Kitchens Div., 
AVCO Mfg. Corp., 
Connersville, Ind. 
Device: American Kitchens cabinet 
to standardize built-in oven field in 
troduce universal” cabinets to a 
mimodate 14 competitive make 
of built-in electric ovens and an 
other that will take 10 competitive 
ms oven 
Selling Features: Both models avail 
ible in white steel and the wood 
copper-steel Pioneer lines; wall cabi 
nets m 24 in. widths available to 
tack on top of “universal” cabinet 
to match up with rest of kitchen at 
1 or 84 in. height; a standard 
front panel for these range bas 
ibinets will also be availabl ilso 
1 corner wall Handy Pantry—a re 
olving storage cabinet with 3 circu 


lar shelves, in white or copper 





WHIRLPOOL 1956 Washers 


Whirlpool-Seeger Corp. 
St. Joseph, Mich. 


Models | iutomati linperal 
Suprem Custom Delux incl 
Surgomatic wrin r-washer 


Selling Features: imperial ha 

le achion—regular and = dehcat 
fabric; tran parent timet dial with 
indirect lighting m center of tran 
parent consol tvle guide-lite con 
trol panel has fluorescent hght im 
red, dark or light blue, green, pink 
or yellow in addition to whit 
> Watcr le vel cle 
end of panel; auto 


temperature and 
tor it either 
matic builtan Suds-muiser optional 
two 7-second cycletone signals; 11 
luminated interior; ultraviolet lamp 
porcelain, 9 Ib. top opening tub 
illuminated push-button door 
lease; casters optional; self-leveling 
legs 

Supreme washer has 9 lb. capac 
ity. console stvle illuminated guide 
lite control panel with illuminated 
gold-frame glass panel; timer dial 


with selective wash mc, dchcat 
fabric guide, water temperature and 
water level selector; red light indi 
itors show water level; Suds-mi 


yptional top oading door elf-] 
lin leg tractab t ) 
tional 

Custom washer has 8 lbs. ¢« ipa 
tv: 244 in. wide; gold escutcheon 
plate contains timer dial, water 
temperitiur i antes for hot o1 


varm loads; water level 1 ontroll 
by float valve for full loads; Sud 
Miser and retractable casters op 
tional 

Deluxe washer same size as Cu 
tom, has low-console control pancl 
with single operating dial; 5 Ib 
capacity; water level automaticall; 
ontrolled for full loads or may be 
clected for anv level desired for 
water tempera 
ture is selective; porcelain tub, self 
leveling legs; retractable caster 


partial load rinse 





Surgomatic, semi-automatic 
vringer washer has porcelain tub 
inside and out in white or Strafford 
vellow; pushbutton controls; time: 
dial: evcle end bell and shuts off 
iutomatically; time guide for differ 
ent fabrics; ‘hold’ position for con 
tinuous operation; “drain” pushbut 
ton control; 3-in. wringer rolls have 
+ release controls; 10 Ibs capacity 
+t casters with toe-operated locks 





PERFECTION Heater 


Perfection Industries, Inc., 
7609 Platt Ave., 
Cleveland, 4, Ohio 


Device: Recessed wall heater N 
OWS5 

Selling Features: Has 58,000 btu 
output; vaporizing burner; Midget 
pilot; pressurized burner; constant 
level fuel valve with high tempera 
ture limit control: 10-in. propeller 
type fan with aluminum blade 


stecl combustion chamber mc 


radiator with rust-resistant finish 
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wall opening required 524x234 in 


grill is 53 in. high in. wide and 


s in. deep silvertone brown baked 
enamel finish 








ADMIRAL Range 


Admiral Corp., 

3800 Cortland St, 

Chicago, 47, Ill. 

Model: DA-745, 30-in. range 
Selling Features: Automatic time: 
even oven heat distributor; miucr 
tube surface unit; automatic basting 
md turning rotary roaster; cast ali 


minum  flex-o-grill ivailable i 
plug-in accessory for $49.95 pre 
vides unlimited number of heat 
icttings from 200 to 430 degs. | 


permits dialling exact heat for an 
vriddle cooking need 


Price: $199.95 





KELVINATOR Dryer 


Kelvinator Div., 
American Motors Corp., 
Detroit, 32, Mich. 


Models: 3 models: DEF-9, DEK- 
ind DEF-2 


Selling Features: DEI-9, a com 
panion to WAIK-9 wa her, feature 
Do-All” dial that controls dryvim 
time 5 to 120 min.; dial can b 
stopped it an tin moved im 
cither direction to reset or speed uy 
drying; motor and heat unit shut 
off automatically 
when door is opened, operations r 


cvlinder top 


ume when door is closed; inter 
floodlight: gla window in d 
iberglas backguard stvling with 
red and milk white overlinin 
matches WAF.9 washer; full-width 
fluorescent light illuminates work 
urface top 

DEF-6. chrome and gold high 
backguard ifety door with win 
dow, back or side vent; single aut: 
matic timer control knob 

DEF-2 ilver-styled aluminun 
backguard, safety door with win 
dow: back or side venting; singk 
jutomatic timer control; capacit 
up to 18 Ibs. wet clothes, all dry« 
ire 30 in. wide. 
Prices: DEF9. $24995: DEF- 
$199.95; DEF-2, $159.95. $10 
idditional for colors on DEF-9 
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TIE IN WITH THIS REPUBLIC 


STAINLESS STEEL SPECIAL! 











36° DOUBLE 

BOWL 
STAINLESS 
STEEL SINK! 


and Stainless Steel Serving Cart 


FEATURE BOTH FOR THE 
PRICE OF THE SINK ALONE! 


Sensational Value— You offer both for only $159.95! (Five dollars 
higher Denver and West.) The cart alone ordinarily sells for $44.95. 


In Trend-Setting Stainless Steel—The glamorous, carefree material 
that women have discovered! The sink is Republic's Enduro satin- 
finish stainless steel, double-bowl beauty with de luxe fittings. The 
handsome serving cart is the same material. 


No Switch-Model Selling—This is what they want, and this is what 
you sell em... at a good profit! An “Extra Bounty” bonus makes it 
extra profitable on succeeding sales. And this sink sparks add-on 
sales because it just begs to be surrounded by a complete new kitchen. 


Free Sales Aids—Colorful banners, display cards, feature stickers 
and consumer broadsides, delivered with the sink and cart, make 
you exciting headquarters for this big event! 


THIS COUPON PUTS YOU IN THE 
_ PROFITABLE KITCHEN BUSINESS 


“eee eee ee een aee cae ewe ewe a 


You're in on this full-margin profit promotion and the 
kitchen business only if you've given the green light to your 
Republic Steel Kitchens Distributor. Contact him, or use 
the coupon and we'll get him to you fast. Write to: 


REPUBLIC STEEL KITCHENS, Berger Division 
1012 Belden Avenue, Canton 5, Ohio 


My 


Dealer Store— 





a 


Signature 
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1955 
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Sane 


NOVEMBER Sy 
« » 


STAINLESS 





November ts Stainless Steel Month! 


TIE IN WITH THESE FREE 





POINT-OF-PURCHASE MATERIALS! 


PROMOTE AND SELL 
ALL STAINLESS STEEL ITEMS 
FOR HOLIDAY GIFTS! 


Republic Steel Is The Big Push Behind Stainless—A full-color 
spread in November 5th Saturday Evening Post features a 
host of stainless steel housewares and 5 mea for 
Christmas giving. Flatware, holloware, cooking utensils, 
trays—everything made of this glamorous, practical, life 
time material—will move during this merchandising event. 
Get your store identified as local headquarters when folks 
shop for stainless. Republic offers you a free, complete 
package for store tie-in; includes ad reprint counter card, 
die-cut hostess counter cards, colorful banners, Christmas 
wall banners and price tags, POST stickers, and newspaper 
and radio script helps. 


WRAP UP STAINLESS SALES EARLY! 
SEND FOR THIS FREE PACKAGE 


NOW! 


c*----=—-=- ——_—-— - - ———-— oo o 





i 

REPUBLIC STEEL CORPORATION, Advertising Dept. 
' 3168 East 45th Street, Cleveland 27, Ohie 

i 

' Please send me the free Stainless Steel Month” 
4 merchandising kit. 

' 

' 

i 

' Dealer Store eeceitinndintinidementnnes 

| 

' 

a Jone State 

‘ 

' 

, Signature... ——————————— 

i 
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G-E Blanket 


General Electric Ceo., 

Small Appliance Publicity, 

1285 Boston Ave., 

Bridgeport, Conn. 

Device: New GE. Deluxe automati 
blanket 

Selling Weatures: New fabric of 
rayon, cotton, shirinkproof, color 
fast, non-allergic and mothproof 
new modem-design appearance; a 
mafety hanger is included with each 
control; GA leep-guard wiring 
Price: Twin-bed model, %$34.95. 
Double-bed single and dual con 
trols, $39.95 and $49.95 





KELVINATOR Washers 


Kelvinator Div., 
American Motors Corp., 
Detroit, 32, Mich. 


Models: 4 automatic washers and | 
semi-automatic 

Selling Features; WAl9 delux 
automatic has “Do-All” dial for 
flexible control of 2 cycles, one for 
regular loads, the second for small 
loads and fine fabrics; 3-way agi 
tator has blades of soft rubber that 
act on clothes like flexing of hands, 
perforations in shaft eject jets of 
water in off-center circle; 3-way 
agitator provides circular, shampoo 
and water jet action regular cycle 
runs 324 min, using 30 gal. water; 
fine fabric cycle runs 164 min. and 
uses 183 gal; Tel-A-Fabric signal 
lights on backguard show cycle 
wrogress, full-width fluorescent il 
uminates work-surface; automatic 
leg stabilizer; counterbalanced lid 
with glass window; push-button 
temperature selector; 2-cycle revers 
mg timer; 

WAF-6 chrome and gold-styled 
backguard; automatic leg stabilizer; 
counterbalanced lid with glass win 
dow; water temperature selector 
knob; 2-cycle timer; full-width flu 
orescent top light; all-fabric control 
knob for regular and fine fabrics 

WAZ.4, chrome and gold back 
guard, titanium porcelain finished 
top and tub, water temperature 
sclector knob; automatic contro! 
knob 
WAF-.2, | silver-styled aluminum 
backguard, titanium porcelain fi 
nished lid, top and tub; automatic 
control knob. 
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WSF-2, silver-styled aluminum 
backguard, titanium lid, top and 
tub; semi-automatic control knob 


with 3 settings for wash, off and 
spin all models have 9 Ib. dry 
lothes capacity; 25 in. wide, 2534 
in. deep 


Prices: From $349.95 to $209.95 
Color on top model $10. extra 





COVERED WAGON Barbecuer 


George Henry Co., 
Morton Grove, Ill. 


Device: Covered Wagon barbecuer. 
Selling Features: Arched shaped 


' canvas stipl finish aluminum cover 


reflects heat by radiation in addi 
tion to direct heat from coal 
chrome plated diamond-mesh grill 
idjustable to 3 positions by turn of 
dial; chromeplated spit rotated by 
fan-cooled motor with oil encased 
gears; aluminum shelf; provides 
spac for roasting corn, potato 
etc.; 18 gauge steel chassis 

Available in add-on kits: starter 
unit includes frame, fire box, grill 
and 3 position raising mechanism, 
$24.95; Unit No. 2 contains chassis, 
wheels, handles, cutting board and 
bun warmer, $24.95; 3rd package 
includes cover with heat indicator, 
motor, spit and shelf, $49.95 
Price: $99.50 complet 





DOMINION Hair Dryer 


Dominion Electric Corp. 
Mansfield, O. 


Device: Dominion hair dryer in 
decorator colors 

Selling Features; No. 1803-P, pink, 
1803-T’ turquoise, 1803-C chrome 
and black; “Hand-L-Stand” keeps 
both hands free, permits adjusting 
to any desired angle; 2-way control 
switch assures hot and cool air de 
livery; modern “jet stream’’ nozzle 
for concentrated air flow; form-fit 
ting handle for easier use; non-tip 
base: 330-watts, a.c. 


Price: $9.95 











ADMIRAL Freezers 
Admiral Corp., 
3800 Cortland St., 
Chicago, 47, Ill. 


Model: 17C59 chest and 14U49 
upright freezer 

Selling Features: No. 17C59 chest 
freezer has 590 Ib capacity; No 
14049, 14-4t. upright has 5 door 
helves; a full width roll-out basket 
on nylon glide canyon copper 
trim 

Prices: No. 17C59. $379.95: No 
140/49, $299.95 





og) 


VIBRA-BRUSH Hair Brush 


Vibra-Brush Corp. 
42 Broadway, 
New York, 4, N. Y. 


Device: Vibra-brush electncally vi 
brating hair brush 

Selling Features: Performs brushing 
and massage operation automati- 
cally; bristles are controlled by tiny 
motor; of anodized aluminum; 
bristle head is detachable for rinsing 
ind makes possible the use of indi- 
vidual brushes for cach member of 
family; 8-ft. cord 


Price: $9.95; deluxe model, $12.95. 





HADDON Clock-Pen Sets 


Haddon Products Inc., 
Chicago, 8, III. 


Models: Golden Visionette Execu 
tive and Commodore Executive. 


Selling Features: Executive line of 
clock pen desk sets have base and 
rim of pressure cast 24K gold plated 
metal; see-thru mystery dials, etched 


ind filled with gold; etched nautical 
dial screen, marine wheel handles, 
on Commodore 

Eversharp mounted pen sets, 
ivailable in one and two pen sets 
Prices: From $28.95 for Visionette 
Executive with single pen to $41.95 
for Commodore Executive with 2 
pen: 





WHIRLPOOL 1956 Dryers 


Whirlpool-Seeger Corp. 

St. Joseph, Mich. 

Models: 4 automatic dryers, (op 
tional gas or electric)—Imperial, Su 
preme, Custom, Deluxe—and a 
super-speed Imperial gas dryer. 
Selling Features: Imperial dryer 
matches Imperial washer in size and 
ippearance, has similar console 
ityle guide lite control panel, 
fluorescent lighting with optional 
color; transparent timer dial; auto 
matic, temperature heat selector 
and fabric guide may bet set for 
195, 165, or 135 degs. drying tem 
perature, delicate fabric heat con 
trol is pre-set at 110-120 deg.; both 
controls have red light which glows 
when dryer is in operation; porce 
lain enamel top, front-loading door, 
interior light; ultra-violet lamp; 
built-in lint screen on top; cycle 
end signal; retractable casters op 
tional for electric model; gas unit 
has automatic pilot and burner igni- 
tion. 

Imperial Super-Speed gas dryer 
operates at high gas output and 
greater air flow, 5 temperatures ar 
available: 195, 165, 135, each with 
fabric indicator and a delicate fab 
ric setting of 110 degs. plus an air 
drying setting; identical to Impe- 
rial dryer in design and appearance. 

Supreme dryer has 10-lb. capac- 
ity, console style, illuminated guide 
lite panel with full range heat con 
trol, fabric guide, delicate fabric 
control and selective timer dial; red 
light indicators show time and tem- 
peratures selected; ultra-violet lamp, 
interior light, automatic push-but 
ton door release; built-in lint screen 
optional retractable casters for elec- 
tric model; gas model has automatic 
pilot and main bumer ignition 

Custom dryer has 10 Ibs. capac 
ity, 29 in. wide; adjustable tempera 
tures with dial settings of 135, 165 
and 195 degs; selective timer; lint 
screen; retractable casters for ele 
tric model; manually ignited pilot 
burner for gas model. 

Deluxe model has 8 Ibs. capacity 
single timer dial on low-console 
type control panel; temperature pre- 
set at 165 degs; lint screen mounted 
at back; retractable casters optional; 
manually ignited pilot. 
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, ” 
Ligsa, ge HOME 
with ARLENE FRANCIS 


on her big, 
exciting NBC-TV network show 
beginning January, 1956! 


Kor 20 weeks, from coast-to-coast, 

Gibson and ‘TV’s exciting personality, 
Arlene Francis, will be together on HOME 
... reaching more than 2,000,000 
“HOME” housewives with the story of 


Gibson’s new appliances. 


Here is powerful proof of the 
programs planned for °56 by Gibson 
_ help you sell the finest line 


ever manufactured ! 





Cain 


Gibson: Yotit/ 


who's got the 


Manket Maiton 


the BIG news 
in Refrigerators? 


The whole industry is talking about the sales 
success of the Gibson Market Master! 


It’s the kind of pioneering Gibson Dealers have 
come to expect from Gibson—a basi new idea that 
means sales! For here was the first refrigerator 
designed for the family that owns or plans 

to buy a home food freezer. It puts the fresh food 
storage space of a 15 cubte foot retrige rator 

into an Ll cubte foot refrigerator— 

actually gives 30% more fresh food storage 


b 


space ' And the price means SALES! 

















This Gibson refrigerator puts most-often-used items 


at the most-easily-reached level. And it is loaded with 
features the housewife wants—features that make 
it easy to close the sale: Automatic Defrosting... 


Swing-r Shelf... Swing-r Crisp’rs... Deep Door Shelves 


.. Egg Racks... Bacon Conditioner...Cheese Keeper. .. 


Butt ry ...5 Leftover Dishes! 








| and who has that 
big oven’? 


Gibson packs all those cooking "extras” 










that women want into a compact 30” range! 


Your customers’ eyes will light up when they see this 
copper-trimmed beauty! And look at the extras you have to sell: 
7-Speed “Color-Keyed” Push Button Controls... Tel-O-Matic 


Light that glows when controls are properly set... Automatic 





Timer and Minute Timer... Easy-see Window in oven...even a 
separate switch to control the oven light with the door closed. 


It’s typical of the extras in the complete Gibson line! 


> 
eeedeete 


2 spammer | 






















who's got the Thermatic Kookall 
for perfect frying and deep well cooking? 


Gibson made range history with the “Ups-A-Daisy” 












Kookall—and now this famous unit is available with the 
Thermatic unit that automatically regulates itself 

for perfect cooking. The thermostatically controlled 
surface unit is the big news in ranges this year 

—and Gibson gives it to you in either top or deep 

well cooking position! 


A 








Whos Get Both 


window, residential, and commercial 
air conditioners? 


If your customer has an air conditioning problem, Gibson has the 





tailor-made answer! For Gibson offers window air conditioners in % HP, 
1 HP, and 2 HP models, in both Custom and Deluxe styles. And for 
the customer who needs a central air conditioning system, Gibson’s 


Residential and Commercial models come in 2, 3, 5 and 8 ton capacities! 





- a complete line of 
upright and chest type freezers! 


Some customers want an upright freezer, and some want the 
chest type. With Gibson, you sell both kinds of customers! 


And like all Gibson appliances, Gibson freezers are loaded with 


sales-making conveniences! 





Find out how YOU can “go 
Home” with Arlene Francis! 


Your customers can see your store name and address, 
right on their television screens, at the time Arlene’s 


Gibson message is fresh in their minds! Gibson’s complete 





merchandising program is designed to help you get big 
sales results from Gibson’s great 1956 advertising and 


sales promotion campaign! Send the coupon today! 


GIBSON REFRIGERATOR COMPANY 
Greenville, Michigan 


Send me all the facts on how I can “go Home” with Arlene Francis 
and the Gibson merchandising program, 


Name 
Store Name 
Address 


City Slate 














IF YOU'RE TIRED OF MAKING FIVE SALES 
TO GET ONE PROFIT- REMEMBER THIS: 


| NO WASHER MADE 


SELLS WITH A 






“Bargain” washers are fine for volume 
—but if you’re after volume and profits, too, 
Blackstone’s your answer. This solid line has 
sure appeal to quality-minded buyers no 
other machine can equal—and your dollar 
profit on every single Blackstone sale is tops 


—unsurpassed by anybody in the business! 









No amount of “fancy feature talk’ 
can beat this basic quality! 


e Exclusive stainless steel tui; «.ith ribbing! 
e Completely mechanical—no tricky electrical gadgets! 


e Washes, rinses, empties, dries, shuts off —all 
automatically! 


e Modern functional design—only 25” wide, 25” deep! 
e Vibration free—no bolting down needed! 
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118- piece 


you can offer 


for just 89¢ 
(with an 18274% 


mark-up to you) 








@ The year’ 








Shida 


makes your store an exciting gift headquarters 


s hottest traffic builder! 


Here’s the one thing every Christmas shopper has 
to buy—and you can offer him the biggest bargain 


GIFT WRAP KIT in town! It’s a deluxe assortment that wraps 20 
worth $2 25 that packages. Includes 20 sheets of gay Christmas 


paper, 63 feet of bright ribbon, 90 Christmas stick- 
ers, cards and tags, plus a booklet on how to wrap 
fancy packages. A genuine $2.25 value. You offer 
it for just 89¢ and you make 14¢ on every package. 
Kits are shipped in Shopper-stopper counter dis- 
play shown here. 
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This is your year to get a full share of the Christmas gift market! Motorola's making it easy 
for you to make your store a Christmas shopping center. Motorola Holiday House is the most 
complete Christmas promotion ever offered to appliance dealers. Better get in touch with your Motorola distributor! 





@) And a big illustrated Holiday House &) PLUS the display material 
mailer... personalized for your store you need to turn your store into a 
.-+ mailed to your customers for you! successful Holiday House 








It’d cost you a small fortune to produce a gift-mailer like this for Holiday House gives you a complete Christmas display 
yourself. But Motorola makes it possible for you to have it printed plan designed especially for appliance dealers. You get a 
in full color (imprinted with your store name, address and phone complete window trim kit, featuring a giant Santa ‘‘topper”’ 
number), addressed and mailed to your own mailing list or to area that fits over huge blowup of Motorola’s national Christ- 
prospect lists furnished for you—all for little more than the cost of mas ad or a T'V set, and with banners for window sides. 
postage alone! It’s an exciting four-page, newspaper-size mailer You get tie-in price cards that fit radios, phonos and TV 
in full color, that promotes your traffic-builder as well as your sets . . . over-wire hangers and separate wall banners. 
radio and television merchandise. PLUS Extra price cards for other merchandise you carry. 


€) Backed by powerful local and national Holiday House advertising 


SPECIAL LOCAL ADS—right in your area! Full-page tie-in JOURNAL and PROGRESSIVE FARMER in December. 
newspaper ads will run during December. In addition your Ads feature your Gift Wrapping Kit. 

distributor can supply dealer ads, outdoor posters, radio and TELEVISION — National spot TV saturation campaign. Also 
TV commercials. full-color commercials for Motorola Color TV on Matinee 
NATIONAL MAGAZINE ADS ~— full-color spreads in LIFE and Theatre—daily NBC color show starting Oct. 31. 
SATURDAY EVENING POST plus full-page ads in FARM Your Motorola distributor will give you details! 











M MOTOROLA 


World's Largest Exclusive Electronics Manufacturer 
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Best package deal 
I’ve ever had! 





Now - for your range 
the most modern cooking unit 
you can own/ 


CHROMALOX 
WWicritihe Units — 


Si A ; 













ORDER NOW! t..czcr 


alox distributor will start a Microchest on its 
way to you today. For his address contact your 
Chromalox Direct Factory Representative. 
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CHROMALOX Lliclide Cooking at od Base 


CHROMALOX 


WVicrotube 
DISPLAY UNIT! 


COMPACT STOCK PACKAGE CONVERTS TO 
EYE-CATCHING COUNTER OR FLOOR DISPLAY 


= NOW veater-proven... 





Thousands of profit-wise Appliance Dealers all over America have put 
this Microtube Introductory Package to work earning plus dollars on 
electric range modernization and replacement. 
With the hard-working Microchest you can give prospects a good 
look at cooking magic. It’s another Chromalox way to help you make 
your service program more profitable. 
Order a Microchest today. The shipping carton becomes an attractive 
display, goes right to work for you. You offer your customers faster, 
more responsive Chromalox Microtube Units . . . the identical units 
chosen by leading appliance builders for their latest models. You 
service 98% of the ranges of any make or age with only four Chromalox 
Adaptors and only two new Chromalox Microtube Surface Units. 


Edwin L. Wiegand Company 


7525 Thomas Boulevard, Pittsburgh 8, Pa. 
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4 Adaptors plus 2 Microtubes 


service 98% of all range openings. Order from 
@ Chromalox Distributor. If you don't know a 
Chromalox Distributor, contact one of these ... 


CHROMALOX 
DIRECT FACTORY REPRESENTATIVES 


ATLANTA 8, GEORGIA 
C. B. Rogers and Associates 
1000 Peachtree Street, N.E.—Elgin 1733 
yyy a 
Cathoun Montgomery A 
Greenwood 3-4477-78- Onto e0 (Philadelphia exchenge) 


BALTIMORE 18, a 


Paul V. Renoff Compa 
333 East 25th S Strest— kins 7-3280 - 7-3281 


BLOOMFIELD, NEW JERSEY 
M. B. Rosevear Company, inc. 
Two Broad Street— field 2-8600-8604 
New York City: Worth 4-4258, 4-4278 

BOSTON 11, MASSACHUSETTS 
Leo C. Pelkus and Company 
683 Atlantic Avenue— vrLiberty 2-1941 

BUFFALO 2, NEW YORK 
Niagara Electric Sales Company 
505 Delaware Avenue—Summer 4000 

CHARLOTTE 2, NORTH CAROLINA 
Ranson, Wallace & Co., 116% East Fourth Street 
Edison 4-4244—Franklin 5-1044 

CHATTANOOGA 2, TENNESSEE 
Harold R. Miles and Associates 
424 Georgia Avenue— Phone 5-3862 

CHICAGO 6, ILLINOIS 
Fred |. Tourtelot Co., 407 South Dearborn Street 
Harrison 7-5507, 7-5508, 7-5509 

CINCINNATI £0 OHIO 
The Sm 
1046 Delta yk = 1-0605 

CLEVELAND 13, OHIO 
Anderson-Bolds, Inc. 

2012 West 25th Strest— Prospect 1-7112 

DALLAS TEXAS 
L. R. Ward Company 
3009-11 Canton Street—Riverside 6279 

DAVENPORT, —. 

Voico Compan 
215 Kahl Building- Phone 3-2144 

DENVER 11, COLORADO 
Richards & Associates 
2415 15th Street—Glendale 5-3651 

DES MOINES 14, IOWA 
Midwest Equipment Com ow of — 

842 Fifth Avenue—Des nes 3-1 

DETROIT 38, MICHIGAN 
Carman Adams, inc. 

15760 James Couzens Highway —University 3-9100 

a 4 co 
L. R. Ward 
1814 Texas ame Capital 5-0356 

INDIANAPOLIS 4, INDIANA 

chman-Conaat, Inc. 
627-631 Architects & Builders Bidg. — Melrose 5-5313 


KANSAS CITY 6, MISSOURI 

F. D. Moore Company 

106 East 14th Street—Victor 3306 
LOS ANGELES 11, CALIFORNIA 


Montgomery Brothers 
2113 South San Pedro Street— Richmond 7-9401 


MANCHESTER, NEW HAMPSHIRE 
K. E. Marston 
P. 0. Box 221—-Bedtord 2-4544 
MIDDLETOWN, CONNECTICUT 
Dittman and Greer, Inc. 
33 Pleasant Street—Diamond 6-9606 


MILWAUKEE 3, WISCONSIN 
Gordon Hatch Company 
531 West Wisconsin Avenue—Broadway 1-302] 


MINNEAPOLIS 4, MINNESOTA 
Voico Company 
831 South Sixth Street—Geneva 3373 
NASHVILLE 4, TEN 


NESSEE 
Harold R. Miles and Associates 
2500 Franklin Road—Phone 8-7016 


NEW YORK CITY, NEW YORK 
See Bloomfield, New Jersey 


OMAHA yy 4 
Midwest Equipment Company of Omaha 
1614 Izard Street—Atiantic 7600-7601 


OO ASLENA, PENNSYLVANIA 
See Bala-Cynwyd, Pa. (Suburb of * trees 
PITTSBURGH 6, PENNSYLVANI 
Woessner-Mc Knight Co., 1310 Mightend Peters 
115 South Highland Avenue—Emerson 1-2900 


PORTLAND 8, OREGON 


ae Brothers 
1632 N.W. lebasee Street—Capital 34197 


ROCHESTER 4, NEW Titian 
Niagara Electric Sales Compa 
133 South Clinton feeneetaniion 2070 


ST. LOUIS 1, MISSOURI 

C. B. Fall Company 

317 North Lith Street—Chestnut 1-2433 
SAN FRANCISCO 3, CALIFORNIA 

hy Brothers 

1122 d Street—Underhill |-3527 
SEATTLE 4, ee 


s 

911 Western Avenue—Seneca 3270 
SYRACUSE tk YORK 

Rob- Smith 

2507 James Street Syracuse 73-2748 
WICHITA 2, KANSAS 

F. D. Moore Company, Room 211 Gorty Building 

352 North Broadway —Amherst 2-5647 


EXPORT DEPARTMENT — 1010 Scat Seaans 
Philadeipua 2, Pennsylvania—Locust 4 
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PHILCO Blankets 
Philco Corp., 
Philadelphia, Pa. 
Models: Comfortemp electric blan 
kets in twin and regular size. 
Selling Features: Regular bed size 
is available in single or dual con 
trols; either twin or regular size 
blankets will be available in 5 col 
ors, green, rose, coral, blue, yellow; 
only 140 watts used plus more wire 
and closer spacing provides better 


heat distribution and more even: 


temperature; edge lighted tempera- 
ture control; made of nylon, rayon 
and cotton; twin size is 66x84 in.; 
regular, 72x84 in. 

Prices: T'win single control, No. 
300, $32.95; regular, single con 
trol, No. 100, $37.95; regular, 
dual controls, No. 200, $44.95. 





QUAKER Wall Heater 


Quaker Mfg. Co., 
1147 Mere andise Mart, 
Chicago, 54, Ill. 


Device: Quaker “decorator” cool 
cabinet vented gas wall heater. 
Selling Features: Can be vented di- 
rectly into wall or from top into 
chimney outlet; 7-in. deep; requires 
no floor space; mesial baffling Sees 
back and sides cool; with Minne- 
apolis Honeywell Addatrol, features 
double porcelained combustion 
chamber, deep port cast iron burner 
and “air stream’’ construction, 
Price: $109.95. 





Spin-A-Brush is a new hand oper- 


ated paint brush cleaner recently 


1955 


NEW PRODUCTS 


announced by Portable Electric 
Tools Inc., 320 W. 83rd St., Chi- 
cago 20, Ill. for the do-it-yourself 
market. ‘This hand operated tool is 
made with nylon palm grip handle 
with nylon gears, pinion and spin- 
dle. Brush is spun by means of 
hand crank through a nylon gear 
set at an 8 to | ratio, which gives 
sufficient centrifugal force to clean 
bristles of any brush up to 5 in, 
Also cleans rollers up to 9 in. Price, 
$7.95. An electric model, EO is 
also available at $14.44. 





y 


An all-purpose, sabre-type saw 
No. 505 is announced by Wen 
Products Inc., 5806 Northwest 
Highway, Chicago 31, Ill. As a 
universal-use tool it is suitable for 
home workshops and cabinet shops; 
cuts wood, plastics, metals, com 
position board, hard rubber and 
leather; 63 in. long, 5 in. high, 
(less blade) weighs 44 Ibs, a.c. d.c. 
moter, 


A converter that converts any elec 
tric shaver from a.c, to d.c, is an 
nounced by Driggs Machine Corp., 
68 Guernsey § Brooklyn 22, 
N. Y. Mounted on a steel chassis, 
it has a hi-impact Styrene cover; a 
2-way plug which fits any outlet and 
into which any standard electric 
shaver can be inserted. Price, $4.95. 





Richards-Wilcox 


Rich-Wil Div., 
Mfg. Co., Aurora, IIl., announce a 
new Rich-Wil 98 electric operator 
for residential garage doors. Re- 
quires no additional wiring, plugs 
into 110 volt current; complete 
with track, 2 push- button controls 
and necessary wire for normal in- 
stallation, Optional key switch and 
radio controls available extra. 


Cascade is the name of a new 
detergent for use in automatic dish- 
washers announced by Proctor & 
Gamble, Formula of granules with 
pine scent, contains a special wet- 
ting agent that cleans glasses, silver 
and china, without spots or streaks, 


FOR THE DEALER 


wary inh | 
- um oe - } 





FLEXO-KING Island 
Add Sales Co., 
902 York St., 
Manitowoc, Wis. 
Device: Flexo-King 
self service island, 
Features: Can be expanded from 
48 to 116 in. long; from 26 to 37 
in, wide; and from 48 to 52 in, 
high; available with or without 
shelving; Flexo-Arm heavy duty 
brackets are easy to put on or take 
off; alignment screw feature pre 
vents sagging or sloping shelves; a 
divider down center can be used; 
perforated hard-board and hooks 
can be used on ends in place of 
shelving; of | in, heavy gauge furni- 
ture grade metal tubing, it is fin 
ished in satin silvergrey; shipped 
knocked down 


3-dimensional 





AMERICAN Hand Trucks 
The American Pulley Co., 
4200 Wissahickon Ave., 
Philadelphia, 29, Pa. 
Device: Redesigned American 
pressed-steel 2-wheel hand trucks. 
Features: 17 sizes and models are 
now completely welded units form- 
ing smoother, more rigid trucks; 
wheel sizes and axle locations have 
been changed in some models to 
provide better balanced, easier-roll- 
ing trucks, making it possible to 
“break” loaded trucks with little 
effort; smooth, pressed-stee] noses 
for greater strength and less weight 
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More than 


1,000,000 
Magnavox 


instruments 











ave been sold 


at full markup! 


Translated into Profit Dollars, this means that the valuable 
Magnavox franchise has earned more than $112,000,000 


in full-margin profits for its selective dealer organization. 


And Magnavox full-profit prices (because of the company’s 
cost-saving policy of selling direct to a few highly 


selected dealers) are equal to or lower than competition, 


Magnavox dealers can thus offer their customers more value 
in Magnavox instruments without discounts than other lines 
can with discounts. There may be a franchise available in 
your area. For further information on the most complete line 
of market-tested television-radio-phonograph instruments, 


write to The Magnavox Company, Fort Wayne 4, Indiana. 


The Magnificent Mag navwox 
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DUMONT TV Consolette 
Allen B. Du Mont Laboratories, Inc., 
750 Bloomfield Ave., 

Clifton, N. J. 

Model: Carter 21 in. I'V con 
solette 

Selling Features: DuMont “picture 
magnet” chassis; “twin-screen hi 
lite” aluminized picture tube mod 
em styling, metal cabinet with 
wood frame, stain, burn and scratch 
resistant; tinted safety glass and 
tube; removable glass front, 
shielded chassis; Dumonitor for 
iutomatically adjusting signal 
strength; automatic noise control 
6 in. speaker. 

Price: $249.95 mahogany and limed 
oak; $239.95 in ebons 





TELEFUNKEN Hi-Fi Radios 


American Elite, Inc., 
7 Park Ave., 
New York, 16, N. Y. 


Models: 5 Telefunken hi-fi table 
models, 1 portable, 4 radio-phonos 
and 1 phono console. 

Selling Features: Table models 
Gavotte, Operetta, Rondo feature 
6 tubes and | selenium rectifier; 
I'M-AM, short wave and special 
wave bands; built-in dipole antenna 
for FM, built-in ferrite for AM and 
shortwave 2 tone controls. Gavotte 
has 5 pushbuttons, 2 speakers, 
Operetta has 6 pushbuttons; 3 
speakers; phono jack; tape recorder; 
external speaker. Rondo has 7 push- 
buttons, 3 speakers; phono and tape 
recorder plugs. 





Opus 6, table model has 9 tubes, 
1 rectifier; 4 wave bands; 2 anten- 
nas; 6 speakers, jacks for phono, 
tape recorder, extension speaker and 
outside antenna. 


Elite, portable has 7 tubes, 2 rec- 


NEW PRODUCTS .* "set 


tifiers; 3 wave bands; extendable 
dipole FM antenna, ferrite antenna 
for AM and shortwave; provision 
for outside antenna; operates on 
batteries or a.c. 

Symphony radio-phono combina 
tion table model features 5-tube | 
rectifier hi-fi radio with FM, AM, 
shortwave bands; 2 antennas and 
jack for an outside antenna; 2 
speakers; and a hi-fi Elite automatic 
changes with diamond needle for 
33-45 records, a sapphire needle for 
78 rpm; plug-in shell; intermix from 
6 to 12 in.; automatic shutoff, 

Mozart, in mahogany cabinet 
with doors has 6 tubes, | rectifier 
radio, a hi-fi Elite automatic 
changer. FM, AM, shortwave and 
longwave; 2 antennas; 4 speakers. 





Imperial console in walnut with 
doors has 8 tubes, 1 rectifier radio 
with 4 bands, 2 antenna; 5 speakers, 
and hi-fit Elite automatic changer. 

Beethoven console in mahogany 
with doors has 8 tubes, | rectifier 
radio, 4 bands, 2 antennas, 5 speak- 
crs. 

Chopin phono console in ma- 
hogany features hi-fi Elite auto- 
matic changer with a diamond 
needle for 33 and 45 rpm, a sap- 
phire needle for 78 rpm; plugan 
shell; intermixes from 6 to 12 in. 
automatic shutoff; adjustable arm 
weight; wow and flutter eliminated; 
4-tubes, 1 selenium rectifier; sepa- 
rate bass and treble control; 6 
speakers. 

Prices: Table models trom $99.95 
to $269.95; portable, $169.95; 
phono, $299.95; radio-phono com- 
bination from $299.95 to $549.95. 





SONORA Radios 


Sonora Radio & TV Corp., 
325 N. Hoyne Ave., 
Chicago, 12, Hl. 


Models: No. 553 clock-radio and 
No. 526 table radio. 

Selling Features: No. 553 clock- 
radio in unbreakable plastic cabinet 
in mahogany, red or white; super- 
het circuit, Telechron clock with 
sweep-second hand, automatic 
radio off-and-on; AM band from 
540 to 1620 ke; built-in Sonoras- 
cope antenna; Alnico PM speaker. 
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4-tube radio No, 526, in mahog- 
any, red or white, built-in magnetic 
Sonorascope antenna;  full-vision 
dial; 5 PM dynamic speaker; a.c.- 
d.c. 
Prices: No. 553, $24.95 in mahog- 
any; No. 526, $14.95. Both an 
slgihtly higher in white or red. 





SONY Transistor Radios 
Tokyo Tsushin Kogyo, Ltd., 

351 Kitashinagawa, 6, 
Shinagawa-Ku, Japan 

Device: Japanese portable transistor 
radios TR-55 and TR-7. 

Selling Features: TR-55 has 5 tran- 
sistor superhet; No. 2151 conver- 
tor; 2 stage IF; 2.5 in, dynamic 
speaker (exchangeable with an ear 
piece); uses 4 dry — battery 
as power source; frequency range 
535 to 1605 ke with intermediate 
frequency of 455 ke. 

TR-7 has 7 transistors, a 3.5 in. 
dynamic speaker; 4 standard flash- 
light batteries; plastic coveral bag 
and little bag for 4 extra cells, 





ROLAND Clock-Radio 


Roland Radio Corp., 
Mt. Vernon, N.Y 


Model; 
5C5, 
Selling Features: Superhet, 5-tubes 
including rectifier radio; Alnico V 
permanent magnet 4 in. speaker; 
built-in, high-gain loop antenna; 
ave; clock has automatic “wake- 
up” switch; cabinet in green, grey, 
red or ivory polystyrene, weighs 34 
lbs. 


Roland clock-radio No. 





RCA Table Radio 


RCA Victor Radio & 
“Victrola” Div. 

Radio Corp. of America, 
Camden, N. J. 


Model: Kerry 6X5, table radio in 
3 colors, 

Selling Features: Improved type 
printed-circuit chassis has 4 tubes 
plus | rectifier; permanent magnet 
speaker; “Magic Loop antenna”; 
“Golden Throat” tone system; cir 
cular dial on front of cabinet with 
“Conelrad” CD frequencies; black, 
antique white or spruce green poly 
styrene plastic with gold colored 
aluminum trim 

Price: $19.95 





DEWALD Radio 


DeWald Radio Mfg. Corp., 
35-15 37th Ave., 
Long Island City, N. Y. 


Device: DeWald transistor radio 
No. K-701, 

Selling Features: All transistor radio 
uses low cost “A” battery; push 
pull audio circuit; long distance 
reception; 4-in, PM speaker; im 
proved cabinet styling of non break 
able plastic; ferrite loop antenna; 3 
ferrite tuned IF tone Pen new 
stable converter utilizes full AGC, 
Price: $59.95 less batteries 


TV BRIEFS 








Brass or copper plated stands 
with brass arms and casters adjusta 
ble for all TV table models 17 
through 24 in., are announced by 
George Koch Sons Inc., 10 S, Lith 
St., Evansville, Ind. 

A line of black wrought iron hi-fi 
or regular phono stands is also avail- 
able with album shelf partition and 
ball bearing casters, TV stands re- 
tail for $14.; hi-fi stands for $10.50, 
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ADMIRAL Portable Phono 
Admiral Corp., 

3800 Cortieand St., 

Chicago, 47, til. 

Model: Lightweight 4-speed _port- 
able phonos 31112D and 3H18D. 
Selling Features: 4-speeds includes 
the new 164 rpm “talking book” 
speed; plays up to 14 7-in.,, 12 
10-in, or 12 in, records with auto 
matic shutoff after last record 
No. 3HI2D, luggage 
3HISD, tan and green pyroxylin 
Price: 3H12D, $49.95; 3H18D, 
$59.95. 


brown: 





CRESTWOOD Tape Recorder 
Daystrom Electric Corp., 
Poughkeepsie, N. Y 

Models: Crestwood Concerto No 
360 Magnetic tape recorder 
Selling Features: Basically a tabl 
model unit; accessory legs screw in 
base to convert it to armehair 
height consolette; decorator styled 
wood cabinets in mahogany or 
blond; woofer and tweeter speaker 
system baffled to reproduce full 
music range; push button control; 
printed circuit preamplifier and a 
10-watt power amplifier; space for 
storing microphones, cords, four 
7-in. reels of magnetic tape 


Price: $299.50; legs $10. extra 





TELECTROSONIC Recorder 


Telectrosonic Corp., 
35-18 37th St., 
Long Island City, 1, N. Y. 


Model: No. 556 lightweight, port 
able tape recorder. 
Selling Features: Dual track record 
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NEW PRODUCTS ai bieeet iets 


ing at 33 ips; fast forward and re 
wind; flat frequency responses; full 
hour recording on single 5-in. reel; 
recording level indicator; easy 
threading; accessories provided in- 
clude crystal type microphone with 
convenient stand; cord for record 
ing connection with radio, phono 
or telephone; 5-in. reel with tape; 
pickup reel, and a-c line cord; 2 
tone airplane cloth luggage type 
carrying case weighs less than 16 
Ibs, 





STEELMAN Phonos 

Steelman Radio & Phono. Co., 
Mt. Vernon, N.Y. 
Models: Portable phonos, 3D14 
3A1l4 and 356 
Selling Features: 3114, deluxe, 3 
speed model plays 4 a ho 
15 or 78 rpm; Alnico V pm front 
speaker; turnover cartridge with 2 
needles; built-in retractable for 45 
rpm records; full balanced ampli 
fer, tone and volume control: 
weighs 8 Ibs; green and white o1 
black and white 

3A14, same with dual matched 
needles, automatic shut-off switch, 
weighs 15 Ibs, tan and white 

386, has unipoint needle; char 
coal or crimson and white 





RCA Tape Recorder 

Attachment 
RCA Victor Radio & 
"Vietrola” Div. 
Radio Corp. of America 
Camden, N. J. 
Model: No. 6HFT1 tape recorde: 
ittachment to serve as an accessory 
for Mark II and Mark III models 
of the RCA Orthophonic hi-fi 
series, 
Selling Features; Tape recorder is 
a duplicate of recorder in twin 
cabinet Mark I; features 2-speed 
operation (3.75 and 7.5 ips) record 
level tuning eve, 2-speed equaliza 
tion control; erase indicator; re 


cording of AM and FM programs 
possible as well as direct recording; 
has its own mahogany cabinet 
styled to match hi-fi instruments. 
An optional plug-in 78 rpm pick 
up (RK201) for Mark I and Mark 


II is also available. 


Price: Attachment, $495. 





ALLIANCE Tenna-Rotor 


Alliance Mfg. Co., 
Alliance, Ohio 


Device: Alliance ‘Tenna-Rotors ‘T-12 
ind Deluxe U-98 

Selling Features: Deluxe-98, auto 
matic ‘I'V antenna rotator replaces 
U-83, and has important changes 
ind advantages. ‘T-12, which has 
the indicator control 
where the antenna points at all 
times has been completely rede 


showing 





signed; both models feature mor 
perfect synchronization and align 
ment; faster, more positive rotation 
within swing or drift; magnetic 
breaking; stronger rotator mechan 
ism; more torque connecting link 
ages; arcing is climinated by use 
of self-wiping contacts 


CHANNEL MASTER Antennas 


Channel Master Corp., 
Ellenville, N. Y. 


Models: Lancer and Super Lancer 
all-channel VHF antennas. 

Selling Features: Lancer, No. 333, 
has an additional low band director 
to give 14 db more low band gain; 
Super Lancer, No. 334, has 4 addi- 
tional parasitic elements—one extra 
low band director and 3 extra high 
band reflectors; gives 14 db more 
low band gain and 14 db more high 
band gain; both antennas are 
“super-sembled”’ requiring no hard- 
ware, tools or tightening; stacked 
versions come with new 60-in. 
stacking rods; 90-in. rods are also 
available as accessory. 

Price: Lancer, $18.20 for single-bay, 
No. 333; $37.50 for 333-2. Super 


Lancer, $32.50 for single bay No 
334; $65.97 for 2-bay model 








TELCO Antenna 


Television Hardware Mfg. Co., 
400 S$. Wyman St., 
Rockford, Ill. 


Device: Telco “Sky-Wing’” an 
tenna, No. A-300. 

Selling Features: A UHF-VHF an 
tenna designed to open up like a 


b« M yk. 
Price: $7.95 


TV BRIEFS 





= 





Irish double-play recording tape No 
7-2400, a completely new magnetic re 
cording tape that will double the play 
ing time has been announced by 
OrRadio Industries, Inc. Opelika, 
Ala. Up to 4 hrs. can be recorded 
without a reel change at 1§ speed and 
8 hrs. dual track. Price $7.50. 





An all-plastic ““G-C shockproof 
inspection mirror” is announced by 
General Cement Mfg. Co., Rock 
ford, Il]. The mirror is safe for use 
around high voltage areas of a TV 
chassis. Price, 60¢. 


MUSLKOM is a new built-in radio- 
phono system announced by Home 
Music Systems Inc., 646 Madison 
Ave., Memphis, Tenn. Includes every 
thing necessary for installing system 
in g rooms. Installs between wall 
studs. Unit consists of a master unit, 
AM radio, speaker and controls and 
5 speaker substations plus wire and 
hardware. Other “systems in line in 
clude Homusic master radio with 5 
speakers; one with a phono jack, addi 
tional speakers for Musi-Kom, and an 
intermix changer. Musi-Kom, $259.95. 
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EFiow to get 


the jump on call-backs 
in GS easy Moves 


Here are six tube types called for most 
in your daily service work. Eliminate the 
call-backs from these types and your 
biggest share of headaches is over. It’s 
easy to do just that, too, simply by getting 
into the habit of using only Sylvania tubes 
...in the familiar yellow and black carton. 


¥ SYLVANIA 


RADIO 


ELECTRONICS 


1955 


TELEVISION 


These 6 types alone incorporate over 14 
design and production improvements to 
eliminate the most common causes for 
“quick failures’’ and costly call-backs. 
It’s no wonder more and more servicemen 
consider the yellow and black carton 
their ‘‘calling card of top quality service.” 


Syivania Evecraic Propucrs Inc. 
1740 Broadway, New York 19, N. Y. 
In Canada: Sylvania Electric (Canada) Ltd. 
University Tower Building, Montreal 


ATOMIC ENERGY 
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How HOI cana 


freezer get? 


Don’t ask us; ask the people who are keeping our produc- 
tion lines zizzing . . . people like J. E. Ethridge, radio and 
appliance manager for Monroe Hardware Company, Inc., 
Ben-Hur distributor at Monroe, La. Here’s how hot 
Ben-Hur is, down in the bayou country (and we quote 
Mr. Ethridge): 





“We have enjoyed a far better freezer year so far (mid- 
September) than at any other time in the past, Our freezer 
stock is in a healthier state, and we have a larger and better 
dealer organization on Ben-Hur Freezers than ever before. 
One of the most important results is that we have made our 
normal percentage of profit, and our dealers have made more 
than their normal mark-up. Ben-Hur's consistent fine quality 
has kept service calls and complaints to a bare minimum, 
This keeps our dealers and--more important—their cus- 
tomers satisfied.”’ 


That’s pretty conclusive evidence—and we have lots 
more-—that you can’t beat Ben-Hur’s product-promo- 
tion-price combination—the combination that adds up to 
real profit in real volume . . . from Louisiana to Minne- 
sota and from coast to coast. 


(A meutcas Finest y, ueeye 
NOW—AMERICA’S FASTEST SELLER 





How HOT can a salesman get 
with a HOT freezer line? 


BEN-HUR has an exceptional opportunity for experi- 
enced and aggressive appliance salesmen in SIX terri- 
tories: New England (part of New York, Vermont, New 
Hampshire, Massachusetts, Rhode Island and part of 
Connecticut); New York (Metropolitan area and part of 
Connecticut); Maryland and Washington, D. C.; North 
Dakota, South Dakota and Nebraska; North and South 
Carolina, and Utah. YOU CAN SELL America’s fastest- 
selling complete freezer line, backed by national adver- 
tising and strong local promotions! Air mail your letter 
to E. F Jackson, Sales Manager, stating territory pre- 
ferred, your experience and other pertinent information, 
in confidence. 
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ISTH CARLOAD 

BEN HUR PREEZERS 
SOLD TO DEALERS BY 
MONROR HARDWARE Co. 
SINCE MAY 127 11.1955 


(Z 








. 
, } 
To keep your freezer profits at { 
fever heat of yeor long, fe bulid Chest and upright models 
sales with a capital "'$, 


send the coupon today. 4 cu. ft. to 20 cu. ft. 


BEN-HUR MANUFACTURING CO. 
634 East Keefe Avenue 
Milwaukee 12, Wisconsin 


ins 


I'm tired of warmed-over profits. Let’s hear how Ben-Hur can make my 
freezer sales zizzle. 


NAME___ —_ NSS 
ee ‘ cnet 
ADDRESS 
2 A ae iclahdictiaiiiatiaiated 


ZONE STATE 


Leseeeeeeeeeeeeesoesesoesesoecend 
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ELECTRICAL APPLIANCE NEWS 


TRADE REPORT 


Colored Appliances: 


The Trend Is Surprisingly Strong 


® General Electric reveals that 17 percent of its 
production is in colored units 


@ Other manufacturers agree that the trend to 
color is growing and will exceed expectations 


@ Pink, yellow and green are the most popular 
hues during the industry's first color year 


Ce. major appliances made 
their first big splash just about 
one year ago. Today it’s obvious that 
the industry’s color splash is perma- 
nent—and growing. 

One of the most dramatic proofs 
of the trend came last month when 
General Electric revealed its current 
production figures on color. Of its 
total appliance output, roughly 17 
percent is in color. The ratio varies 
from 15 to 20 percent on varicus 
appliances, but the across-the-board 
average is a startling 17 percent. 

General Electric officials quickly 
add that this is considered a good 
indication of present sales. They say 
that pipelines are full and at this 
time of year production is matched 
fairly closely to sales. (G-E’s warranty 
card system is just now being coded 
for color and it will be some time be 
fore the company can tell exactly 
what is happening at the retail level.) 

The General Electric figure sur 
prised some other manufacturers and 
from their comments it is obvious that 
the G-E color success is above the 
industry average. However, almost 
everyone who has color indicates that 
it is moving “better than expected,” 

Ahead Of The Past. Kelvinator 
spokesmen said that their color sales 
are “running ahead of past industry 
experience.” The company last re- 
leased percentages on color in June 
and at that time the tinted units 
were accounting for 10 percent of the 
overall range and refrigerator output. 
On the most popular range unit, color 
was as high as 20 percent. 

Since this June announcement, 
which covered production for only 
three months, Kelvinator has been 
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silent. Last month, however, the com 
pany disclosed that the backlog of 
orders for color was so great that 
model years are overlapping. Orders 
placed for 1955 color units are being 
filled with 1956 models since the 
1955 production year ended before all 
orders could be delivered. 

During the six months Kelvinator 
has had color, range sales in color 
have been four times the company’s 
expectations and colored refrigerators 
have rolled out at twice the anticipated 
volume. 

Frigidaire, another key color manu 
facturer, announced last month that 


“the sale of colored appliances has 
shown an increase over last year and 
is gaining in importance.”” Geneva 
Modern Kitchens, meanwhile, said 
that color cabinets are accounting fot 
one-third of its 1955 sales volume. 

Another cabinet manufacturer 
Youngstown Kitchens—revealed that 
its total 1955 sales will be “better than 
25 percent” in color, D. F, Sembach, 
director of marketing, said “Contrary 
to earlier industry predictions, color 
cabinets have now become a major 
factor in steel kitchen merchandising. 
Youngstown has proved to its own 
satisfaction that color finishes 
can influence markets and add sub 
stantially to volume.” 

What Colors? One of the most 
surprising elements in the color wave 
is the popularity of pink. Many ex 
perts thought pink would not be a 
front-runner among the available 
shades. However, with almost every 
manufacturer that has the color, it 
is near the top in sales. 

Kelvinator’s pink ranks number one 
followed by Mietinenp yellow” and 
“spring green” in that order. Kelvi- 
nator has two greens and two yellows 
and the brighter shades of each 
seem to be more popular. 



































JOHN Q. PUBLIC is beginning to notice—and like-—-colored appliances 


1955 





The three most popular colors are 
being offered on Kelvinator’s new de- 
luxe washer and dryer and officials 
are optimistic about laundry equip 
ment in color. ‘The firm will continue 
to offer its refrigerators and ranges 
in eight colors with only one shift. 
In place of the darker “fern green” of 
last year the company is introducing a 


new “surf turquoise’—a pastel blue- 
green, 

lor General Electric, pink has 
been a 


“surprisingly strong’ favorite 
though not the top choice, The order 
of popularity runs yellow, green, pink, 
l'hese three shades account for nearly 
90 percent of the color sales, but 
officials said there is a very narrow 
margin between the three in popu 
larity. 

G-F’s pink started slowly but sud 
denly caught on—particularly in the 
southeast. In California, G-E’s “wood 
tone brown” is extremely popular, 
probably because of the ranch-style, 
wood-finished homes, ‘The company 
is happy with its color selections and 
plans no change for the coming year. 

Geneva Kitchens rated pink as the 
popularity leader, followed by sandal- 
wood and yellow. Youngstown’s yel 
low was ahead by a large margin over 
its copper and blue. Frigidaire, which 
has yellqw and green, finds that yellow 
has a slight edge, according to H, L. 
Lehman, general sales manager. 

The Trend Ahead. All of the 
manufacturers see a bright future for 
colored appliances and they expect 
the trend to grow steadily, 

Kelvinator, for one, thinks color 
has excellent prospects in laundry 
equipment, The company points out 
that washers and dryers go into base- 
ments and elsewhere outside the 
kitchen where there is less “color 
competition.”” While kitchen appli- 
ances often have to match an estab 
lished decor, colored laundry equip 
ment is a welcome addition to the 
usually drab basement or utility room. 

The popularity of on is also a 
trend worth noting. While yellow and 
green are strong, pink is often the 
surprise favorite, 

Apparently, in its first year, color 
has made a definite impression on the 
public. Whether it likes it or not, 
the appliance industry is bound to be 
more colorful in the future. 
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Don’t just sit there WISHING for Christmas radio sales! 


Arvin radios 22222: 
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e with this 10-FOOT, 3-COLOR DISPLAY! Put one in your window and one on 
ready now. Order it from your distributor! 


Railroad them into your stor 
n! This 9-piece set is 


you'll get fast actio 








the counter and 
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With 61 choices—$13.95 to $66.95 
you've got the 
whole family market sewed up! 


Value-conscious 
sas shoppers will find exact! 
t they want in your Arvin Radio y 
LF you act now to make that stock complete 
ever—b 4 the biggest radio crnen 
A ie 7 dhaplnying, advertising, and calling 
roe eae giftable radio line! Arvin 
y Evening Post, Better Homes & Gardens 
Boy’s Life, and Seventeen : 








Electronics and Appliances 
Division ide rule 
trim. Five tubes . 
Arvin inoustries, Inc. si Gandotweed’ Ivory, Con | Rhonojack’ Five tubes includ 
ARVIN owe 958T udin 
AIRWAY 3-way portable ie today's radios, $26.80 t0 $44.95. rar ehock: 


Columbus, Indiana 
biggest value. ‘Trien stylings 
Loop antenna for extra distance ’ FAMOUS ARVIN 
sclonium rectifier. Model 962P, M tubes colors. RAmeOW comes in 6 new decorator 
colors, Other Arvin 3-way povtehion, onamy it ideal for kids — tterproof cabinet makes 
$32.95 to $47.95. many including rectifier for travel, too. Four tubes 
: : 7 I $ ° ‘ ‘oral 
herry, Sandalwood, $16.50. 















shi he 
Prices slightly higher in for West and South. Portable prices do not include batteri 
ies. 
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THEY'RE WATCHING THE SERIES in color. 
J. N. Adam Co. in Buffalo and in innumerable other stores throughout the 
country passers-by congregated late in September to get their first glimpse of a 
World Series in color. The color pick-ups were panned by many critics but the 
traffic created by the colorcasts of the Series are credited with being a major 


In the television department of the 








factor in the suddenly growing interest in color TV. 


What's Happening In Color? 


For one thing set sales are picking up much 
faster than most observers had predicted; meantime, 
technical work on new developments continues 


Color TV continued to confound 
the experts last month. 

For one thing, set sales were moving 
along at an encouraging though hardly 
spectacular pace. RCA was supplying 
most of the promotional steam be- 
hind the color selling effort and RCA 
distributors generally reported good 
sales. ‘There was even talk of possible 
sell-outs of color merchandise before 
the holidays. And there seemed to 
be some evidence that other manu- 
facturers were getting ready to try their 
hands at selling color sets. 

There was continuing news on the 
technical front. Late in September 
General Electric invited newsmen to 
Electronics Park in Syracuse for a 
“progress report” on a new tube. And 
at the same time Westinghouse’s tube 
division in nearby Elmira announced 
completion of an all-glass tube 


New Tube. G-E officials empha- 
sized that they were not making a 
new product announcement in show- 
ing their “post-accelerations” tube. 
The product is still in the development 
stage and “will probably miss the 
1956 market.” The primary advan- 
tage claimed for the new tube was 
that it produced a bright and very 
“seeable” picture in light comparable 
to a brightly lighted store. 

Other advantages are increased 
operating tolerances and the possibility 
of decreasing the cost of the receiver 
circuitry. 

The tube is known as a post-accel 
eration type because the electron 
beams directed at vertical color-phos- 
por stripes inside the face of the tube 
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are accelerated after passing through 
a grille located in close proximity to 
the phospor screen, 

The new tube “holds much prom- 
ise” but “a lot of work must be done”’ 
in developing manufacturing  tech- 
niques that will produce a color T'V 
set acceptable to the general public 
in terms of price, simplicity, size and 
brightness, G-E officials said. 


All-Glass Tube. Westinghouse’s 
new all-glass tube was described as an 
“engineering milestone” by vice- presi- 
dent R. T. Orth. He said the new 
tube was a “significant step’’ toward 
the industry requirement for a large 
size recatangular color tube with good 
picture quality at low price. 

A Westinghouse spokesman ex 
plained that savings in insulation nec- 
essary with metal tubes should make it 
possible to cut color set costs when 
using the new Westinghouse tube. 
The new Westinghouse tube will re 
quire only the standard insulation of a 
black and white television set and uses 
the standard high voltage contact 
buttons, 


Stepping Up Output. RCA in the 
meantime has purchased an additional 
285,000 square feet of building space 
at Lancaster, Pa., as part of a pro- 
gram for the accelerated production of 
color picture tubes. Vice-president 
D. Y. Smith said that the firm plans 
to further step up output of color 
kinescopes as “color continues to 
spread throughout the country. RCA’s 
purchase of this new tract is an essen- 
tial step in this expansion program.” 
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92 Million TV Sets... 


... Predicted for nation within two decades by 
electronics industry leaders who also forecast business 
to reach $30 to $35 billion annually. 


I'wo decades hence will find 92 mil 
lion television sets in operation in the 
United States, with 90 per cent fea 
turing color. This is the forecast for 
1975 by leaders in the electronics in- 
dustry. 

Among those predicting the future 
of America’s “fastest growing indus 
try” were Ross D, Siragusa, president 
of Admiral Corp., Frank Stanton, pres 
ident of Columbia Broadcasting Sys 
tem, and Frank M, Folsom, president 
of Radio Corporation of America. 

The industry leaders see electronics 
as a $30 to $35 billion business annu 
ally. Many of today’s present drudg 
ery tasks will be performed electroni- 
cally and, as automation spreads, there 
will be more corporations owned by 
many more people, 

Vor the future, the leaders see 
guided robot missiles roving outer 
space as special television ‘‘correspond- 
ents,” transmitting back to large wall- 
type home screens “remote pickups” 
from distant planets, and solar-pow- 
ered transistor radios will be in wide 
spread use and will last a lifetime. 

Siragusa also predicts most homes 
will be air conditioned and dehumidi- 
fied by central systems. 

“New and more efficient types of 
insulation will be developed, elimi- 
nating the need for four-inch walls 
and permitting more compact tefrig 
erators, freezers and ranges. Home 
freezers will be as commonplace in 
1975 as refrigerators are today,” Sira- 
gusa believes. 

Stanton said: 

“The attractiveness of radio and 
television programs to the public can 
be expected to induce growing public 
expenditures on the sets that Seer 


these programs. The price of these 
sets has had a strong downward trend 
over the past, accompanied by im 
provements in quality of the product 
This trend, of delivering more for 
the money, can be expected to con 
tinue,” 

From Folsom comes the forecast of 
international television in color. Tle 
says the TV sets of 1975 aiso will 
feature transistors instead of electron 
tubes, thus simplifying the circuits 
and making the instruments more 
compact and portable, Even loud. 
meohdan he said, will be tiny yet ex 
tremely efficient in reproduction of 
the entire range of sound. 

“While there are many new things 
we can foresee, there are equally many 
undreamed of today, which will spring 
from new developments ahead, It was 
that way in 1920 when radio broad- 
casting began—television was but a 
dream, So packed with promise and 
potential, and so widespread its uses 
that it would require a Jules Verne 
endowed with great foresight to pin 
point the wonders the world will have 
at its finger tips at 1975,” Folsom 
concluded, 


Trav-Ler Milestone 


Trav-Ler Radio Corp. recently 
turned out its 15 millionth electronic 
set, a 21-inch television receiver. 

Joe Friedman, president, said the 
unit was produced in the company’s 
Bedford, Ind, plant. The set, which 
marks a major production milestone in 
the company’s 15-year history, will 
be displayed in the firm’s Chicage 
showrooms 





following programs: 


series. 


NOV. 
NOV. 
NOV. 
NOV. 14, 
NOV. 19, 


NOV. 20, 
Disciple.’’ 


26, 
. 26, 
29, 





DAILY, MONDAY THRU FRIDAY, 3-4 EST, NBC 


COLOR TV 


The network schedule of color television for 


November includes the 


Matinee’ dramatic 


: 


DAILY, MONDAY THRU FRIDAY, 5:30-6 EST, NBC-—-Howdy Doody 

5, 9-10:30 EST, NBC-—’’The Great Waltz.’ 

6, 7:30-9 EST, NBC-——’’Constant Husband’ starring Rex Harrison 
8, 8-9 EST, NBC—-Milton Berle Show 

8-9:30 EST, NBC-——Producer’s Showcase 

9:30-11 EST, CBS——’’The Caine Mutiny Court Martial.’ 
4-5:30 EST, NBC-——Maurice 


Evans presents ‘The Devil's 


1:30-4 EST, NBC-——-Army vs Navy football game 
9-10:30 EST, NBC-——’’Dearest Enemy.”’ 

8-9 EST, NBC—Milton Berle Show 

NOV. 30, 9-10 EST, NBC Kraft Television Theatre 
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READING 





..- for America’s Top Dealers and Distributors 


This is the cover of ELECTRICAL MERCHANDISING’S 
January 1956 Statistical and Marketing Issue... 
The Appliance-Radio-TV Industry’s Annual Re- 
port. Right now ELECTRICAL MERCHANDISING’S 
Editors are hard at work, surveying, tabulating 
and evaluating Industry marketing trends. And, 
they’re keeping the Post Office, Western Union and 
the Telephone Company busy to help with their 
findings, which will appear behind this cover. 


Their January Statistical Issue answers will be 
read, studied, analyzed and projected by the smart- 
est dealers and sharpest distributors in America. 
Each of the dozens of individual product market 
studies and scores of statistical tables and graphs 
will show them what is selling. These men will use 
the Statistical Issue to plan their buying. But, it 
will be up to you to show them why they should 
buy your brand. 


We honestly believe that the January 1956 Statis- 
tical and Marketing Issue of ELECTRICAL MER- 
CHANDISING will be the appliance-radio-TV adver- 
tising buy of the year. We know from our own 
readership studies that dealers and distributors 
will save this issue, hide it away or lock it up be- 
cause it is really useful and when they want it 
they really want it. 


The January ELECTRICAL MERCHANDISING is really 


the only “Whole Industry” report published. And, 
it’s useful to dealers and distributors not only be- 
cause it is loaded with valuable statistics but be- 
cause it will be filled with advertisements. Dealers 
and distributors look forward to getting this issue 
because chances are it will give them an oppor- 
tunity to look over more lines in more advertise- 
ments than they can see in any single issue of any 
publication serving them. 


Make no mistake about it, dealers and distributors 
are greatly interested in the advertisements. And, 
the January Statistical Issue will be a real market 
place where they’! get all of the best and the latest 
sales arguments on the lines they do and don’t 
carry. They read them purposely because selling 
is their bread and butter. That’s why your Statis- 
tical Issue ad will reach these men and help you 
build distribution. 


So, plan your January Statistical Issue ad now. If 
you have any questions about the value of this Is- 
sue don’t take our word for it ... see for yourself, 
ask appliance-radio-TV Industry veterans for their 
opinions. They’!] confirm what we say ... it’s the 
Industry’s Annual Report... the “must” reading 
of America’s top retailers and wholesalers ...a 
fine place to build distribution and cut sales costs 
... the long-life advertising buy of the year. 


Closing Dates ... Copy to Set—December 1... Complete Plates—December 5 


> ELECTRICAL 
AD { { ; 
ye Pe Paw, } 4 


MERCHANDISING 








ELECTRICAL MERCHANDISING—NOVEMBER, 1955 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


alone 
will cover the market alone 
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| COOKING UNITS 


— — = - 


oS 

















OVEN BROILER UNIT 


For use with Natural, Mixed, 
Manufactured or LP gases 
without change. 


Unlimited possibilities for modern 

kitchen arrangement, 

@ Finished in Satin Chromium 
Copperloy or Stainless Stee! 
Oven bottom 36” from floor 
No stooping for observation of 


oven cooning 


depth broiler pon 


oe 
7. 
@ Roll-out broiler with barbecue 
. 


Oven racks adjustable to four 


heights 








GAS COOK-TOP UNIT 


Arranged in separated two-burner units, 7~ 


which may be installed with any desired 
width of workspace between. 


ELECTRIC a 5 ee 
OVEN BROILER UNIT 


Convenient high-styled efficient new 
horizons for kitchens 


@ Finished in Satin Chromium 
Copperloy or Stainless Steel 





@ Oven broiler units furnished in 
recessed type of stack-on type 


@ Oven accessible without stooping 


@ illuminated or plain oven door 
panels 





@ Fully automatic, clock-controlled or 
manvyoal controlled models 


PHILLIPS & BUTTORFF Ji__ 
MANUFACTURING COMPANY 


Established 1658 
NASHVILLE, TENNESSEE 


ELECTRIC COOK-TOP UNIT 


Arranged in 2-Unit type, which afford greatest 
flexability of installation. 


Serving Value Conscious America for nearly one hundred years. 
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Television Briefs 





¢ Magnavox has launched its first 
color TV service training school, ac 
cording to Ray Yeranko, general service 


manager. ‘The first of the weekly 
five-day sessions opened in San Fran 
cisco last month. The school will 


train dealer technicians from 11 west 
em states and additional schools ar 
planned soon for other areas through 
out the nation. 


¢Philco Corp. announced price in 
creases ranging from $10 to $30 on 26 
television receivers recently. Officials 
said the increases reflect higher cost 
for raw materials and labor 


¢ CBS-Columbia has increased retail 
prices $10 and $20 on four 21-inch 
I'V console models and on one 24 
inch unit, Prices went into effect 
Oct. 14. Harry Schecter, vice president 
in charge of sales, attributed the pric« 
increases to rising costs of material 
and wages 


¢Du Mont reports that September 
sales of television were up 23.5 percent 
over September, 1954. F. P. Rice, 
manager of the television division 
predicts that sales “will continuc 
strong through the remaining months 
of the year which are the heavy buy 
ing periods in the television receiver 
industry.” 


Scheduled Meetings 


AMERICAN HOME LAUNDRY 
MFRS. ASSOCIATION 


9th National Conference 
Sheraton-Palace Hotel, 
San Francisco, Calif. 
November 2-3 


NATIONAL ELECTRICAL MFRS. 
ASSOCIATION 


Annual Meeting 
Traymore Hotel, 
Atlantic City, N. J 
November 14-18 


AIR CONDITIONING & REFRIG- 
ERATION EXPOSITION 
Atlantic City, N. J 
November 28-December | 
WINTER MARKETS 


Chicago, III 
January 9-20 





HOUSEWARES SHOW 


Navy Pier, Chicago, II! 
January 19-26 


LOS ANGELES WINTER MARKET 


Furniture Mart 
Los Angeles, Calif 
January 30-February 3 


| 
WESTERN WINTER RADIO-TV | 
& APPLIANCE MARKET 


Western Merchandise Mart 
San Francisco, Calif 
February 6-10 


12TH ANNUAL NATIONAL 
ADEQUATE WIRING 
CONFERENCE 


LaSalle Hotel 
Chicago, III 
Februory 23-24 
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RECOGNIZED AS THE HEIGHT OF QUALITY 





Opens \ew Wines 
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Richer Holiday 


Season 














.»» New Golden Doors 
To Expanding Sales and Profits! 


sell New Du Mont 
TRIeAIDEUTY 


sound 
thot fits true high-fidelity into every holiday budget! 


New opportunities are coming thick and fast for 
Du Mont Dealers... in the best-selling holiday 
season in American history! 

The new Du Mont Tri-Fidelity Sound Stage ond 
Tanglewood answer the wish of more and more 
farnilies for higher hi-fi quality at prices all 
can afford! 

Through unique audio engineering, they bring to 
the lower price fields the 3 FIDELITIES which 
are essential to full hi-fi enjoyment— 

1, Dynamic Range Fidelity .. . reproduces all the 
great range and excitement of musical volume 
.»» from the piccolo’s whisper to the full orches- 
tra’s shout! 

2. All-Volume Fidelity ... holds complete, delight- 
ful tone balance at all \ olume levels... high for 
dancing, moderate for listening, hushed for back- 
ground music! 

3. All-Tone Fidelity . . . reveals the full orchestra 
in true perspective. All tone frequency ranges! 
All instruments! All the rich bass foundation so 
often lost! 


sell New Du Mont 
TELEVISION 
and WV ensembles 


.»+@ thort-inventory line with many extra-sale combinations 
... @xtraordinary quality and value! 


These new Du Mont Telesets* include a com- 
plete chain of superior electronic quality features 
for the greatest value in television. 

Many may be combined with a tremendous 
choice of unusual bases, and with Du Mont Tri- 
Fidelity instruments, for extra tie-in sales and 
profits! 


sell New Du Mont 
QCCOIEL  faioe 


RADIOS &. CLOCKFRADIOS 













































The new Du Mont CLAssic and MING Radios 
and Clock-Radios are decorator-styled to accent 
any home decor! Styled to win extra gift business 
for Du Mont dealers! 


ASK YOUR DU MONT DISTRIBUTOR SALESMAN 























Gambling? not us. We know the facts. 
Surveys show that products with familiar brand 
names are preferred eight times out of nine. So 
just make sure which brands your customers 
want, and stock them. Makes sense, doesn’t it? 

Products with trusted brand names bring you 


many benefits: lower sales costs because they 


are so thoroughly pre-sold through their makers’ 
powerful advertising and promotional material; 
9 9 ’ fewer markdowns because of fast turnover; 
you ll sell em} fewer adjustments because responsible manu- 
facturers back up their products; best of all, 

lasting good will. 

Yes, odds are 8 to 1 in your favor . . . and lots 
more’s in your favor besides, when you stock 
the brands that sell the most. 

* o ” 
How do you push the brands that boost your business? Your 


method could win you national attention and local prestige in the 
Brand Name Ketailer-of-the- Year competition. Write for details 


BRAND NAMES FOUNDATION 


INCORPORATED 
A Non-Profit Educational Foundation 
37 Weat 57 Street, New York 19, N.Y. 


FOR THE BUSINESS YOU WANT, PROMOTE THE BRANDS THEY WANT 








SELL new Du Mont TRI-FIDELITY SOUND —by itself, 
or with Du Mont Television in an exclusive modular 
“‘Home Entertainment Center!’ 






The Du Mont SOUND STAGE 
A very low-priced hi-fi sound instrument 
with the 3 basic fidelities of highest 


sound quality a 
























The 21-inch Du Mont CABOT 
Teleset is one of many console 

and table models that can be j 
ombined with the SOUND ; 
STAGE on these extra-profit 

Du Mont Tandem Tables! 


.. SELL THESE DU MONT ACCENT PIE‘ 








The Du Mont CLASSIC Ciock-Radio 
Not the usual, ordinary plastic case 

but fine Syroco wood in white-and-gold 

finial A beautiful decorator accent gift 





for any home, any roon ata 





quick-selling price! 


The Du Mont CLASSIC Radio The Du Mon 

Identical white-and-gold beauty ir Chinese red-on- 

this small radio! decora lesigi 
! 


ORT] THER WRIOWT ANE TRILDWVWIOCInanl’ AITATITNV! 


...SELL THE HEIGHT OF TELEVISION QUALITY! 








4 


The 24-inch Du Mont D'ORSAY 
Fine provincial styling in genuine 
cherry hardwood veneers 





























The 21-inch Ou Mont TAFT 
The Du Mont TANGLEWOOD on matching TANDEM TABLE 
A middle-priced AM-FM radio Mahogany or limed oak grain finish 
and hi-fi combination of great Holds record player plus records, or 
beauty and performance! Ww radio, books, flowers. 









Ww 








The 24-inch Du Mont THORNDYVKE 
Elegant contemporary styling 

in mahogany or limed oak 

grain finish 


























The Du Mont MING Clock-Radio 
Syroco wood construction Chinese 
red-on-gold finish an exquisite accent 
piece for modern, contemporary or 








raditional home 


The Du Mont MING Radio 
Chinese red-on-¢g i fir \ 





"Trade Mark 





... SELL THE HEIGHT OF TELEVISION QUALITY! 
IDELITY SOUND ~—by itself, < 


n exclusive modular 













it Center!’ 
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The 24-inch Du Mont D'ORSAY 
Fine provincial styling in genuine 
cherry hardwood veneers 



































> 


4 The 21-inch Du Mont TAFT 

. The Du Mont TANGLEWOOD —on matching TANDEM TABLE 
A middle-priced AM-FM radio Mahogany or limed oak grain finish 
and hi-fi combination of great Holds record player plus records, or 
beauty and performance! WwW radio, books, flowers. 








The 24-inch Du Mont THORNDYKE 
Elegant contemporary styling 

in mahogany or limed oak 

grain finish ww 


r 
































The Du Mont MING Clock-Radio 
Syroco wood construction Chinese 
red-on-gold finish an exquisite accent 
piece for modern, contemporary or 








traditional homes! 


The Du Mont CLASSIC Radio The Du Mont MING Radio 

Identical white-and-gold beauty ir Chinese red-on-gold finish. A 

} nall radio! decorator-designed radio that! 
completely out of the rdina 


*Trade Mark 

















Caloric Built-Ins— Al! over the country Caloric built-ins are selling 
like popcorn at a county fair. Housewives (menfolk, too) love the 
modern Caloric styling, the choice of colors and finishes, the famous 
easy-to-clean features, the Observador oven windows, removable 
handles, fully automatic clock control. 

Folks who know cooking go tor the eye-level controls that eliminate 
stooping and bending, the closed-door broiling that means no smudge 
or dirt, the extra speed and extra convenience that only gas can give. 

Dollar for dollar, here’s the greatest buy in built-ins . . . the styling 
that catches customers . . . plus the quality and basic value that are 
built into all Caloric appliances. 

Display Caloric built-ins, advertise them, sell them. They move 
fast. They bring you easier sales, greater dollar volume, bigger profits. 
East, West, North and South, wherever better kitchens are planned, 


the call’s for Caloric. 


ADVERTISED IN 


HOME 


install them, advertise them, sell them. 


HOME MODERNIZING 









as 







Mark 


ace 
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SMALL HOMES GUIDE 


le Ye or 
* Guaranteed b 
Good Housekeepi 


ng 
. 
227 45 soveanised 1S 





for gas built-ins, dryers, disposers, 


is the brand 


that customers know, envy, and buy! 


Caloric Ranges—Brilliantly styled by Peter Miiller-Munk Associ- 
ates, they boast angled control panels, recessed control knobs and 
choice of backguard colors. Available with In-a-line timer with bell 
together with automatic oven timer, oven indicator light, easy-reading 
large-face clock. 

Caloric Dryers—The original LO-HEET . HI-BREEZE auto- 
matic gas dryer, Provides safer, faster and far more economical drying, 
Waist-high lint trap with exclusive Sifto-Bag®. One-knob control, 
sturdy life-long construction. Porcelain enamel work surface. 


Caloric Disposers 


of garbage cans and outdoor trash 


Fully automatic gas disposer that ends the need 
units. It gets rid of garbage, 
trash, everything except metal or glass, With Calor-A-Tred foot pedal 
it’s easy to load, even with both hands full, Calor-A-Set dehydration 


control with three settings for normal, wet, or dry refuse. 





Caloric Appliance Corporation 
Dept EM 


Topton, Pennsylvania 











Please send me more information on Caloric 

built-ins, dryers, and disposers 

NAME__ iid stahideecitaagianenl 
’ Plt s&s} Saino ae ew 

0 yy STE + | SE yy | ; See 
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LET’S KNOCK HIM OUT OF 





BUSINESS...Your Business! 


Here’s how Kennecott is helping 
you lick SKIMPY WIRING! 


Any sneak who'd strangle your sales and steal 
your profits deserves a good trouncing —right? 


Well, there is just such a rascal bedeviling your 
business today—and “Skimpy Wiring” is his 
name! 


With his small, weak wires and inadequate 
circuits, Skimpy Wiring keeps hundreds of 
potential customers from buying many of the 
electrical appliances they may want or need. 
And by causing homeowners no end of elec- 
trical annoyances, Skimpy Wiring puts a curse 
on the appliances you do sell! 











Unfortunately, most of Skimpy Wiring’s vic- 
tims don't even know they have him in their 
homes! They must be shown how to recognize 
Skimpy Wiring. They must be told just how 
to get rid of him! 


That’s why Kennecott is running full-page ads 
like the one shown below in the Saturday Eve- 
ning Post and This Week magazines. It’s a 
hard-hitting, educational campaign that bene- 
fits the entire electrical industry. Specifically, 
it’s a campaign that helps you. Because it takes 
the blame off your appliances and puts it right 
where it belongs—on Skimpy Wiring. 


Tie in your store with it! 


FREE TIE-IN MATERIAL! 


Tell your customers the vital story of adequate 
home wiring. Send today for poster-sized blowups 
of Kennecott’s full-page Saturday Evening Post and 
This Week magazine ads for display in your store. 
Get free sample copies of the educational booklet, 
“The ABC of Home Wiring.” Ask for list of at-cost 
prices for large-quantity orders of material available 
for your direct mail use. No cost or obligation! Just 


write on your letterhead to Kennecott Copper 


Corporation, Dept. M95, 161 East 42nd St., New 
York 17, N. Y. 


| Kennecott Copper Corporation 


babricating Subsidiaries: CHASE BRASS & COPPER CO, + KENNECOTT WIRE & CABLE CO. 
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“KLIXON Protectors Provide 
Valuable Protection, 


States Motor Repair Shop Executive 


SAN DIEGO, CALIF.: Mr. Norman D. Ferguson, President of 
California Electric Works, leading motor repair shop for over 


Short Line Pays Off . .. 


. . « for Bendix television; the company gambles 
in slashing its line by two-thirds but so far sales are 
up “substantially” and officials are happy 


Bendix television took a calculated 
risk this year and—according to gen 
eral sales manager H. C. Morgan—it’s 
paying off. 

Carefully analyzing the television 
field, the division of Bendix Aviation 
Corp., deliberately cut itself out of a 
healthy chunk of the potential market 
In 1955, the company reduced the 
number of sets in its line to one-third 
the number in the 1954 series. This 
smaller choice obviously can’t satisfy 
all tastes, but Bendix believes it has 
increased sales and profits by not 
competing for the minority fringes. 


One Screen Size. In scrutinizing 
the market, Bendix noted that 
3,100,000 of the 3,800,000 TV sets 
sold in the first six months of 1955 
were 2l-inch models. Since this rep 
resents the lion’s share of the market, 
Bendix decided to build only 21-inch 
units. 

The 176,000 24-inch sets were con 
sidered an insignificant share of the 
total by Bendix. While the 510,000 
sets sold in the 17-inch category might 
be worth fighting for, the company 
decided it would compete for this 
market with its low-priced 21-inch 
model 

Turning to style, Bendix introduced 
six table models and four consoles. 
This was a careful ratio which matched 
the 2,580,000 table models and 1.- 
200,000 consoles sold in the January 
to-June period. Since only 56,000 
combinations were sold during the 
period, Bendix eliminated that style 


Similarly, the company produced 
only open-faced consoles since its 
experience showed that the open 
models outsell enclosed units. Finally, 
Bendix offered sets in only mahogany 
and blond, eliminating the less popu 
lar maple, cherry and walnut. 


The Advantages. In going to the 
shorter line, Bendix simplified its 
manufacturing problem “greatly.” Ac- 
cording to Morgan, “we have been 
able to simplify our production line 
scheduling, reduce our cabinet supply 
problem and reduce our warehousing 
costs. All of this is reflected in our 
lower prices in the 1956 line.” 

Distributors gained similar advan- 
tages in warehousing and handling and 
dealers were able to stock a full line 
of sets. And, argues Bendix, “It's a 
simple line with logical step-ups that 
are easy for both salesman and cus 
tomers to understand.” 

The disadvantages can be summed 
up in two words: smaller market. 
Bendix, however, is convinced that it 
has withdrawn from a relatively small 
area of the market. And according to 
Morgan, sales figures prove it. 

The new line was introduced in 
June and “since that time we have 
substantially exceeded our 1954 sales 
figures, in both units and dollars,” 
according to sales manager Morgan. 
He adds that “our dealers and dis- 
tributors have endorsed our policy en- 
thusiastically” and, most significantly, 
“a number of other television manu- 
facturers are moving in the same 
direction.” 








45 years, knows how Klixon Protectors guard motors against 
burn-outs and how this protection is valuable to appliance and 


equipment owners. He states: 


‘I am proud to pass this service to our customers which in 
many cases avoids rewinding and expensive repairs due to the 
protection afforded by Klixon Motor Protectors. Our first 
duty is to keep motors running and guard against damage 


wherever possible.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 


Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such equipment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 








Manual : : 

Reset outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pa 

ou well to ask for equipment wit 
LIXON Protectors. 
WRITE FOR THE NEW FREE INFORMATIVE 
BOOKLET, “THE STORY OF THE SPENCER DISC” 
Aagomente 
ese 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2511 FOREST STREET, ATTLEBORO, MASS. 





KLIxo 
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from its line completely. 


Waterlogged TV Plays On 











SUBMERGED in fifteen feet of water during recent northeast floods, the Sylvania 
set, shown above, came home to play another day. Found by the owners, Mr 
and Mrs. William Houston two days after their summer home had been demol- 
ished by flood waters, the set suffered only slight warping, played immediately 
after thorough cleaning and drying 
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TALK ABOUT WHAT YOUR CUSTOMERS WANT: 


Talk about convenience! Now RCA Victor TV 
offers 4 types of tuning 









New “Hidden Panel" Tun- 
1 ing—with 2 sales features 
~ 


New “Up-Front" Tuning. 

3 On full-door models, dials are 
_ ploced right next to the pic 
ture . high and easy to 
reach. You can watch the 





—permits you to watch pic- 
ture while you're dialing. The 
perfect woy to tune a console. 
Dials are high up, near the 


r > New “High-Side” Tuning 


thet can be demonstrated 
(1) you tune comfortably 
standing up (2) controls are 


corcealed when not in use front and easy to reach. ; picture as you tune. 


a, 
’ 
on 
Dy: 





New RCA “Magic Brain” Remote TV Control gives viewer full control 
of all TY functions: turning set on and off... changing channels... adjusting 
picture and fine tuning controlling volume. Can be installed on most 
RCA Victor Black-and-White VHF television models. Optional, extra. 








YOU'VE NEVER HAD A STRONGER SELLING STORY FOR ANY KIND OF TV! 


You know what sells. Today it takes more woods and finishes. And unparalleled con 
than picture quality to sell TV. That's why venience! 

RCA Victor gives you so many extra features Never before has TV been so easy to tune 
to talk about. Styling that makes TV fine right at the set or from the other side of the 
furniture instead of mere mechanical equip room. So talk about convenience! And gell 
ment. The widest variety of cabinet designs, more than ever before 








ANOTHER CONVENIENCE FOR THE DEALER—AND HIS CUSTOMER: 


RCA FACTORY SERVICE. When you offer your customer an RCA Victor Factory { 2 ‘A i¢ "1 ) { 4 
Service Contract (optional, extra), you give him the benefit of instal “—— = / A 4 ‘ 
lation and dependable service by RCA’s own technicians. And you save 7. 7: . ‘on SARA TION GF fae 

yourself headaches. Only RCA Victor TV owners can buy this Contract. +f \ *) J 
: S © EVERY YEAR MORE PEOPLE BUY RCA VICTOR 


THAN ANY OTHER TELEVISION 
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Open their eyes and close the sale 


IR CONTROL 
UNIT 





Io 
Nylon be 


with LYON features 


@ How well you know it .. . features 
sell merchandise. And that goes double 
for kitchens! 

When you sell LYON steel kitchens, 
you're miles ahead when it comes to the 
kind of features that clinch sales. The 
AIR CONTROL UNIT (for ventilating 











A PARTIAL LIST OF 
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wives rave about. LYON KITCHENS IN 
COLOR is another potent sales builder. 
And these are only two of many fea- 
tures that pave the way to big sales. 
Let us give you the complete story 
of this year’s hottest kitchen line and a 
direct-to-dealer policy that means real 


LYON STANDARD PRODUCTS 


NOVEMBER, 


arin 

























kitchen)...a Lyon exclusive that house- profit on every sale you make. 
re cee a ssa saa s aa s= ses eel —_— Ser a an ee eno = eel — apt 
4 i 
; LYON METAL PRODUCTS, INC.,1121 Monroe Ave., Aurora, Ill. ! 
! 
MAIL Gentlemen: I want proof that the Lyon Direct-To-Dealer Kitchen | 
Cabinet policy can mean bigger profit to me... ! 

COMPANY 

for complete 
story | ADDRESS | 
! 1 
| erry STATE ! 
LYON METAL PRODUCTS, INC. 
Factories in BY | 
AURORA, ILL. end YORK, PA, ! | 







Dealers Increase 


The number of radio and TV deal 
ers is increasing. According to 
RETMA, the number of stores han- 
dling radio and television receivers has 
grown approximately three percent 
in the past fiscal year and by over 15 
percent since mid-1952. 

As of July 1, there were 110,200 
retail radio-television dealers compared 
with 107,100 in 1954 and 95,400 in 
September 1952. During the year 
ending June 30, each dealer sold an 
average of 70 TV sets compared with 
an average of 60 television receivers 
during the previous fiscal year. 

The great bulk of the dealers- 
42,800—were classified as radio-TV- 
appliances stores while 19,050 were 
furniture stores, 12,200 were hardware 
stores, 12,200 were department and 
general merchandise stores and the re- 
maining 23,950 were in miscellaneous 
categories. 

The majority of the stores—85,900 

-handled both radio and TV, accord 
ing to RETMA. About 4,400 dealers 
handled TV only while 19,900 sold 


only radios 


Du Mont Distribution 


A shortage of top-flight indepen- 
dent distributors has forced Du Mont 
Laboratories to resort to factory-con 
trolled distribution in certain mar- 
kets where Du Mont is not repre 
sented at the present time. 

Du Mont National Distributors, 
Inc., has been set up as a Delaware 
corporation to control distribution in 
markets not yet being worked. The 
move is part of Du Mont’s long range 
program to increase volume and prod- 
uct diversification. 

It is Du Mont’s intention, however, 
to maintain independent distribution 
in every possible market. Only where 
the company is unable to get a cm 
flight independent distributor to o 
tain its share of the market will it 
set up direct sales channels. 

Once the market is built up, Du 
Mont will turn it back to an inde- 
pendent distributor when a strong 
one becomes available. 


Free Vs. Fee TV 


A recommendation that free-tele- 
vision versus “fee-TV” be made an 
issue by candidates in the 1956 presi- 
dential election was made recently by 
Brig. Gen. David Sarnoff, chairman 
of the board of RCA. 

Gen. Sarnoff declared that the ulti- 
mate decision, for good or ill, will 
have a direct impact upon Americans’ 
everyday life, economy and culture. 

“I do not think I am exaggerating 
when I suggest that the issue is as 
important to our entire citizenry as 
was, for example, prohibition in its 
time. I feel justified in proposing, 
therefore, that it be submitted to the 
ultimate suffrage of public opinion—a 
suffrage based not on guesswork, slo- 
gans or prejudices, but on wider 
knowledge and understanding of all 
the facts,” Gen. Sarnoff remarked. 

On color television, the RCA chair- 
man believes that by the end of 1956, 
color TV will be a major factor in the 
industry. 
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Deluxe 4-speedTable 

Medel Dual speaker Model 

1285. Blonde or Mahogany 

Lal ia = Me et at same price. List $99.50" 
co Legs. black or brass, with 


record shelf, optional 


Hottest selling phonos in the field this year! 


Light a fire under slow-moving sales with V-M — the line that 


sells itself! Easy to display ... easy to move — Voice of Music “ 
phonographs are this year’s fireballs for fast, profitable sales! Deluxe Portable Phone Model 1275 in a 
choice of 2-tone Brown or Gray Adjustable 
tone chamber List $79.95" 


rod | Y, Ae the Woi ‘ 


fabulous! 
Try to keep V-M ‘Fi 


delis’" in the store. As 
fast as they go on dis 
play—out they go! 
Features V-M tone-o- 
matic; hi-fi three 
speaker system. Blonde 
or Mahogany at the 
same price— List 
$149.50". Walnut or 


Versatile V-M tape-o 


Ebony slightly higher. metic) With ten top ox 
. : clusive features! Model 
Legs, black or brass, 700 comes in 2-tone gray 
. r x leatheretie. List $179 95" 
with rec ord she If, op Matching console speaker 


tional. Model 560. $46 50 





*Shghtly higher in the west 


Werld's Smaties!t Automatic 3-speed Port 
able Model 990 has folded horn speaker im 
id. Two-tone Gray leatherette. List $99 95" 







Have a Pleasurama Holiday In YOUR Store! 


V-M has a hot sales-sparking Christmas promotion 
package jam-packed with holiday appeal. See your 














= V-M distributor Salesman... turn your store into 

© a Pleasurama of holiday profits! Get ready —nou Bags” offer 8 $28.00 Diamond Neos 

a > 0 10%510 00 with any VM auton 
for your biggest holiday season of V-M phono sales! 4nd Mwke money on the needl 


V-M CORPORATION, BENTON HARBOR, MICHIGAN 


WORLD'S LARGEST MANUFACTURER OF PHONOGRAPHS AND RECORD CHANGERS 





ELECTRICAL MERCHANDISING—NOVEMBER, 1955 PAGE 161 





Mle ge 


Swimming star's 
demonstration on 
Buffalo estate 
providesa... 








“Country Fair” Setting For a Dealer Meeting 





beauteous swimming star, Miss 
41 Greta Patterson, first person 
to swim Lake Erie’s 23 miles, joined 
the city of Buffalo to Help Cladco, 
Inc., put on a “different type of 
dealer meeting” to introduce Syl- 
vania’s new 1956 line. 

Cladco’s “country fair’ was held 
on the estate of Carl G. Luhman, 
president of Cladco, near Buffalo. 

Ihe two-day meeting gave deal 
ers a chance to see the new Syl 
vania products as well as participate 
in considerable entertainment. 

Huge open-air barbecue pits 
prepared scores of chicken dinners 
during the two days, while Luhman 
made his swimming pool available 
to dealers who wished to swim. In 
addition, Miss Patterson gave a 
demonstration of her swimming 
prowess 


A giant circus tent was used to 
display the 1956 Sylvania line of 
television sets, high fidelity phono 
graphs and radios. Ten models re 
moved drapes from the sets during 
the presentations and an orchestra 
provided musical interludes during 
the showings. 

Contests also were held, some of 
them under the tent, in which 
prizes were “stage money” to be ap 
plied toward gifts. 

The city of Buffalo gave impetus 
to Cladco’s promotion by designat 
ing the first day of the late summer 
affair as “‘Sylvania-Greta Patterson 
Day.” Tribute to Miss Patterson’s 
swimming achievement was paid 
during a ceremony on the steps of 
Buffalo’s city hall. In addition, 
Sylvania presented gifts to Miss 
Patterson 


WEARING BIBS which say, ‘I'll always eat well—lI sell Halolight,”” dealers hungrily 
eye cooks adding some spice to their barbecue chicken dinners 


é 





= + 

: i » ea a pee 
' ; 
: » CITY HALL ceremony poid tribute to Miss Greta Patterson's swimming prowess. 

UNDER THE BIG TENT, eastern sales manager Peter J, Grant describes the new From left to right are, Elmer Lux, town council president; Miss Patterson; Carl G 
Sylvania line as model removes drapes from the television sets. Displayed also Luhman, Cladco president; Arthur L. Chapman, Sylvania vice-president for opera- 





were the company's |956 line of hi-fidelity phonographs and radio tions; and Bernard O. Holsinger, general sales manager for the radio-TV division. 
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DELIVERIES 
FROM STOCK 
WILCOLATOR &-15 RATINGS 
26 Amp. 240 Volts Pilot duty 125 volt 
35 Amp. 120 Volts amperes D.C. Underwriters 
A.C. only listed and approved 











Now you can really simplify your thermostat inven- 
tory. Standardize on the general-purpose Wilcolator R-15—with prompt 
deliveries from stock—and you’re ready to equip your appliance with 
a sensitive, accurate, panel-mounted thermostat whose smart appear- 
ance, plus the nation-wide reputation of Wilcolator, does much to help 
make your sales easy. 


The R-15 Wilcolator is double pole with double break contacts. 
The contact mechanism is a quick make-and-break, snap action type. 
No disconnect switch is necessary, since both sides of the line are 
opened when the dial is in the “off” position. 


Thermostatic action is secured by the use of an expansible liquid 
which actuates the switch mechanism through a bellows. This assures 
the utmost sensitivity, in a rugged thermostat that gives long life with 
little or no need for service. The dial is black bakelite, available with 
standard temperature figures or with special markings where desired. 
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The WILCOLATOR Type R-I5 


PROMPT 
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A chrome finished bezel is supplied with combined index and aperture 
for pilot light visibility. 


The switch mechanism is enclosed in a bakelite housing. Terminals 
are arranged for easy wiring. Where desired, a compression fitting 
with 4” pipe thread can be supplied, where the bulb is to he immersed 
in a liquid, 

Write at once for complete data on the R-15. The Wilcolator Com- 
pany, 1001 Newark Ave., Elizabeth, New Jersey. Canadian address: 
Mimico, Toronto, Ont. 


THE Ieolalor 
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“This improvement 


should greatly increase our business,” 


says Mr. E. H. Ankerson, Schieuter Electric Company, Davenport, lowa. 


” wo cara tone tte ae AL ft 


» 


+“ 

A CAREENING AUTO demolished our 
somewhat outmoded store front. A Pitts- 
burgh Plate Glass and aluminum front of 
modern design was erected, and we are 
now enjoying more daylight in our sales- 
room and our merchandise can now be 
displayed to greater advantage. We have 
received many fine comments from our 
clientele,” 

The growing use of open-vision design 
is really paying off for all types of busi- 
nesses that must create a favorable im- 
pression upon the passing public. People 
are attracted by—and drawn into the store 
that presents a pleasing, inviting appear- 
ance through its open-vision front. This 


Store Kronts 
and Interiors 
‘by Pittsburgh 





PAINTS + GLASS 





CHEMICALS - 





FTSBURGH P 


(your 
slore 


sells 





BRUSHES - 


YT ie 





PITTSBURGH PRODUCTS used to create this 
modern appliance store front were Pittco® 
Store Front Metal, Carrara® Structural Glass, 
Twindow® Insulating Window Units, Tube- 
lite® Doors and Tubelite Store Front Metal. 


new, modern design also creates a feeling 
of progressiveness, and makes the pros- 
pective customer realize that here is an 
establishment that is keeping up with the 
times . . . one that will specialize in the 
newest, most up-to-date products and 
services. 

To get more information on Pittsburgh 
Store Front Products—and their adapt- 
ability to your appliance store—just send 
for a free copy of our booklet, “How To 
Give Your Store The Look That Sells.” 
There is no obligation, of course. 


Pittsburgh Plate Glass Company 
Room 5414, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 


Please send me a FREE copy of your modernization booklet. 


There is no obligation, of course. 
Name 
Address 


City Diweccocetevecece .. State 


PLASTICS - FIBER GLASS 








aS SS ee COMPANY 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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Color in Europe 


Colorful kitchens are proving more 
popular in oa any than in the United 
States, according to A. W. Porter, 
Frigidaire general manager in London. 

Porter reports that the kitchen once 
was the forgotten room in the home, 
but now the English homemaker 
realizes what modern decorative 
schemes can do and she’s now buying 
color in her kitchen. 

Porter also believes this yp ogra 
of color is a direct result of the war. 
Paint was unobtainable, he recalls, and 
people generally have had their fill 
of khaki and camouflage. Now they 
want color to express a feeling of peace 
and prosperity. 

Most popular colors are Cotswold 
cream, a conventional British kitchen 
color, Sherwood green and Olympic 
red, Other colors being sold are Ever- 
est blue and Stratford yellow. 

Frigidaire also reported result of a 
poll at an exhibit in Cologne, Ger- 
many. ‘Thirty-five per cent of those 
polled preferred colored refrigerators 
to white, with the majority favoring 
green, beige or cream 


Edison Ends Selling 


Toledo Edison Co., of Toledo, 
Ohio, has ended 42 years of direct 
appliance sales but will promote ap 
pliance sales through a cooperative 
program with dealers and distributors 
in northwestern Ohio. 

Edison believes dealers are now 
doing a good job of maintaining con- 
sumer acceptance of appliances as a 
part of an overall change in appliance 
merchandising. 

Manufacturers now back dealers 
with national advertising campaigns, 
Edison officials pointed out, and the 
job of the electric utility has largely 
become one of promotion through 
dealers rather than of direct selling. 


Hurricane Proof Sign 


tLaevisionr 
APPLIANCE 


CENTER 





NEWEST ADDITION in Du Mont’s “’Op- 
eration Exposure” the sign shown above 
was built to withstand hurricane force 
winds. Erected for the Appliance Center, 
Roselle Park, N. J. the sign is one of 
seven located at strategic points through- 
out the state. Irving Sarlin, left, general 
manager of Igoe Brothers, Du Mont New 
Jersey distributor congratulates Louis 
Baron, president of Appliance Center dur- 
ing “flash on’’ ceremonies. 


MERCHANDISING 








ELECTRICAL MERCHANDISING NOVEMBER. 





dryer-traj 


get this genuine 





QUEEN 


n Promotion 








electric train 


American F1yer <= 





with your new 


SPEED QUEEN 


Train set includes: 
Powerful Locomotive and Tender with 
piston oe a 
i tor Car, Tank Car, Go 
gr and Caboose 
Cars have real knuckling couplers 
260 inches of track 
Trestle Set } 
50 watt transformer AA 
Remote Control Billboard Whistle 


BUY NOW ANDSAVE| 3a 















Here's action, 





excitement, sales power and terrific con. 
sumer appeal wrapped up in a powerful dryer Promotion 
for November and December that should hang Up some 
new sales records. Same combination deal can be used 
with any Speed Queen Automatic washer or 
model. Prices are really ¢ 
that you write, phone or 
Our district manager, 


SPEED QUEEN CORPORATION Ripon, 


wringer 
; We urge 


Wisconsin 





WASHERS « DRYERS « IRONERS 
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Model P91, 4 H.P. 
Single Cylinder 






sell the many advantages 


of oft 
| WELDED 
HERMETICS 
5 vats Remy od at 


When your sale appears to hang in a balance and the customer 
needs further convincing, satisfy this desire for the best by sell- 
ing the features that have made Tecumseh Welded Hermetics 
the most widely accepted compressor in the air conditioning and 
refrigeration field. 

Here are some facts about Tecumseh that you can use as sales 
tools: 


LOW INITIAL COST — Large production, based on constant de- 
mand, keeps cost low, and the savings are passed on in original 
equipment, or more “extras” at the same price. 

SMOOTHER QUIETER OPERATION--Compressor is hermetically 
sealed in oil to give longer trouble-free performance .. . internal 
spring mounting, available only in true hermetic compressors, 
eiecieates vibration and assures quieter operation. 

COMPACT DESIGN — Resulting from public demand for in- 
creased food storage space without increasing the size of the re- 
frigerator and smaller overall dimensions for room conditioners. 
FREEDOM FROM SERVICE—Designed specifically for a particu- 
lar a plication, efficient overall operation has resulted in less 
than T ¢ field returns under warranty for complete systems. 
Make your selling job easier . . . make sure your air conditioning 
or refrigeration appliances come equipped with Tecumseh Her- 
metic Compressors. 


21,000,000 TECUMSEH COMPRESSORS IN USE TODAY! 











World's Lergest 
Producer of 
Compressors for the 
Refrigeration Industry 








EXPORT DEPT.: 
P. O. Box 2280, 24530 Michigan Ave., W. Dearborn, Mich. 


TECUMSEH PagDUcTS 
TECUMSEH MICH. 


PAGE 166 








MARKETING 





‘56 Sales Should Be Good 


That's the belief of NEMA’s major appliance 
division; marriages, population increase, and higher 
employment cited as reasons 


Another good year for major appli- 
ance sales! ‘That’s the optimistic 
forecast of the major appliance divi- 
sion of NEMA. 

Several factors are cited: 

1. Marriages are rising steadily and 
newlyweds have to equip new house 
holds. Conservative estimates sav each 
newly-wed couple spends an average 
of $2,500 for furniture and electric 
appliances 

2. Increasing population. Births 
mean 4,000,000 potential customers a 
year, authorities say. 

3. Increased living standard. The 
rate of improvement, measured by 
goods and services each person gets, 
has been about | per cent a year 

4. More persons employed. The 
total jumped 40 per cent in 10 years, 
especially among women. Authorities 
figure that employed women need the 
help of electric appliances and salaries 
give them the money to buy this help. 
Promotional campaigns for the coming 
vears also were discussed by NEMA’s 
major appliance division, particularly 
for the electric range industry. 

Range advertising to the architect- 
ural and building fields will dramatize 
the success of the electric range, point- 
ing up the fact that there are over 
three times as many electric ranges in 
use today than there were nine years 
ago. Range advertising to the home 
economics field will largely be confined 
to publications related to that field 
ind to distributing range teaching aid 
kits 

Another trade advertising campaign 
will be coordinated with the Edison 
Electric Institute’s “Cook Electrically 

It’s CLEAN” campaign. 

Continued promotional campaigns 
for electric water heaters were ap- 
proved by NEMA, as was a campaign 
for household refrigerators and home 
freezers. ‘The household sink units 
section will continue to distribute its 
publication, “The Disposer Boy,” and 
the discarded refrigerator and freezer 
safety campaign, now in its second 
year, will continu 


Carrier Cooler Bows 


\ new packaged air conditioner for 
large-area cooling has been unveiled 
by Carrier Corp 

Ihe new self-contained ‘Weather 
maker’ features a versatile duct system 
that eliminates all dealer “tailoring” 
iccording to John M. Bickel, vice 
president of the unitary equipment 
Noting that 70 percent of 
the packaged equipment is installed 
with duct systems, Bickel said the new 
Carrier unit reduces the amount of 
space required and permits more free- 
dom in location. 

He added that wiring connections 


division. 


NOVEMBER, 


are “completely simplified” and the 
unit can be used for all-season con- 
ditioning without the usual modifica- 
tions [he new models will be 
produced in the two, three and five- 
horsepower sizes, Bickel said. Current- 
ly, Carrier manufactures other self- 
contained water-cooled models in 
capacities from seven and one half to 
20 horsepower and air-cooled units 
ranging from two to seven and one 
half horsepower. 

The new models are being in- 
troduced to distributors in a series 
of 150 showings in cities across the 
country. Pointing to the importance 
of the market for packaged units, 
Bickel said that the industry will prob- 
ably sell nearly 100,000 such units 
during the coming year 


Training For Salesmen 

Electric appliance salesmen can get 
selling experience before they meet 
the public through use of a new train- 
ing medium, “Repetitive Impact 
l'raining Set,’ prepared by the Edi- 
son Electric Institute. 

The set consists af a pattern film, 
a practice film, a training manual, an 
adapter arm and a portable screen 

The pattern loop film shows trainees 
scenes between customers and an ex- 
pert salesman. The customer voices 
opinions and the film salesman 
counters with a strong sales talk, giv- 
ing the viewer a good suggested clos- 
ing statement. In the practice loop 
film, the trainee hears thé same cus- 
tomer objections. Then there is a 
pause and a trainee is given the op 
portunity to present his own sales 
rebuttal. Thus he actually learns by 
doing. 


Marketing Paradise 


A marketing paradise for the major 
appliance business in the coming 
decade is forecast by C. W. Theleen, 
manager of customer relations for 
G-E’s major appliance division 

Continued boom in the nation’s 
economy plus a continued upsurge sin 
population and an increasing desire 
for a higher standard of living are the 
reasons cited by Theleen. 

But the G-E official warned that the 
paradise will be only for the creative 
salesmen who are willing to work in 
order to profit. He urged dealers to 
concentrate their energies by handling 
“one full line, or at the most two 
lines” instead of many competing 
brands. 

“If you are going to be big, you 
will have to act big,” Theleen said. 
“You will have to be important to 
someone. 
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VICTOR ADDING MACHINE CO. 


DIRECT FACTORY BRANCHES 


AKRON 8, OHIO 

34 S. High Street 

Phone: FRanklin 6-5121 
ATLANTA 3, GA. 

608 Peachtree St., N.E. 

Phone: Atwood 3846 
BALTIMORE 18, MARYLAND 

2107 N. Charles St. 

Phone: TUxedo 9-2890 
BIRMINGHAM 3, ALA. 

1821 Fifth Ave., N 

Phone: 4-1874 
BROOKLYN 7, N. Y. 

2697 Atlantic Ave. 

Phone: TAylor 7-7404-5-6-7 
BUFFALO 9, N. Y. 

1053 Main St 

Phone: Summer 6953 & 6954 
CHARLOTTE 6, N. C. 

1007 W. Morehead St 

Phone: FRanklin 5-7708 
CHICAGO 10, ILLINOIS 

540 N. LaSalle St. 

Phone: WHitehall 4-6330 
CLEVELAND 15, OHIO 

3222 Carnegie Ave 

Phone: EXpress 1-4650-1-2-3-4 
DALLAS 1, TEXAS 

1731 N. Harwood St. 

Phone: Sterling 5531 
DAYTON 8, OHIO 

826 Cincinnati St 

Phone: Adams 6258 
DETROIT 8, MICH. 

4111 Grand River Ave. 

Phone: TEmple 1-4303 
HOUSTON, TEXAS 

2905 Fannin St. 

Phone: CApitol 8-9471 
INDIANAPOLIS 4, IND. 

311 N. Capitol Ave. 

Phone: MEIrose 5-1336; 5-1337 
KANSAS CITY 8, MO. 

1730 Main 

Phone: Victor 7966-67-68-69 
LONG BEACH 13, CALIF. 

946 American Ave. 

Phone: Long Beach 70-2949 
LOS ANGELES 17, CALIF. 

720 S. Flower St. 

Phone: Michigan 8573 
MEMPHIS 4, TENN. 

1428 Union Ave 

Phone: 36-5492 
MIAMI, FLORIDA 

6675 Biscayne Bivd 

Phone: PLaza 8-9412 
MILWAUKEE 8, WIS. 

3732 W. Lisbon Ave 

Phone: Division 4-6025-26-27 
MINNEAPOLIS 14, MINN. 

3036 University Ave., S.E. 

Phone: Maine 8317-18 

Midway 1008 
NASHVILLE 6, TENN. 

3247 Gallatin Road 

Phone: 28-1363 
NEWARK 5, WN. J. 

100 Astor St. 

Phone: Bigelow 3-2006-7-8-9 
NEW ORLEANS, LA. 

1620-22 Aimonaster Ave. 

Phone: Victor 3378-9 
NEWTON HIGHLANDS 61, MASS, 

24 Elliot St. 

Phone: LAsell 7-7181 
NEW YORK 16, N. Y. 

386 Fourth Ave 

Phone: MUrray Hill 9-4080 
OAKLAND 12, CALIF. 

534 20th St 

Phone: TEmple Bar 2-5748-49 
PHILADELPHIA 3, PA. 

1616 Walnut St 

Phone: Ki 6-0954-5-6-7-8-9 
PITTSBURGH 13, PA. 

3532 Forbes St 

Phone: MUseum 1-2843-44 
RICHMOND 20, VA. 

308 W. Cary St 

Phone: 3-8355; 3-8356 
SACRAMENTO 14, CALIF. 

1714 Capitol Ave 

Phone: HUdson 1-3156 
ST. LOUIS 3, MO. 

2035 Olive St. 

Phone: MAine 1-3630 
SALT LAKE CITY, UTAH 

1355 S. Main St 

Phone: 84-5571 
SAN FRANCISCO 5. CALIF. 

36 Second St 

Phone: EXbrook 2-4775-76-77 
SEATTLE 4, WASH. 

811 Second Ave. 

Phone: Elliott 3058 
SOUTH BEND 14, IND. 

2803 S. Michigan St., Suite 200 

Phone: South Bend 7-2348 
TOLEDO 13, OHIO 

3926 Secor Road 

Phone: Klondike 4659 
WASHINGTON D.C. 

4543 Wisconsin Ave., N.W. 

Phone: EMerson 3-9666-7-8-9 
WILMINGTON 1, DEL. 

215 W. Ninth St 

Phone: Wilmington 4-8897-98 








LOWEST PRICE ITEMIZER EVER 
Famous Victor quality and durability 


Look at the wonderful new Duomatic 
cash register by Victor . .. the ONLY 
LOW-COST MACHINE with the fea- 
tures of a fine cash register plus an 
adding machine, all in one! 


The Duomatic itemizes every sale... 
adds and prints individual amounts, as 
well as totals, on tape .. . along with 
designation of clerk or department. 

Also you can add up charge pur- 
chases ... or do any other miscellane- 
ous adding machine work, any time... 


without disturbing your cash total. 


No other machine does so much and 
costs so little. And the Duomatic’s 
modern-design, rugged Fiberglas case 
is practically indestructible .. . won't 
crack, chip, rust or dent, 


See this beautiful new machine — 
compare its low price — get a free dem- 
onstration. Write or call the nearest 
Victor factory branch for the name of 
your Victor representative or dealer, 
Call collect if you wish, or write: 


Victor Adding Machine Co., Chicago 18, Ill. 
Victor-McCaskey Limited— Galt, Ont. 


Manufacturers of Business Machines, 
Cash Registers, Business and Industrial Systems, 
Electronic Equipment, Electri-Cars. 





Victor Duomatic combines 


OVER 500 
SALES AND SERVICE POINTS 
IN THE UNITED STATES 


YONKERS, WN. Y. 
646 Tuckahoe Road 
Phone: SPencer 9-1100 
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For Brighter, Quicker 


SY LVAN IA puts 


Nov. 28th—Full-Color ad on Sylvania Radio 


Dec. Sth-Big Spread for Christmas that helps 
you sell more! 








oem Dramatic ads like these are telling your 
y customers about the big new Sylvania line 
of TV, Radio and High Fidelity phonographs 
... Telling them of the new exclusive features 
offered only by Sylvania for better listen- 
ing—better viewing. You can cash in on 

this powerful LIFE promotion that'll mean 





a merrier Christmas for you. 


Be ready to show the models your customers 
will ask to see. Display the complete line of 
i quality Sylvania products for bigger seasonal 
sales. Side-by-side comparison sells Sylvania 
on sight. Order your Sylvania merchan- 
dise now and tie in with this powerful 
National Advertising program for faster 
sales—surer profits! 


A comparing light all throws might! 


New Sylvania Nightligt w radio-clock 
with Panelescent light oa 


Hieve's 0 nw bined of vedionctent thas works shent of ghee shir prerrt 
‘ es 4 hr 1m 


et canby deme the Seteamen Nagheet ghee s 
2 peorewtes Mead wooly 
ee cot Be eternally. 0 oho pr » 
ewok, oxameteon ting how of lagtes oft mages bone thee mage taal 
ote a bent bow 





\ 


em 


— ee ' THE IN’? with this big Sylvania-LIFE Promotion. 
Radios featured in LIFE Call your Sylvania distributor for giant blow-up 
on November 28th of these big, colorful ads for your store or window 
—Free. Special ad mats, Xmas displays and 
other material are also available to you now— 
in time for bigger Xmas sales. 
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1 
Christmas sales 


new (Ma in your profit-picture 
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with the gifted tone of “Surround Sound" 
The new Syivanie High Videlity console os 
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more HsloLight than eve, Pictures look bigger and ay h ee ohare ate) Ls thts ty , - 
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Radio and HL adio & Television, Buffalo 7, New York 
ry. a n se de b 
pl senior In Canada: Television made J 
eee Sylvania Electric (Canada) Ltd., 
and distributed by . 
Northern Electric Company Limited 


LVANIA 


- fastest growing name in sight 


Keep your eye on 
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Be sure you're ready to profit from 


RAY-O-VAC’S 


‘CATALOG ADS 


for CHRISTMAS 
and early 1956! 









Full color national ads spearhead Ray-O-Vac’s history- 


making campaign to help you turn your stocks fast! 


NEW “BEST SELLERS”’ 








m7000 HANDYMAN m4i1i SPORTSMAN’ 

Merchandiser DeLuxe Super Pack 

Complete flashlight and bat- M411—consists of six RS22 

tery department in just 12” of Deluxe SPORTSMAN flash- 

counter space. Includes three lights with push-pull ring switch, 

each RTI2 and RT32, and six packed with 3 display cards. 

RT22 flashlights; twenty-four You get three display oppor- 

each ILP and 4LP, and forty- tunities in one sales-boosting 

eight 2LP batteries. Colorful, package. RS22 features fa- 

compact, sturdy, permanent mous SPORTSMAN with 

styrene display. Royal blue, knurled, chrome barrel, re- 

rich ivory, accented with red. movable end cap with ring 

Stops shoppers, stimulates im- hanger...and now, push- 

pulse sales. pull ring switch! 

LiTTLs SPORTSMAN® m240 SAV-A-LIFE 
with Swivel Head Display 

ML3 — consists of six ML3 Consists of three TL24R SAV- savant 33 

Little SPORTSMAN on a dis- A-LIFE flashlights on colorful 

play, with two displays to yellow, red, and blue stand- 

shipping carton. Miniature vp display cord. Wonderful 

has new swivel-action head; emergency light for motorists. 

pocket clip; knurled all-metal Throws clear white spot through 

chrome barrel, removable lens end of rod, piercing red glow 

ring and reflector, convenient through sides. Handy size for 

rotary switch. Retails (@ 59¢ glove compartment. Uses two a] oh asl 

each, with full profit. ILP size "C" batteries. 





Order from your jobber 
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Gift-giving time is Ray-O-Vac 





FLASHLIGHT TIME! 


we 


“For your own needs . . . and for unusual, wanted” Christmas gifts 
... Choose from these fine new Ray-O-Vac portable lights 
powered by reliable Ray-O-Vac batteries. Attractive new 
packages ... wide range of prices... at your dealer's now. 


& 
SPORTSMAN’ 





scite lens. 3-inch reflector throws wide Small but powerful beam of light! Pocket clip. New 
table elastic headband, convenient line swivel-action head, rotary switch. Knurled for good 


roof battery pouch $2.98 grip. Keep a couple handy —each only 59¢ 


Push-pull 
ring switch’ 


r first time—sealed-in-stee! protectior otorist s emergency light Throws clear white spot 


toflash botteries—more amperage r piercing red glow through sides of shatterproof 


ty. Atoll film counters.  1$¢, 20¢ rod. Handy size for glove compartment. $1.98 
How about “sealed-in-steel"’ batteries? 


King-Size Power 25¢ 


Polyethylene protected 


Regular Power 15¢ 


sold 


tandord flashlight 
ondard flashlights Only Rey-O-Vac is fully sealed-in-stee!. A new 
rant 4 saninael 
‘ sec = agoins flashiight and betteries ore yours if corrosion occurs. 
our flashlight 


© 1955 by Ray-0-Vac Company, Madison, Wis. Ray-O-Vac Canada, Ltd, Winnipeg 


indoor time is Ray-O-Vac 


FLASHLIGHT TIME! 


From attic to basement... in car and garage... check 
your needs for portable Ray-O-Vac lights... powered 
by dependable Ray-O-Vac batteries. For your safety and 
convenience, order now .. . before you forget... while 
your dealer has a complete selection. 


Push-pull 
ring switch \y 


br 


r" ght spot 
$1.75—$2.25 


piviawns 
— 


\ 


King-Size Power 25¢ 


Polyethylene protected 


Regular Power  15¢ 


Only Rey-O-Vac is fully seated-in-steel. A new 
fleshlight end betteries are yours if corrosion occurs. 


© 1956 by Ray 0 
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KITCHENS like this one will be manufactured soon as integrated units by 
Frigidaire. The photo shows a corridor arrangement: (1) French door wall oven; 
(2) toe-space storage drawer; (3) fold-back range units; (4) eye level control 
panel; (5) communicenter; (6) pantograph wall cabinets; (7) automatic dish 
washer; (8) self-rinsing sink; (9) panoramic refrigerator; (10) drawer type 


freezer, and (11) perimeter lighting 


New Product: A Kitchen 


Frigidaire announces that it will soon begin 
turning out entire kitchens as integrated units; builders 
merely have to put the completed room in place 


I'rigidaire wil] soon begin manufac 
turimg entire kitchens as integrated 
units 

‘he first of the radical new kitchen 
units will be built and installed next 
spring. Mass production is scheduled 
for late next year. 

Ihe kitchens will be free standing 
ind modular with their own interior 
walls, lighting, plumbing and exhaust 
facilities. All builders have to do is 
et them in place as a structural com- 
ponent of the house. 

GM vice-president Mason Roberts 
aid the new units combine maximum 
appeal to women with a minimum of 
installation time and effort for build 
ers. Since they are modular in con 
truction, considerable flexibility is 
possible. 

For the Builder. The new kitchen 
unit is the result of a Frigidaire study 
aimed at finding ways of helping the 
builder, Roberts said. ““We recognized 
that new products need to be designed 
for the new home market as distin 
guished from the usual appliance mar- 
ket. The new kitchen is our first major 
contribution in the builder field. Our 
plan is to intensify our program of 
research and development in the area 
of better housing.” 

I'rigidaire officials pointed out that 
the new kitchen unit reduces the 
builder’s construction and installation 
problems. Since all interior walls are 
furnished, no wall finishing is neces- 
sary. The walls can be backed up 
igainst an unfinished stud wall or 
used to form a non-load bearing par- 
tition. It is internally wired and 
plumbed so that all outside connec 
tions can be made at a master power 
panel and a master plumbing connec- 
tor block. 


For the Women, Among appliances 
included in the kitchen are a waist 
high “‘panoramic”’ refrigerator, drawer- 
type food freezer, recessed fold-bacl 
range units, French-door wall oven, 
dishwasher, disposer and a push-but 
ton self-rinsing sink. 

Also included is a ‘““communicenter”’ 
featuring a “hands-free” telephone, 
intercom and door chime, built-in ra 
dio, pull-out vanity, a three-way wrap 
ping material dispenser and a lighte: 
ashtray and cigarette box. 

Optional features include strip-typ< 
electric outlets, a cantilever recipe 
book folder, infrated warming lamp 
and waste-receptable drawers. 


Emerson Proves a Point 


Big as the Auto Industry 


That’s what the appliance business will become, 
says GM's Roger Kyes, who paints a promising picture 
of markets and products about to be developed 


By 1965 the industry will be selling 
a million more refrigerators and auto 
matic washers each year than at pres- 
ent. 

Sixty percent of American homes 
will be air-conditioned. 

Drver sales volume will have dou 
bled. 

Dishwasher and disposer sales will 
have quadrupled. 

hat’s part of a vision of the future 
painted for members of the press re- 
cently by Roger M. Kyes, vice-presi 
dent of General Motors, Speaking 
at a preview of new products held at 
GM's technical center near Detroit, 
Kves said that “over the next decade 
or so we have the opportunity to 
make the appliance industry as im 
portant a factor as the automobile 
industry is today.” 

Kyes said his confidence in the fu 
ture was based on four factors: 

(1) The “looked for growth of our 


vigorous economy.” He said that in 
10 years Americans may well enjoy 
a dollar and a half of income for every 
dollar they have today. 

(2) A “vast replacement market” 
which can be exploited by “dynamic 
obsolesence new and. improved 
models every year.” 

(3) The “rising concept of the 
kitchen as an important part of the 
living area in ro home.” 

(4) The “vast amount of research’ 
now being carried on. He said the 
industry has “hardly begun to ex 
plore” the possibilities facing it. He 
made reference to washing machines 
which would “convey, sort, clean, 
iron and fold the laundry’. He also 
referred to a device which would 
close windows of your home for you 
by dialing your home number on the 
telephone and to an “autonomous 
house with its own source ot power, 
atomic or solar.” 


Built-In Sales Survey .. . 


_. . finds many dealers ready to increase their 
business in built-in appliances to take advantage of 
expected increase in consumer demand 


Nearly 50 per cent of dealers sur 
veved by the Woman’s Home Com 
panion reported a small increase in 
demand for built-in appliances during 
the past six months, Another 30 per 
cent saw a substantial increase, while 
20 per cent thought there has been 
no change in demand. 

On the other hand, nearly 60 per 
cent of the dealers are reported in 
tavor of increasing their business in 








TO SUBSTANTIATE forthcoming advertising on the company’s ‘‘Never-Break” 
radio cabinets, Emerson Radio and Phonograph Corporation recently enlisted 
the services of a stock car driver at Long Island’s Dexter Park. Hurled from a 
cor driven at 105 miles per hour, a standard ‘833’ radio came through the 
test unbroken, and unscratched 
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built-ins. ‘Twenty-six per cent prefer 
to keep business at its present level, 
while & per cent would reduce it and 
7 per cent want to discontinue it com 
pletely, 

As far as installation is concerned, 
95 per cent of dealers surveyed esti 
mate each job independently with re 
spect to the problems involved, Only 
+ per cent quote a fixed installation 
( harge. 

I'wo-thirds of the dealers do not 
maintain their own installation staffs 
for built-ins 

The major problem encountered 
in installation of built-ins is getting 
the cabinets to fit appliances without 
specifications. Plumbing and elec- 
trical problems are the second most 
difficult with 13 per cent voting for it 
Competition from contractors and 
bidding problems each get 11 per 
cent of the dealers’ votes. Other diffi 
culties include high prices from con 
tractors or skilled labor, subcontract 
ing to cabinet shops, no room in wall 
for oven, time consumed per dollar 
received and location problems. 

Dealers also listed what they 
thought manufacturers and distribu 
tors could best do to improve built-in 
appliance sales. Heading the list was 
sales through dealer only, 11 per cent; 
more advertising, 18 per cent; supply 
plans for built-ins for customer ideas, 
9 per cent: lower prices so retail cost 
would be lower, 7 per cent; standard 
ize size and quality, 7 per cent; fair 
trade products, 6 per cent 
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@ KORD's new, CASSEROLE Large 12’ Diameter 


SKILLET is just what she has Deep — 2 5’’ with cover on 


been waiting for truly an Full 4 Quart Capacity 


electric appliance that can Automatic Thermostat Control — assures 


cook a whole meal for the Stunning Modern Design 


. i : 
entire family! It grills, cass Cast Aluminum with Gleaming Lustre Finish 


roles, broils, fries, bakes Lifetime Imbedded Heating Element 


and can be used as a bun or 3 Sta-Kool Bakelite Handles and Legs 


roll warmer makes a mag Beautiful Serving Piece Talelelela Mel an e@l hi 


nificent serving piece! 8 U.L. Approved One Year Guarantee 
Bas 


Cook Book of wonderful 


Add the crowning touch to your sales picture sell Kord’s new CASSEROLE-SKILLET! recipes with every 
Casserole Skillet 


NE Nv uenesy nino c6., INC: 
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“‘As in any other small business of 
this type,”’ writes Mr. Murphree, ‘‘we 
must keep accurate records of cash, 
charge, received on account and paid- 
outs. Since installation, our National 
System has been completely satisfac- 
tory in providing us with accurate, up- 
to-date records when we want them. 


Se eee 





I a ne am i mene 


SIMPLE OPERATION to obtain department classifications as demonstrated by Mr. Murphree, 


is only one advantage of this National Cash Register which saves Murphree's $1,100 yearly 


“Our G@lalional System 


saves us*1]00 a year... 
pays for itself every 7 months!” 


—Murphree’s Appliance Company, Newton, Kansas 


“As transactions are recorded on 
the register, department information 
is automatically printed and classi- 
fied into separate columns. This is a 
great help to us and makes easy the 
breakdown of sales information, de- 
partment by department. Further, 
the item-by-item indication and the 


MURPHREE’S MODERN, ATTRACTIVE STORE relies on a National System for 


accurate records and sales information 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


977 OFFICES IN 94 COUNTRIES 
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mechanical computation of multiple- 
item sales insure correct addition on 
cash and charge sales. At a careful 
estimate, our National System saves 
us $1,100 yearly and pays for itself 
every 7 months! We do not hesitate 
to recommend a National System for 
any business such as ours,” 


Whether your business is large or 
small, there is a modern National 
System specially adapted to your 
own particular needs. Find out how 
you can start saving important time 
and money in your business opera- 
tion. Just call your nearby National 
representative for full details on what 
a National System can do for your 
business. His number is in the yellow 
pages of your phone book, 
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NEW POWER 


for DIRECT-DRIVE BLOWERS 


Permanent Split 


aw 


drive blowers. Manufacturers can reduce installation costs by 
eliminating belts, blocks, pulleys and motor mounts required 
in conventional blower assemblies. 


Major features of the Type CY motor include: 


@ Elimination of starting switches and relays. 
© Low starting current. 

@ Gradual torque build-up. 

@ Adaptability to multi-speed operation. 

®@ High power factor. 

@ Lighter weight design. 


@ Can be mounted in any position. 


Typical Performance Data: 


The New Type CY 


Capacitor MicroMotor 


Redmond 


This new Type CY MicroMotor makes practical, larger direct- 








4 HP. * 115 ¥.* 1075 6.p.m. © 5.4 amp. * 497 watts * 50% efficiency 


80% Power Factor * 12.1 MFD capacitor. 








Write today for complete specifications 


COMPANY, Inc 


owosso MICHIGAN 





THE BIG NAME IN SMALL MOTORS 


The Standard of Ds pe ndabslity 


Norge Hikes Output 


A record number of Norge gas and 
clectric automatic clothes dryers wer 
produced in October—50 per cent 
more than in July of this year and 100 
per cent above October, 1954. 

Reason for the booming production, 
according to V. C. Rice, vice presi 
dent of manufacturing and engineer 
ing, was the mounting backlog of or 
ders from dealers. 

Rice reported that Norge dryer 
production for June, July and August 
hit an all-time high. Comparatively, 
the three-month period saw six times 
as many dryers produced as in the 
same three months of 1954. 

August sales were up 147 percent 
while September sales were up around 
100 percent 

The inerease has been made possi 
ble by shift rearrangements and im 
provements at the Effingham, IIL, 
plant. 


Missing: Dishwashers 


Electric dishwashers, often missing 
in most appliance showrooms, offer 
ictailers their best bet for increased 
ales, according to McCall’s “Appli 
ince Retailing.” 

Ihe magazine estimated that only 
one in five of the nation’s appliance 
dealers handle dishwashers, and even 
fewer make a serious try to sell them 
Iwo reasons for such a situation were 
given: slow movement and lack of 
strong promotion lor small town 
dealers, installation difficulty is an 
othey problem 

McCall's also reported that dealers 


Hotel Decides on Color 





are moving slowly in the direction of 
kitchen remodeling as a means of ac- 
complishing individual product sales 
I'hree reasons for this are cited: strides 
in kitchen design, competition from 
builders and a resurgence of depart 
ment store appliance merchandising 


Store ‘Personality’ 


Give your store a “healthy” per 
sonality, retail merchants were urged 
by Harry Schecter, vice-president in 
charge of sales for CBS-Columbia. 

Intangibles often make a difference, 
Schecter said, and “such an intangible 
is the store’s personality—the organ 
ized pattern of all the characteristics 
of the individual operation.” 

The CBS-Columbia official ad 
mitted the temporary pulling power of 
gadgets and stunts, “but soon every 
product in a store takes on the per 
sonality of the store’s management 
And products will move where there 
is a positive rather than a negative feel 
ing about the stor 


Sales Hit New High 


Retail dealers sold an all-time rec 
ord number of room air-conditioners 
during the 1955 selling year—about 
1,300,000 units compared with about 
1,000,000 units during 1954, accord 
ing to the Air-Conditioning and Re 
frigeration Institute. 

It was also reported by the ARI 
that factory and distributor inventories 
are down sharply from 512,471 units 
on August 31, 1954, to 206,700 units 
on August 31, 1955 








INSTALLATION of 50 RCA Victor color TV receivers in New York's Governor 
Clinton hotel becomes on accomplished fact as Leo A. Fields, second from left 
president of the hotel signs his name to contract. Beaming approval (from left 
are Bertram and Irwin Fields, executives of the hotel, Frank M. Folsom, president 
of RCA, and Arnold and Jay Wells of Wells Television, Inc., who arranged the 


installation 
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You don’t need a green thumb 
to make this “lettuce” grow! 


As an appliance man, you know only too well that 
money doesn’t grow on trees or spring up out of the 
ground, especially nowadays. Sky-high operation costs, 
deals, discounts and absurd trade-ins are stunting your 
“lettuce.” 


There is one appliance, however, where these factors 
don’t kill off the profits—the Ironrite Automatic Lroner. 
With Ironrite, the money you take in, you keep! This 
is true for several reasons: 


1. Low saturation. U.S. ironer saturation is only 
about 10%. This means that 9 families out of 10 
in your community are prospects. 


2. Less competition. [ronrite has always been the 
leader in the field. Inferior competitive products 
have been dropping out of the market right and left. 


3. No installation costs. Just plug it in. 


4. High dealer discount. No other high-ticket item 
gives a more generous break to its dealers. 


5. Pyramiding sales. Sales figures show that each 
Ironrite customer brings in at least two others! 


6. No trade-ins. Every sale is a clean sale. 


Of course, it’s a bit different selling an Ironrite than it 
is other appliances. You’ve got to demonstrate them, 
and use the proved Ironrite sales techniques. Show your 
prospects that Ironrite really can help them; then 
watch the sales multiply! 


Begin today to reap a fine harvest of beautiful “‘let- 
tuce’”’ for yourself. Begin to demonstrate and sell 
Ironrites. 


Just write: R. M. Gottlieb, Vice President in Charge 
of Sales, Ironrite Inc., Mt. Clemens, Michigan. 


O n rl | S ... The appliance man’s appliance 
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THE PRODUCT: features of Amano’s new combination 
are explained to Los Angeles distributor P. G. Gough, 
left, by Amana vice-president George C. Foerstner 


Amana: A Look 
At The Future 


The company reveals a new freezer- 
refrigerator combination and takes 
the opportunity to outline some 
other ambitious production and 


selling plans 





THE PITCHMAN: actress Laraine Day, who handles 
Amana commercials on TV, watches introduction of 
new combination with Rishel, left, and Foerstner. 
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THE PITCH: part of an ambitious new advertising program behind Amana products is the company’s sponsorship 
of new Phil Silvers TV show. Silvers, center, and cast, pose with general sales manager J. A. Rishel, Jr. 


x are in September Amana took the wraps off a 
long-heralded freezer-refrigerator combination. 
The company also let the press in on some of 
its long range plans. They include 
built-in freezers and freezer-refrigerators which 
will be marketed in January, 1956 
an expanded line of air conditioners for 1956 
a decision to make few design changes and 
no price changes in Amana’s current line of 
freezers. 
the biggest ad program in the company 
history 
a new food plan which has been scaled down 
to fit small appliance dealers (the men who sell 
two to ten freezers per month), This new plan is 
an adaptation of Amana’s current food plans 
which have appealed primarily to larger accounts 
These ambitious plans reflect two decisions on 
the company’s part 
(1) to remain an independent manufacturer 
specializing in refrigeration products 


ie 


(2) to broaden the firm’s line to appeal to ap- 
pliance dealers as well as specialty accounts which 
have handled much of the firm’s freezer business. 

The company’s reasons for appealing more di- 
rectly to dealers was explored thoroughly last 
month in an article appearing in Business Week, 
a McGraw-Hill publication. Amana officials, said 
the article, believe that “the food plan as such 
will die some day. Once you've educated the 
public to the freezer’s potentials, specialty selling 
won't be necessary. ‘The freezer will revert to 
its natural status as an appliance. ‘The campaign 
to strengthen its dealer base is apparently one 
way Amana is preparing for this day.” 

In the meantime, Amana’s current business con- 
tinues to be exceptionally good, according to 
company Officials. Executive vice-president George 
C. Foerstner told a New York press conference 
recently that the firm expects 1955 volume to 
exceed 1954 by 50 percent and hopes to boost 
its 1956 output by another 50 percent. 





THE REWARD: Distributors O. E. Durham of Lubbock, Tex., Hugh Lee of Lansing, Mich., Don Davis of Miami, 
Leo Finn of Wichita, Kans., and Larry Mulhall of Nashville, display awards for performance last year during 


distributor meeting in Cedar Rapids. 
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SEE FOR YOURSELF WHAT 
A DIFFERENCE IT MAKES 





ORDINARY FILTERS 


UNFILTERED FILTERED AiR 





| ORDINARY FILTERS—Old-style, mechanical filters screen 
; out average-size dust and dirt particles. 


RCA-WHIRLPOOL FILTERS 


UNFILTERED 


FILTERED AiR 





RCA WHIRLPOOL FILTER—New RCA WHIRLPOOL Elec- 
tronic Filter is 300% more effective, stops dirt, dust and 
pollen—not the air! 
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THE RCA WHIRLPOOL ELECTRONIC FILTER romoves 
particles as tiny as 1/25,000th of an inch! 


Dirt and dust particles that are invisible to the naked eye 
are effectively STOPPED from entering a room. RCA 
WHIRLPOOL’s new “Electronic Filter’ employs a vacuum- 
tube for power that “‘charges’’ the filter through and 
through to trap airborne impurities upon contact. Tests 
prove it to be 300% more effective than any mechanical 
filter in removing dirt and dust. 


Healthier living for all! 


Now, with an RCA WHIRLPOOL Room Air Conditioner 
that’s factory-equipped with the new ‘‘Electronic Filter,” 
there’s promise of a new and blessed kind of relief for 
sufferers of hay fever and other airborne allergies. And 
everyone benefits from breathing air that’s freer of dust 
and dirt than was ever dreamed possible with a Room 
Air Conditioner. 


Contact your RCA WHIRLPOOL Distributor now! 


Be sure you're first to sell all the advantages a Room Air 
Conditioner can give your customers. Preview Air Condi- 
tioning’s big news for 1956. See the first demonstration units 
at your RCA WHIRLPOOL Air Conditioner distributor now. 


RCA 


AIR CONDITIONERS 





A Product of WHIRLPOOL-SEEGER CORPORATION, ST. JOSEPH, MICHIGAN 


PAGE 








179 











Tested and approved by leading dryer manufacturers 


Provides simpler, faster, more economical outdoor venting 
EACH FLEX-VENT KIT CONTAINS: 


) A tailored length of gleaming white flexible 
ducting . . . washable and flameproof 


A weatherproof all-aluminum vent hood with 
built-in automatic damper 


‘ Clamps, screws and easy-to-follow instructions 








Marketing Briefs 





¢ Kelvinator reported its third best 
August sales record in history with 
household appliance billings 63 pet 
cent greater than in August, 1954 
Refrigerators led all other products in 
total volume, running 69 per cent 
ahead of the same period last year 
Electric billings were up 43 per cent, 
while room air conditioners and home 
laundry equipment were also sub 
stantially ahead 


¢ A new all-time sales record in 1955 
was predicted for Capehart products 
by Larry Haggerty, president, after an 
unprecedented demand for products 
was reported in August. During that 
month, T'V sales were up 90 per cent, 
hi-fi sales were up 120 per cent and 
radio sales for the period jumped up 
63 per cent. 


¢ Distributors received 50 per cent 
more Arvin radios during August, 
1955, than during the same period 
last year, according to R. H. Williams, 
sales director. ‘The sales increase was 
attributed largely to the firm’s “Back 
to-School’” and “Harvest ‘Time’ pro- 
motions 


¢ CBS-Columbia factory sales of black 
and-white ‘I'V receivers during August, 
1955, were up 69 per cent, as com 
pared to the comparable month in 
1954. In addition, Harry Schecter, 
vice-president in charge of sales, re 
ported the week ending September 2, 
1955, saw sales up 51 per cent as com- 
pared to the comparable 1954 week, 
thus establishing the early September 
sales week as the second best in CBS- 
Columbia’s history. 


Retail Sales Planned 


A new merchandising program de 
signed to sell Vornado central system 
air conditioning units through retail 
appliance stores has been announced 
Vornado’s plan calls for an initial 
campaign to establish basic dealerships 
Distributors will contact appliance 
dealers and explain Vornado’s special 
floor demonstrator plan, designed to 
get sample units on dealers display 
floors and sell the air conditioner 
tems year round, 

The plan will also help dealers 
establish key demonstration homes 
throughout their trade area. Special 
purchase incentive programs for dealet 
salesmen to install units in their 
homes and a complete well-rounded 
training program for dealer salesmen 
will establish groundwork for appliance 
store sales. 

West Brient, sales manager of the 
commercial products division of 
Vornado, cited two reasons for the 
new sales program: First, because 
central air conditioning is recognized 
as Offering the greatest potential appli 
ance volume of any new product sinc 
the end of World War II; and second, 
because the merchandising and adver- 
tising experience of the average appli- 
ince dealer logically fits central air 
conditioning into his general sales ac 
tivities. 
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your customers can see the 


One look at the brilliantly clear, eye-restful 
Capehart picture and the BIG DIFFERENCE is easy 


to see... 










no eye-fatiguing glare and reflections by 
day or night, with shades up or lights on. Exclusive 


Capehart Polaroid* Picture Filcer System does it. 





It’s easy to demonstrate. It’s a stopper. It’s convincing, 


o# That's why a Capehart is so easy to sell. 





N 


(Model 37216MD) (Model 11C216MD) 








Capehart Polaroid® Pic- 
ture Filter System, Super 
Comet Chassis, 21-inch 
aluminized wie, Front 
mounted speaker 


Capehart Polaroid® Picture Fil 
ter System. Super Comet Chassis 
21-inch aluminized whe. Tri-Pi 
4 Speaker Sound Reproduction 









SELL 'N’ SAIL with CAPEHART ona gala 9-day cruise to Jamaica 
and Nassau on the luxurious Furness Liner OCEAN 
MONARCH, sailing from New York on January 13, 1956 
For full details see your Capehart distributor or write 
Capehart-Farnsworth Company, Fort Wayne 1, Indiana 


Cage ELE CAPEHART-FARNSWORTH COMPANY, Fort Wayne 1, indiana 


4 sil ' 1 Gp j A Division of international Telephone and Telegraph Corporation 
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All-Firea Good 


Those L-P Gas Fired 








Products! 














Every Dearborn product — from blueprint stage 


to finished product — is manufactured under 


strict quality control and made to meet a high 


standard of excellence. That’s why the name 


“Dearborn” 


the sale 


is often the clincher that closes 


because it’s like a guarantee to 


your customers of dependability and performance. 


Yes, your customers depend on Dearborn — and 


for profitable sales and more of them — 


Dellav- wise, ts 


® 
1700 W. Commerce 5St., Dallas, Texas 
a 
Regional be Vernen L. Watson 
g 1700 W. Commerce St., Dallas, Texas 
Sales ij 
Fs C. Deuglas Heavens 
Offices: 884 N. Halsted St., Chicago, til. 
Fred 1. Teennigs 
3625 $. Grand Ave., Los Angeles 6, Calif. 
Dan J. Driscoll 
1355 Market $t., Mdse. Mart, San Francisco, Calif. 
Robert O. Bates 
565 Western Ave., N.W., Atlanta, Ge. 
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OFFICIALS of the Mitchell Mfaq. Co., 
first showing of firm’s new air conditioning lines in Chicago last month, Left 
to right are vice-president E. A. Tracey, Paul Price and Dick Walker of Terre 


Haute, Ind 


pose with midwestern distributors during 


, president B. A. Mitchell, and B. F. Mondale of Minneapolis. 


Mitchell: Starting Early 


The company gets a jump on the 1956 air con- 
ditioning season by introducing a broader line, by setting 
up a rebate plan and by renting dealer display space 


The room air conditioner industry 
last month got its first glimpse of 
what's ahead for 1956. 

In a series of distributor meetings 
across the country, executives of 
Mitchell Mfg. Co., made no promises 
about next summer’s weather But they 
did offer distributors a unique mer- 
chanising package which included: 

(1) A new line of units that features 
three separate price ranges and styles. 
Prices start somewhat lower than 
they did last year and range from 
$249.95 for a 4 hp. “deluxe” unit to 
$499.95 for a two hp. “imperial” 
model. 


(2) a unique sales plan which ac- 
cording to Mitchell vice-president 
Eugene Tracey “creates additional 


dealer profits if he has an inventory 
of Mitchell units on hand unsold as 
of July 27, 1956. ‘The plan offers 
dealers a rebate of 30 percent on up 
to one-third of the units remaining 
unsold after July 27. The plan covers 
units sold and ae d by distributors 
between September 1, 1955 and De- 
cember 31, 1955. 

(3) an offer by Mitchell to pay 
rental to dealers for displaying Mitchell 
products, 

(4) a Christmas purchase plan 
which provides $80 worth of house- 
wares aS a premium to the consumer 
who makes a down payment on a 
1956 Mitchell unit. 

(5) a nation-wide, market by market 
saturation advertising program. Adver- 
tising vice-president Howard Haas said 
that the company and its distributors 
will conduct a five-day-a-week, eight 
week campaign in each market, utiliz- 
ing newspapers, radio and television. 
All advertising will run over dealers’ 
names. Mitchell and its distributors 
will pay the entire cost of the program. 

The Products. Tracey said that the 
broader line had been designed in 
answer to dealer specifications. The 
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low-cost “deluxe” line was introduced 
“in response to an almost universal 
dealer request for a unit low in price 
but high enough in performance to 
attract those hundreds of floating 
shoppers.” He emphasized that high 
coding capacity had been retained in 
the low-end line. Admitting that 
dealer margins are “necessarily moder- 
ate” on the deluxe line, ‘Tracey point- 
ed out that “there are bonus profits. 
The deluxe series is made to convert 
non-buyers into buyers.” 

The custom series, said Tracey, is 
the middle of the line. It is for “the 
individual definitely shopping for a 
room air conditioner and looking for 
the most for his money. Top end of 
the line is the Imperial series. Ac- 
cording to Tracey it has the highest 
capacity on the market and offers 
“more features than any other room 
air conditioner.” 

Thirty on a Third. The new 
Mitchell dealer protection plan con 
stitutes a “selling power never before 
devised in the appliance field,” Tracey 
told distributors. The new plan not 
only provides dealers with “extra profit 
under situations which heretofore have 
caused him losses,” but also insures 
the dealer of maximum sales help from 
the factory and distributor, ‘Tracey 
said. In effect, said Tracey, the plan 
converts the fear and danger of carry- 
over and price variations into some 
thing actually to be desired. 

Renting Floor Space. Dealers can 
earn up to $18 for displaying Mitchell 
air conditioners under terms of the 
firm’s new dealer rental program. 
Dealers purchasing units ‘ale ore De- 
cember 31 will be paid $1 per square 
foot of space. A single unit occupies 
six square feet and the payment would 
be $6. Payments of $18 will be made 
for dealer display of either a three- 
stack fixture or the firm’s comfort 
cottage display. 
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Look at this man. He’s telling a neighbor why he’s so pleased with his 
motor driven appliances, He—a satisfied customer—is just about the 
best salesman a product can have! One big reason for his satisfaction— 
even though he may not know it—is the Packard Electric motors that 
power his appliances, 


Packard fractional horsepower electric motors have been making satis- 
fied customers for 38 years—because a Packard motor does its job 
longer, quieter, with less maintenance cost, The appliance maker who 
standardizes on Packard Electric motors gives his product that extra 
touch of dependability that builds sales, 





/ 


product of GM General Motors 


Fen 


General Motors, 
Warren, Ohie 
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Dishwasher Test Clicks 


NEMA tries out a thorough-going campaign on 
dishwashers in the Cincinnati market; both distributors 
and dealers report encouraging results 


\ test promotion on dishwashers in 
the Cincinnati market has paid off 

Cincinnati distributors report that 
during the four-week period covered 
by the promotion of automatic elec 
tric dishwashers, their sales to dealer 
amounted to 25 to 50 percent of thei: 
average yearly business. 


Dealers reported that they were 
convinced of the effectiveness of the 
promotional activity when they 


counted up and found that they had 
sold dishwashers to 8 percent of the 
prospective buyers who came to their 
stores and that they had expectation: 
of selling an additional 
the near future 

One dealer in particular said he 
sold 3 out of 6 prospects after they 
had seen the dishwasher demonstra 
tion at Cincinnati Gas & Electric Co 
which helped to coordinate the pro 
motion with the Cincinnati Post and 
the National Electrical Manufactur 
ers Association. Another dealer sold 
dishwashers he had had in stock for 
a year, while still another dealer had 
to have a dishwasher air—expressed to 
satisfy an eager customer 

About 40,000 people saw the 10, 
000 dishwasher demonstrations. Nearly 
100 dealers and 31 distributors partici 
pated; the Post ran a 12-page supple 
ment on the opening day. In addi 
tional to editorial coverage in the 
supplement and other issues, there 
were 89 dishwasher ads totaling 34, 
938 lines in the Post and other pages 

Other promotion activities included 
101 radio spots on local 
600 car cards in 600 city 
billboards all over the city 

Speaking of the dishwasher drive, 
Elward P. Hodgetts, director of pro 
motion, advertising and publicity for 
the light and power company, 


3 percent in 


stations 
buses: 60 


said 


Granco Unveils 1956 Line 





SHOWING the Granco 


Dopkins, center, vice president in charge of sales 


of the Cortland Company and Sam 


approval of the new models 
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Schwartz 


that it was the biggest promotion they 
have ever had 

Hodgetts went on to sa that the 
concrete and tangible results obtained 
proved conclusively that the consumer 
ind trade excitement generated by the 
national and local promotion of dish 
washers established a 
tern which can be carried out in fu 
ture promotions 


successful pat 


Salesmen Compete 


A Westinghous 
product training for both distnbutor 
ind dealer personnel easy to 
remember, pleasant, and profitable 1 
underway 


contest to mab 


sales 


and radio sal 
cord on tape their knowledge of the 


Westinghouse line to qualify for cash 


I eclevision mech re 


iwards in a competition known as “On 
Record.” 

Ihe contest’s objective is to thor 
oughly familiarize each Westinghouse 
dealer's salesman with the company’s 
product story-on the premise that 
the salesman will sell best what he 
knows best 

During October, separate training 
sessions on various models of the tele 
vision and radio line were held with 
each dealer and salesman in his own 
store. Sales starters, issues of product 
features and setups, were supplement- 
ed by specification sheets, line folders, 
» new handy pocket product infor 
mation manual, pocket sound film, and 
“Off the Record’ training letters. 

Seven regional winners will get all 
expense paid trips to the firm's 
Metuchen, N. J. plant. Three win 
ners for cash awards of $1,000, $750, 
and $500 will be named ther 





1956 line at New York's Barbizon Plaza Hote! is Loyd 


Dealers Harry Lefkowitz, left 


of Nostram Radio smile their 





Cadillac from Necchi 








SELECTION of Milo Jonas, Jonas Sewing Center, Schuyler, Nebr 
ing Necchi-Elna dealer of the year brought with it a prize of a 1955 Cadillac. 
Jonas, left center, is shown receiving keys from Leon Jolson, president of Necchi- 
Elna Sales Corporation. Onlookers include Albert Rose, left, of Alwyne Distributors, 


Denver, Col., William Cone, 
Gardner, assistant sales manager, right 


Millions In Ads 


Multi-million dollar advertising cam- 
paigns were announced last month by 
several manufacturers in the industry 
as many appliance companies unveiled 
new ad drives 

Emerson Radio and Phonograph 
launched a $8,000,000 advertising and 
sales promotion campaign for the com 
ing year. Lester Krugman, vice presi 
dent in charge of marketing, said the 
drive will include ads in leading mag 
azines, newspapers and on billboards. 
leatured in the ads will be the theme 
“Wherever you look there’s 
Emerson.” ‘The campaign, “a radical 
departure from the ‘hard-sell’”’ accord. 
ing to Krugman, will feature art work 
by cartoonists Steinberg, Steig and 
Soglow 

Westinghouse ‘T'V-radio division 
will spend more than $2,500,000 this 
fall to pre-sell the firm’s radio and 
television line. Robert M. Fichter, 
division advertising and sales promo 
tion manager, said the drive would be 
executed in Life magazine, on West 
“Studio One’, in news- 
papers in 65 plus local radio 
tie-ins 

Norge has added a $1,000,000 news 
paper drive to its record advertising 
schedule. Robert J. Runge, director 
of advertising, said that the six-week 
drive will be placed in 116 newspapers. 
Ads running 1,000 and 1,500 lines 
will appear twice weekly in the papers 
during the All ads will 
carry complete dealer listings 

Ihe Roto-Broil Corp. will spend 
$1,000,000 between Oct. 1 and Christ 
mas inh an 


inghouse’s 
cities 


camgaign 


idvertising campaign in 
magazines, newspapers, radio and tele- 
vision, ‘The magazine plan includes 
full page ads in Life and Esquire 
while the television schedule includes 
participation in NBC’s Today-Hom« 
lonight programs plus local spots in 
73 markets and the Roto-Magician 
cooking program on 120 TV stations. 
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, as the outstand 


Necchi sales manager, flanking Jolson, and Lee 


Sylvania has a new outdoor adver- 
tising program as ‘‘an important ad 
juncts to our magazine, newspaper 
and television advertising,” according 
to C. R. Lunney, advertising and sales 
promotion manager of the radio-T'V 
division. The company also announced 
a stepped-up advertising campaign on 
its 1956 line of TV, radio and phono 
graphs and an increased budget for 
trade paper advertising. 

S. C. Johnson & Son, Inc., is back 
ing its wax polisher-scrubber with 
“one of the largest promotion pro 
grams ever devoted to a single electri 
cal appliance,” according to Robert 
FE. Dobson, manager of the appli 
ance department. The single-brush 
unit made its debut less than a yeat 
ago and is now being sold by 180 dis 
tributors and more than 8,000 retail 
ers, the company said. Every media 
will be used in the drive and special 
emphasis will be on demonstrations, 
with a free bottle of perfume going to 
every person who attends a showing. 
A $10,000 distributor contest is also 
included in the promotion plan 

Cory Corp. launched its fall and 
Christmas ad campaign last month in 
Esquire, The New Yorker, Time and 
Newsweck to promote the recently 
introduced “Crown Jewel” automatic 
percolator and knife sharpeners. 

Casco Products Corp. is launching 
its biggest drive ever to promote its 
steam irons. Saturation television ad 
vertising will spearhead the drive in 
five major markets and newspaper and 
magazine ads complete the drive 


Olympic Radio & TV Ine. ha 


launched its fall campaign in Lift 
The Saturday Evening Post, Time 


Esquire, The New Yorker, and the 
Saturday Review, according to Rob- 
ert S. Burros, advertising and _ sales 
promotion manager. 

National Presto Industries, Inc. of 
Eau Claire, Wis., has started a seri 
of spot ads with ABC on the net 
work’s “Famous Film Festival” 
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Your “Surprise-Package” Bonus for Christmas 


R-200-2 


AUTOMATIC 
IRONER 


The new 





AMERICA’S EASIEST-T0-SELL 


BIG-TICKET, BIG-PROFIT APPLIANCE 
FF hi gg) GETS THE CUSTOMERS YOU'VE BEEN MISSING 











Mr. Dealer: After you've sold Mrs. Housewife a 
washer and dryer, complete her home laundry 
by selling her a Conlon Automatic Ironer. It 
relieves her of her most hated household chore... 
and, it’s big ticket, with a margin of profit that 
leaves plenty of room for merchandising and 
= trading. Stock it, display it, sell it...it 


means extra money in your pocket! 


HERE’S WHY: ONLY CONLON HAS 
ALL THESE SELLING FEATURES 








| New Dual Thermostatic control—irons any 
~NEW! 
3 feeding 


fabric...even new miracle, man-made fibers 
RE Pruermosrar ¢ 3rd roth roming cain 
; CONTROLS g iron always visible 
— First time in automatic ironers— 


@ Exclusive side-glide hand-ironing action 
® @ Full 30” roll—takes sheets in 2 passes 
* 
Non-sag roll—will support 300 Ibs. 
Toe-touch control—leaves hands free for 
30x6'2"’ case-hardened, scratch-proof chrome- 
plated, rust-proof shoe—lifetime guarantee 


THE CONLON LINE OF IRONERS AND WASHERS FEATURES agate Py 








. x @ Dual controls—use either hand or foot control 
rom room temp. to at 
BOTH LOW PRICE AND ESTABLISHED BRAND NAME REPUTATION ¢ fiick of your finger. © Motor and heat controls at fingertips 
@ improved ball-bearing casters require mini- 
ne as Bae mum effort, can’t mar floors 
DELUXE te STANDARD os * ECONOMY tT @ Double open-end roll—feeds from either side 
R-200-2 Set C7681 ~~. f : preci ei) @ Adjustable pressure 
' nw woe “2 =~» | @ Heat-trap dome; focuses heat on shoe— 
= y ( —_ i} = not on operator 
ney 
| mee — 0 ORDER NOW FOR those Extra Christmas Bonus dollars 
frat = }) s Y 2e a y 4 For Complete Information Write: 
. 
pe; STANDARD salts CONLON-MOORE CORPORATION 
’ ) peLuxe ee (With or L | 731 1806-1828 So. 52nd Ave, 
. 733-P F without pump) e (With or without pump) Chicago 50, Illinois 
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These profitable 





{fp} comfort kits can 





in town! 





i 


Dt 


a 


/\ Boss because you're selling heating 


BOSS | because you're selling avuto- 
matic thermostat-controlied comfort. 








Your customers know better than any- 
one else that annoying and costly 
“highs-and-lows” of manual control 
make heating a problem. Cash in by 
offering the comfort and convenience 
o}] easy, fingertip thermostat control ! 


J Boss | because of easy installation. 


Electric tops are easily installed on 
(A-P) manual controls, Everything is 
included in kit. Specify model of 
(A-P) manual oil control valve — also 
type of blower operation desired, 








economy. 


Automatic heat control keeps the home 
“in tune” with fluctuating outside tem- 
peratures. Comfort-anticipating ther- 
mostat automatically compensates for 
rise or drop,thus saving fuel,day,night 
and throughout the heating season. 


/| Boss | because you offer budget prices 


You sell automatic comfort for less 
than the cost of a yearly newspaper 
subscription. 


And that’s a bargain no prospect can 
pass up — whether he purchases a new 


heater or has equipment in service. 


Write for complete details on these 


profitable A-P kits (and others in the line) NOW =-% 


A-P CONTROLS CORPORATION — 


2400 N. 32nd Street, MILWAUKEE 45, Wisconsin 


COOKSVILLE, Ontario 


NIJMEGEN, Holland 


For Export: 13 E. 40th Street, New York 16, N. Y., U.S.A, 
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help make you 


BOSS 


SPACE HEATER DEALER 




















Houses for Winners 


Four winners in Hotpoint’s golden 
anniversary contest have been an- 
nounced and each of them—three 
housewives and a schoo] teacher—will 
receive a $30,000 Hotpoint house. 

Besides these four winners, 50 others 
were awarded allelectric kitchen- 
launderies by Hotpoint distributors 
and thousands of appliances were 
awarded by dealers. 

John F. McDaniel, vice-president in 
charge of marketing for Hotpoint, said 
this was the biggest promotion in his 
company’s 50-vear history. More deal- 
ers and more enthusiasm was gen- 
erated at all levels with the house 
promotion than any other promotion 
ever devised by the company. 

McDaniel predicted a sales increase 
of 15 per cent as a result of the pro- 
motion. 

To date, more than 348 Hotpoint 
homes have been built across the 
country and by the middle of 1956, 
McDaniel said, more than 1,000 Hot- 
point homes will be built. 


Dealers Win Prizes 


Dealers who showed off RCA Vic- 
tor products to the best advantage in 
window displays were rewarded re- 
cently with prize-winning checks. 

Thirty-two winners were announced 
in each of two categories in each of 
eight regions. First prizes were $350, 
second prizes $150. The categories 
were “most original window display” 
and “best window using RCA Victor 
display material.” 

In addition to the dealer awards, 
RCA presented cash prizes to the dis- 
tributor salesmen servicing the win- 
ning dealers. 


Dryer Promotion 


Plans for dealer and distributor par- 
ticipation in the 1956 coordinated 
electric clothes dryer promotion are 
well underway. 

The promotion is being sponsored 
by Edison Electric Institute with the 
campaign period running from Janu- 
ary through March. Dealer display 
kits will go out late in November. 


Matinee for Motorola 





MOTOROLA has revealed their sponsor- 
ship of the new National Broadcasting 
Company daytime color show, “Matinee.” 
Edward R. Taylor, vice president, left, and 
David H. Kutner, director of advertising 
for Motorola, discuss the program, which 
will include live commercials in color. 
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Sensational Customer-Convincer! 
With this special Glass Model Exhibit 
your customers can actually see inside 
while it works—and it works wonders 
for sales! Display stand and mirror to 
show bottom of chassis included. Ask 
your Westinghouse Distributor about 
one for your store today! 


Prices are Suggested Zone I Retail. 
All-Channel UHP-VHF tuning only $30 extra. 
Subject to change without notice. 
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WESTINGHOUSE TELEVISION 
CHANGES WHOLE SERVICE PICTURE 


with Amazing Sil 
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Now sell customers proof of dependability! Take them behind the set to see the exclusive 
Westinghouse “Silver Safeguard Circuit.”” Show them how it firmly locks all connections and 
components in metal . . . prevents loose-wiring troubles . . . along with horizontal mounting 
assures the longest-lasting, most reliable performance ever—-with top-quality picture and sound! 


And Only Westinghouse Gives You SO MUCH MORE TO SELL... 

Styling! The New Slant in Design . . . far ahead and better-looking by far! 

Comfort! New Tip-Top-Front-Tuning makes tuning easier, more comfortable! 

Picture! Aluminized 90° tube and slanted filter glass for the clearest, sharpest pictures ever seen! 
Sound! Slanted speaker sends full, true sound direct to the ear! 

Short Line! Planned that way for easier, faster sell-up—with less inventory! 

Acceptance! Surveys prove the name Westinghouse has greater-than-ever consumer acceptance! 


Price! From top to bottom priced to sell—with longer profit margins for you! 


17" START AT ONLY $139.95... 21" AT $159.95... 24" AT $239.95. 
THAT’S $10 TO $20 LOWER THAN COMPETITION--FOR WESTINGHOUSE QUALITY! 


you CAN BE SURE...IF its Westinghouse 


Westinghouse Electric Corp. * Television-Radio Division * Metuchen, New Jersey 
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While you’re selling 
electrical appliances, 
these 


flashlights 
will sell 


themselves...> 


on fabulous 
new displays designed by 


Kigmmd cocwy Uddorraleg for 
FASTER FLASHLIGHT SALES 


— 
to se 

a 98¢ » 
flashlight 










FULL-COLOR 
FLASHLIGHT 
DISPLAY #616 


Contains 12 new, 
prefocused 






“BRIGHT STAR 


SATTERIES y i 


AEE Menger @rierter tigre 


modern chrome 
spotlights. 


-hue a8 


designed nN (' BRIGHT STAR 


to sell 
a $1.49 
flashlight 


BRIGHT STAR 
FULL-COLOR 
FLASHLIGHT 
DISPLAY #416 


Contains 12 new 

“Car Hue” flashlights 

— a prefocused spotlight 
designed to match 


new er 





the new car colors. 


For a good deal in a flash, contact your nearest 
distributor or write 


INDUSTRIES 


CLIFTON, NEW JERSEY 
CHICAGO * SAN FRANCISCO 
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Amana Sweepstakes Pays Off 
x 
ARKANSAS 


FREEZERFUL of silver dollars, $25,000 worth, was the prize awarded Vernon B 
Fitzhugh, top national winner in Amana Refrigeration’s recent direct mail cam 
paign. Fitzhugh is shown, center, as he accepted the award from Arkansas 
Governor Orval Faubus, right. Flanking him are Merlin E. Morris, Amana adver 
tising manager, and the Fitzhugh family 





Proctor Picks a Winner 


FIRST PRIZE of two $300 defense bonds was shared by K. B. Winfield, buyer 
and Herman K. Sautel, ad manager of Adam, Meldrum and Anderson Co., Buffalo, 
N. Y. as winners in Proctor’s ‘‘Last Chance’ advertisement contest. Judges, left 
to right, Max Geller, Weiss and Geller Advertising; William W. Rambo, soles 
promotion manager; Robert H. Dewalt, distributor sales manager; and Dan 
Johnson, manager of special sales for Proctor, are shown making selection 


Car Is Coleman Prize 








KENNETH BRADLEY, center, accepts a new Buick Century Riviera from C. L. Bur- 
rows, left, sales vice-president of the Coleman Co., for having won top prize in a 
national training and sales contest. Looking on is W. C. Coleman, company founder 
and chairman of the board. Bradley, a salesman for Nelson & Small, Inc., Portland, 
Me., distributor, competed with 300 other Coleman salesmen. A $500 defense 
bond, the second prize, went to Laurence Felker of Robert Barclay, Inc., Chicago 
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4, G THINGS 
ARE COMING FROM 


FRIGIDAIRE 




















OME of you have already seen and _ program, and a contest that will move 
heard the startling news from __ millions into dealers’ stores. 

Frigidaire. Yes, here’s a program that could 
This week, thousands of other come only from the leader—only from 
retailers will get the word —news __ the technical skills and vast resources 
about products that give a brand- of Frigidaire and General Motors. 
new lift to living for the American _ Everything's set to give you a brand- 
family—backed by the greatest kick- —_ new lift to selling! Tie up with it — 





off magazine and newspaper cam- _—_ grow big with it — plan big with it. 
paign in appliance history — backed _ Yes, get set for your biggest year yet 
by a new, nationwide Frigidaire TV §— with Frigidaire. 





Be first with FRIGIDAIRE in 56/ 
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Don’t let Floor Polisher $$$s get away 
Feature the QUALITY name - 












opened our fir 


PUSH GENERAL 








General Twin-12 Deluxe 


Nothing equals i 
General Twin 16 






















for Generals... 





Plant improveme 


service for you. 


Cut yourself a big slice of profit during General Floorcraft's 
Silver Jubilee Y ear—feature the General line! If you're interested 
in additional profits write Joseph M. Sassano, Vice President In 


Charge of Sales, 


L1G e nera/ soorcrast, inc 
‘WV N STREET, NEW YORK 14, N. } 
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as we begin our 25th year. 


THE INDUSTRY'S HIGHEST! 


No matter what your customer's price or size preference, 
there’s a quality General Floor Polisher to fill the need. You never 
go wrong when you say, “There’s nothing finer than a General!” 

standard of the Floor Polisher Industry. 


+ Put them up front where they belong . 
. +. and demonstrate! = 


mean faster shipping ... better delivery / )7 





General 





te leadership in any industry is maintained by planning ahead. 
° That has been General Floorcraft’s credo since the day we 


‘st small factory. It remains unchanged 


FOR PROFIT 


t. To retail at $79.50. 


perfect where a heavier machine is necessary, 
‘ for semi-industrial use. Retails at $130. 


All General Floor Polishers are styled for beauty—engineered for 
performance, Fully guaranteed...they build customers—not complaints! 


OUR NATIONAL ADS BRING CUSTOMERS TO YOU! 


Powerful, motivating, year-round ads in the 
country’s leading publications build demand 


more sales for you. “, 


nts and modernization” / 





for literature and information. 








Twin-12 Deluxe, 
Nothing finer! 









Trouble in Phonos? 





One group of manufacturers says component 
supplies and prices are giving trouble; two big makers, 
however, take a somewhat more optimistic view 


Materials shortages and price in- 
creases are posing serious problems 
for manufacturers of phonographs. 

The situation i: complicated by 
the fact that the industry traditionally 
sells the biggest share of its products 
during the pre-Christmas season. Com- 
ponents shortages have already forced 
some manufacturers to cut back pro- 
duction schedules and higher prices 
on these components may make it 
necessary for some firms to raise prices 
on finished products before Christmas. 

The Phonograph Manufacturers 
Assn. calls the two problems “very 
serious’ and reports its members are 
“quite alarmed over their startling po 
sition.” 

‘Two of the largest firms in the field, 
however, were somewhat more con- 
servative in their opinions. Webcor 
noted that delivery of components “al- 
ways gets tough in the last quarter” 
and added that the firm had made no 
decision on hiking prices. The firm 
added that it was trying to hold the 
line. 

V-M Corp. says that its production 
schedules are holding rather steady 
with some indication of shortages of 
certain electronic components and 
brass hardware. The latter is due to 
recent floods in Connecticut. The 
company said it was doing “every- 
thing in our power to hold prices firm 
during the balance of the year.” 

Joseph Dworken, president of Dyna- 
vox Corp., and head of PMA, said 
that copper and nickel needed for 
manufacture of speakers, transformers, 
coils and motors was in short supply. 
He said his firm had no immediate 
plans to raise prices and hoped that 
“our suppliers won’t make it neces- 
sary”. 

Ben Birns, president of Sonic In- 
dustries, said that his firm had told all 
distributors of the possibility of short 
supply and increases in component 
costs. Marvin Frank, president of 
Vanity Fair Electronic Corp. said that 
he was surprised at the sudden short- 
age “at the peak of our season and it 
has already crippled production and 
deliveries.” 


Laundering Promotion 


Home laundering is being vigor- 
ously promoted in the Chicago area 
as a result of an Electric Living Laun- 
deree at the Electric Living Institute 
Auditorium. 

Jointly sponsoring the affair are 
Chicago distributors of leading laun- 
dry appliances, the Chicago Electric 
Assn. and the Colgate-Palmolive Co. 
In addition, considerable editorial and 
advertising space is being devoted to 
the Launderee as a result of special 
sections in the Chicago Tribune and 
other publicity in the Chicago Daily 
News. 

Main focal point of interest was a 
two-day fashion show created by Col- 


gate and staged in the auditorium. 
Besides the fashions, 1,200 women a 
day saw demonstrations of the newest 
fabrics and the newest washers and 
dryers. Thousands more are viewing 
the array of laundry equipment in the 
institute exhibition hall. 





Promotion Briefs 





¢ Motorola’s Christmas promotion 
theme is built around the Motorola 
“Holiday House.” The promotion 
includes integrated national and local 
advertising, direct mail, window and 
store display and a timely traffic-build- 
er. The traffic building premium is 
an attractively packaged gift wrap kit 
with 118 individual gift wrapping 
items in all. 
© Lewyt Corp. has opened a Museum 
of Household Cleaning Implements at 
134 Broadway, Brooklyn, N. Y. The 
collection dates back to 1735. The 
company recently purchased the Ford 
Instrument Building in Long Island 
City and the permanent exhibit will 
be placed there next February. 
@ Proctor Electric Co. is again offering 
the mother-daughter ironing table 
combination and is backing this pro- 
motion with TV spot announcements 
in nine market areas of the country. 
The combination consists of a Mary 
Proctor hi-lo adjustable ironing table 
for mother and a minature model for 
daughter. 
® Phileo Corp. is peers in a 
traveling exhibit, Schoolroom Progress 
U. S. A. The exhibit is jointly 
sponsored by Encyclopedia Americana 
and the Henry Ford Museum of Dear- 
born, Mich. Philco is supplying 
electric appliances for the exhibit, 
which seeks to point out the need of 
providing more and better equipped 
classrooms. 

¢ Motorola is highlighting its fall 
clock and table radio promotion with 
an exclusive wrought iron lamp-shelf 
premium. The combination lamp and 
radio shelf is given free with each pur- 
chase of home radios during the cam- 
paign. 

¢ Pfaff sewing machines, Simplicity 
fashions and fabric departments over 
the country are participating in a 
joint merchandizing promotion to 
stimulate sales of patterns, fabrics and 
sewing machines. Ads are now running 
in leading women’s magazines and 
Sunday supplements. 

¢ Admiral Corp. is giving away a 
42-piece set of refrigerator accessories 
valued at $24.95 with each purchase 
of a deluxe Admiral Dual-Temp re- 
frigerator. The offer, a part of Ad- 
miral’s “Indian Summer Fiesta,” will 
end Nov. 30. The accessories include 
a three-piece bowl, a lazy-Susan set, a 
Therma-salad set and a Therma-glass 
set. 
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WILL HAVE IN ‘ira FROM y plies 
---a division of aoe CORP. 













For an advance line 
on the BIG NEWS soon 
to come...write to 
AIRTEMP, Dayton 1, Ohio 


DIivisSsIiOn 


CHRYSLER CORP 
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EXCHANGING ROLES for a fancy dress party, Lennon Mead, left, and 
John Mossman of Regina appeared as Mexican “‘ladies’’ while their 
wives came dressed as peons 





DRESSED AS a Mexican vegetable man but functioning as president of PERENNIAL chairman of the Hot Springs meeting is Richard Sirmmons 
the VCMA, C. G. Frantz of Apex told the group's annual Hot Springs right, of Birtman Electric. With him at the Mexican party are Mr. and 
meeting that cleaner production will hit 34 million units this year, up Mrs. John Kemper Kemper is vice president of Scott & Fetzer 


almost 600,000 from the 1954 totals 


VCMA Meeting Everybody's Happy 


Against news that the industry will pass the 3 million mark in production for the first time since 





1950, the Vacuum Cleaner Mfrs. Assn. holds its annual meeting in Hot Springs—and everybody relaxes 





GOLFING PRIZES ore shown by Robert Orr, left, man SKEET SHOOTING PRIZE is awarded to Bret C. RELAXING at Hot Springs are James Roach, center, 
ager of G-E's vacuum cleaner department, and Joseph Neece, right, president of Landers, Frary & Clark f Electrolux and Mr. and Mrs. Joseph Dunn. Dunn 
Hoover, vice-president of dealer relations for Hoover by Joseph Nuffer of Air-Way heads Westinghouse’s vacuum cleaner department. 
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A sign of great things to come ! 





A NEW DIVISION GF tee 





CORPORATION OF AMERICA 


THE STOCKHOLDERS of Easy and the Murray Corporation of America have 
approved a working agreement whereby the facilities of these companies have 
combined to produce advanced home laundry equipment. Easy’s distribution 
organization will market these products. 

UNDER THIS PLAN, Easy’s 78 years of experience in the home laundry equip- 
ment field now become joined with the production know-how of one of America’s 
most progressive and diversified industries. 

ONLY GOOD THINGS can come from such a move, For the Easy dealer and 
distributor it offers a promise of new ideas, new designs, new products . . . that 
will make their present Easy franchise more powerful, more productive than 
ever before. 

TO THESE LOYAL DEALERS, we offer a sincere “thank you” for past efforts 


and a toast to their future with the new Easy line. 


EASY WASHING MACHINE division of the Corporation of America 
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Porcelain Enamel is in 
A CLASS BY ITSELF! 


While the finishes on the various appliances you sell may look 
and feel alike, they are liable to be radically different. Whenever 
the appliance is porcelain enamel on Armco Enameling lron, here 
are the extra benefits you offer your customers over “soft” organic 


finishes 


ACID RESISTANCE 

No other applied finish can equal or even approach the general 
resistance of acid-resisting porcelain enamel to chemical corrosion. 
Citrie acid, one of the most corrosive of all food acids, does not 


harm acid resisting enarme Is. 


HEAT RESISTANCE 

Forgotien cigarettes or hot skillets won't harm the hard, glossy 
surface of porcelain enamel, That's because there are no organic 
constituents in porcelain enamel, It is composed entirely of glass 


like minerals-—bonded to the base metal at about 1500 degrees F. 


ABRASION RESISTANCE 
The hard, smooth surface of porcelain enamel resists abrasion 


No ordinary usage will harm its finish, 


HIGHLY SANITARY 
The non-porous, non-absorbent surface of porcelain enamel does 
not harbor moisture, odors or germs. It is sanitary and as easy 
to clean as a dinner plate 

Remember these points of superiority of porcelain enamel on 
Armco Enameling Iron. You can use them to help you sell more 


appliances finished in porcelain enamel. 


ARMCO STEEL CORPORATION 


1625 CURTIS STREET, MIDDLETOWN, OHIO 


SPECIAL STEELS 


Sheffield Steel Division + Armco Drainage & Metal Products, inc 
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* The Armco international Corporation 





Manufacturer Briefs 





@ Ground has been broken by Admiral 
for a new electronic research labora- 
tory in the Stanford Industrial Park 
urea of Palo Alto, Calif. The new 
laboratory, on a three-acre site, will 
provide facilities for the expansion of 
Admiral’s advanced development sec 
tion, also located at Palo Alto. 


© A 5 per cent price increase became 
effective October | on all Florence gas 
ranges. The hike was reported as duc 
to mereased material and labor costs. 


¢ A. O. Smith Corp. has a $4,400,000 
expansion program underway at its 
Kankakee, IIL, plant. The firm manu- 
factures water heaters, heating and 
air conditioning equipment. The ex 
pansion will provide additional manu- 
facturing and storage space 


© Capehart has announced a price in 
crease on a number of TV and hi-fi 
models. Each of five models of the 
Capehart Starline went up $10. The 
Jamestown VHF model in the Super 
Comet Line went up $20, while the 
UHF model will list for $339.95. The 
Monticello VHF mode] will list for 
$359.95, with the UHF version listing 
it $379.95. All models of the Fifth 
Symphony hi-fi and tape recorder in 
strument will list for $479.95. A 
portable phonograph was raised from 
$69.95 to $74.95 retail 


© Adoption of the ABC time payment 
plan to sales of Republic Steel Kit 
chens has been announced. The gen 
eral features of the plan include no 
down payment, one contract to cover 
kitchen cabinets, appliances, labor, 
ind building materials, no endorser: 
competitive interest rates, up to 36 
months to pay, and no recourse to 
dealers 


e General Electric has announced a 
reduction in the suggested retail price 
for four of its 14-model line of clock 
radios. Each affected model has been 
reduced $2. ‘They include models 
895. 900, 902, and 903. The de- 
creases were made possible through the 
use of printed circuitry and associated 
manufacturing techniques. 


© Westinghouse has called back to 
work 300 employes who had been 
furloughed at various times earlier m 
the year to help step up production 
of steam irons, toasters, Grill-N-Waf- 
flers, hot plates, and clothes dryers. 
According to Westinghouse, the pro- 
duction hike stems from a backlog of 
orders and a rising demand for them. 


e Gas refrigerator billings by Servel, 
Inc., showed a 111 per cent increase 
in August, 1955, as compared to the 
comparable month last year. otal 
billings of all Servel appliances in 
August were 45 per cent above 1954 
totals, the firm reported 


e Nesco, division of New York Ship 
building Corp., has moved its execu 
tive ofices from Milwaukee, Wisc., to 
Granite City, Ill. The move was the 
final step in NESCO’s program of 
consolidation of its operations 


e Moe Light division of Thomas In 
dustries, Inc., has opened a 115,000 
square foot plant in Hopkinsville, Ky 
It will be devoted to the manufacture, 
processing and shipping of residential 
lighting fixtures 


* The Seigler Corp. has contracted 


to purchase Holly Manufacturing Co., 
it has been announced. Both firms 
produce heating equipment, though 
Holly is also a major producer of wall 
type heaters. Seigler, in addition to 
manufacturing space heating equip 
electrical and 


ment, also produces 


clectronic devic« 





Lewyt Buys a Building 





CHECK FOR $2 MILLION, representing purchase price of the Ford Instrument 
Building in Long Island City, N. Y. is tendered by Alex Lewyt, second from left, 


to Charles Ondrick, treasurer of the Sperry Rand Corporation 


Lewyt purchased 


the building to consolidate operations of the company’s three Brooklyn manufac 


turing plants under one roof 


Irving Bottner, treasurer of Lewyt, left, Col. D. W. 


Stone, and James J. McKay, Sperry Rand's attorney and assistant treasurer, respec 


tively, look on 
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¥ Aid PELRIEPELEEORRE REE Ai gee ee “yy 
> hil . PEER : a4 1 
HOT 
ONL gcooL 
OFF 
AUTOMATIC ir 
THERMOSTAT af! 
TEMPERATURE Xe 
CONTROL % 
The Whisper-Quiet, Powerful MARKEL 
The Recore Breaking Promotional Fan THE ONLY 
New! Improved! Same Low Price! 
FAN WITH .. . —twe independently — instant electric — fingertip adjust- 
— PORTABLE * WINDOW ADAPTABLE adjustable sets of reverse (split capaci- ment eye-level con- 
louvres for in-or- tor 1/12 hp, motor) trols with tiny Guide- 
ov or an ree speeas e a ow when 
% DIRECTIONAL ye REVERSIBLE ene? bw an Ge ~~ igen 
DIFFUSED AIR 











. » « and a complete line of nine 
portable, reversible fans 
WRITE US FOR BEAUTIFUL 


FULL COLOR 8 PAGE 
CATALOG — READY NOW ! 


MARKEL exectric propucts, in<. 


Founded 1920 
DEPT. EM BUFFALO 3, N. Y. 
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THE LINE TO SELL 





America’s Greatest 
Tape Recorder 
Values 





Medel 37C 
$i3095 


Two-Sper 


Dual-Track 


Most of your customers already have 
first-hand knowledge of the precision 
construction and durability of Federal 
photographic products, These same 
qualities make FME Tape Recorders 
beyond dispute the biggest values in 
the medium priced field, Fast forward 
and rewind; separate volume and tone 
controls. Reeording and playback at 
3% and 7% IPS with extraordinary 
tone fidelity 


PLUS FEATURES 


Response from 50 to 12000 eps, 
Less than 0.5°% flutter or wow. 
Signal to noise ratio is 43 db. 
High fidelity ceramic microphone, 
Improved rumble-free drive. 
Simple, single knob control. 

Takes all reels to 7 inches. 

No tape breakage even with the 
new thinner tapes. 

Instant stop lever for hand or 
foot pedal operation, 


Sold complete with ceramic micro- 
take-up 


Write tor 


phone, reel of magnetic tape, 
reel, power cord and plug 


descriptive literature 


Some Exclusive Territories for 
Manufacturers’ Representatives 


are Open 1-45 


FEDERAL MANUFACTURING 
AND ENGINEERING CORP. 
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G-E: More Expansion 


General Electric last month cast a 
vote of confidence in the future of 
the room air conditioner industry. 

The firm’s major appliance division 
announced that a new manufacturing 
unit for room air conditioners will be 
added to Appliance Park in Louisville. 
The room air conditioner plant will 
be the sixth manufacturing unit lo- 
cated at the Park and will be in full 
use by the summer of 1957, The firm’s 
room air conditioners are currently 
produced at the Erie, Pa., plant. 

Paul M. Augenstein, general mana- 
ger of the room air conditioner de- 
partment, said that use of the new 
building will permit G-E to manufac- 
ture many of the components it now 
purchases from subcontractors. Au- 
genstein also said that current efforts 
to stabilize air conditioner manufac- 
turer will be “continued and in- 
creased” in the new building. By 
capitalizing on the extended buying 
season and carefully planning manu- 
facturing schedules to meet antici- 
pated demands the firm has already 
stabilized manufacturing to some ex 
tent, company officials said. 


Electronic Show Survey 


Electronic parts distributors and ex- 
hibitors overwhelmingly favored the 
May date for the annual parts show 
and backed Chicago as the location, 
according to a survey. 

A four-day show also won backing 
by the distributors and exhibitors. 
However, the distributors favored a 
new system of pre-registration by 177 
to 75, while the exhibitors favored the 
old plan, 81 to 53, The distributors 
also approved an educational program, 
while exhibitors were against it. 

Show headquarters for the fourth 
consecutive year sent out checks to 
exhibitors representing a 10 percent 
rebate of the membership assessment 
for participation in the 1955 show. 


FTC Rule Opposed 


RETMA authorized its legal com 
mittee to oppose two trade practice 
rules promulgated by the Federal 
Trade Commission which have to do 
with measurement of 'T'V screen sizes 
and the labeling as “used” of any 
cathode ray tube in which a repos- 
sessed glass envelope is employed in 
the manufacturing process 

Both rules are due to become effec 
tive December 22, 1955. It was the 
opinion of the Set and Tube com- 
mittee and the board of directors that 
the two rules would impose consider 
able hardship on the industry and 
create confusion and economic waste 
to the detriment of consumers. 

Directors also approved a color tele 
vision demonstration for foreign dele- 
gates to the Committee Consultatif 
International Radio (CCIR). The 
demonstration will be presented in 
cooperation with the State Depart- 
ment early in March and will be sim 
ilar to a black-and-white TV demon 
stration RE'TMA presented in 1950. 

Also at the board meeting, RETMA 
approved for membership six com- 
panies lhey are: American Elec- 





“Radio-TV Square.” 


in making the change official. 


drew over 400 persons. 





Changing Times . . . 


For Radio-l'V Week, New York’s famous Times Square became 
Manhattan Boro President Hulan E. Jack, left, 
and local committee chairman H., R. Sheer join ‘IV star Betsy Palmer 


Elsewhere, the week drew good response from industry clements 
and NARDA officials termed the event ‘ 
Minneapolis, the industry banquet drew 825 persons; in Dallas-Ft. 
Worth some 600 attended. And in several other areas the banquets 


Officials admitted that more work was needed ‘“‘on the consumer 
end” of the promotion, but everyone expressed confidence that the 
week would make “an excellent annual event.” 

One suggestion for next year that may increase consumer participa 
tion is the idea of inviting the public to the banquets. According to 
NARDA director A. W. Bernsohn, top TV stars could be used to 
attract the public and admission might be granted through the 
purchase of a radio or television receiver. 





‘a tremendous success.” In 








tronics Co., New York; Eltran Corp., 
St. Anne, Ill; Ratigan Electronics 
Inc., Los Angeles; Televideo Corp. of 
America, Los Angeles; Texas Instru 
ments Inc., Dallas, Texas; and Vega 
Electronic Corp., West Los Angeles. 


Financial Briefs 
gr Radio & Tclevision re 


ported television unit sales increased 
44 percent in the six months’ period 
ending June 30, 1955. The firm also 
reported that its earnings were 106 
per cent higher than the same period 
last year. 

* Raytheon reported a decrease in 
net profit on operations in the fiscal 
first quarter as compared to last year. 
Net profit in 1955 was $805,000, com- 
pared to last year’s $1,102,000. Lower 
profit margins, abnormal summer heat 
which slowed production and a re- 
duction in ae: of government 
shipments were cited as reasons for 
the decrease. 

* Emerson Radio and Phonograph 
reported a consolidated net profit of 
$3,205,948 before taxes for the period 
ending July 30, 1955. This compares 
with a profit of $2,066,820 for the like 
period ended July 31, 1954. 

© Total sales of Servel, Inc., for the 
third quarter ended July 31, 1955, 
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were slightly lower than for the same 
period of 1954, but the company’s ex- 
penses were also reduced, resulting in 
a smaller loss than last year. Total 
three-month sales were $21,069,388, 
with sales of civilian products rising, 
defense sales dropping. A final pay- 
ment on $6,000,000 in bank borrow- 
ings also was made by Servel. 


Magic Chef Expands 


In an effort to obtain sales volume 
in certain areas not previously accom- 
modated, Magic Chef, Inc., has 
acquired the facilities of the Dortch 
Stove Works at Franklin, Tenn. ‘This 
new acquisition has been set up as a 
new corporation and will operate in- 
dependently of Magic Chef's St. Louis 
plant. 

To lay the groundwork for the 
acquiring of Dortch, Magic Chef sold 
its outmoded equipment and multiple- 
story plants oad warehouses in Lorain, 
O., Indianapolis, Ind., Harvey, Il. 

Cecil M. Dunn, president of Magic 
Chef, lauded the excellent location of 
the Dortch factory as well as its fine 
manufacturing layout. 

“Geographical location is becoming 
more and more a factor in the highly 
competitive range business,” Dunn 
noted. 








LAST CALL! CONTEST CLOSES NOV. 30! 
GOT A LIVEWIRE GUY WITH BRIGHT IDEAS? 





IN CASH PRIZES FOR 


“CREATIVE RETAIL SALESMAN 






OF THE YEAR” 


IN THE APPLIANCE, RADIO-TV INDUSTRY 
SPONSORED BY LADIES’ HOME JOURNAL AND NARDA 


PRIZES: eae 
Se ee” 
Grand prize....... $500.00 plus silver plaque 
4 additional prizes, for winners in each of these 4 categories: 
Complete kitchens....... $125.00 
Major appliances........ 125.00 
Electric housewares...... 125.00 on) 
node We cts JG 125.00 ed 
plus bronze plaque 
: 100 Certificates of Merit 


THE EASY RULES 


1. All entries must be sent on offi- 3. Writing ability is not im 





Somewhere there’s a salesman walking around 
with the sales-idea-of-the-year in his head—a 
knockout idea he thought up, worked out, and 
used to bring in business in 1955. Maybe he’s one 
of your crew. 


That idea is worth good hard cash to him in this 
challenging LADIES’ HOME JOURNAL— 
NARDA contest! Winners will be announced and 
the grand prize awarded at the big NARDA 
Convention in January. So get your go-getters to 
enter. Send this coupon today for as many free 
entry blanks as you need. 


“JOURNAL 


Independence Square, Philadelphia 5, Pa. 


A CURTIS PUBLICATION 
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cial entry form available free 
on request from Mr. Georges J. 
Birgy, Ladies’ Home Journal, 
Independence Square, Phila- 
delphia 5, Pa. 


2. Any person is eligible to enter 
the contest who does full-time 
selling of complete kitchens, ma- 
jor appliances, electric house- 
wares and/or radio and T'V. 


MR. GEORGES J. BIRGY 


5. 


APPLIANCE MERCHANDISING MANAGER 


LADIES’ HOME JOURNAL 


tant—only the selling idea 
counts. 


. Salesmen may submit as many 


creative selling ideas as they 
wish, but each must be on a 
separate entry blank. 


Entries must be postmarked 
not later than midnight, Wed- 
nesday, November 30, 1955. 


INDEPENDENCE SQUARE, PHILADELPHIA 5, PA. 


Please send me 





official entry blanks for the great LADIES’ 


HOME JOURNAL—NARDA contest for Creative Retail Salesman 
of the Year in the Appliance, Radio-TV Industry. 





(NAME) 





——_— 


(CITY) Se 8 OP 3 ee eee 
Contest closes midnight, Wednesday, November 30, 1955 
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SHADED POLE MOTOR 
with ALL THe GOOD FEATURES 





for air conditioning and 
air moving applications 





"UNI-SPUN" 
STATOR FRAME 


Anchored laminations, ample 
back iron, strong pole tips 
mean core rigidity, better 
heat dissipation, quiet 
operation 





“AL-SPUN" 
ALUMINUM 
ROTOR CAGE 


Heal-treated for lowest 
rotor losses. Integral cooling 
fan and vented core. 
Dynamically balanced. 








Visit us at the Air Conditioning 
ond Refrigeration Exposition, 
Atlantic City, November 28. 
December | — Booth 706— 
or write for folder giving full 
information. 


x 








. 


You will boost sales by teaming your 
product with Lamb Electric Super Shaded 
Pole Motors. They will give your product 
the motor advantages of Jong life, quiet 
operation, high operating efficiency, and 
lasting good appearance. 

Behind Lamb Electric Super Shaded Pole 
Motors is our 40 years’ experience work- 
ing with manufacturers of household ap- 
pliances, such as food mixers, sewing 
machines, floor polishers and vacuum 
cleaners... experience that has resulted 
in these 10 features: 


e “UNI-SPUN" STATOR FRAME for 
maximum rigidity 

FORMVAR INSULATED WIRE 
WINDINGS for high strength and 
insulation resistance 

“AL-SPUN" ALUMINUM ROTOR 
CAGE for maximum conductivity 
DIE-CAST END FRAMES... 
lightweight, corrosion-resistant 
BEARINGS widely spaced, amply 
dimensioned 

AMPLE OIL RESERVOIR ... positive 


oil circulation 


sturdy, 


SHAPT precision ground to controlled 
surface finish 


@e MOUNTING absorbs vibration 

e ADVANCED DESIGN, quality 
materials, and up-to-date manufactur- 
ing methods 

@ FINISH .. . moisture and abrasion- 
resistant 
THE LAMB ELECTRIC COMPANY 


KENT, OHIO 


In Caneda: Lamb Electric—Division of 
S Cc y Utd.—teaside, Ontario 


Elect 


racriowat norserowes MOTORS 
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Whirlpool Sets Up Shop 


The newly born Whirlpool-Seeger name continues 
to make news as it acquires Harvester’s appliance busi- 
ness and makes its own initial personnel appointments 


Che newly-born Whirlpool-Seeger 
Corp. continues to make news. 

Part of it was expected—the naming 
of executives in the new firm whose 
charter became effective September 16. 

But some of it was unexpected—the 
purchase by Whirlpool-Seeger of In- 
ternational Harvester’s appliance busi- 
ness. 


Why the Purchase. The latter 
move was tailor-made for both firms. 
1H had decided that it must either 
market a full line of appliances or 
ibandon the business. Whirlpool 
Seeger was looking for extra capacity. 
Since Seeger and IH plants were both 
located in Evansville, Ind., the move 
was a logical and convenient one. 

Ihe sale by IH climaxed a long 
truggle by that firm to become a fac- 
tor im refrigeration. The company en 
joved good distribution in rural areas 
largely through its farm implement 
dealers) but its city distribution was 
weak. Intensive market studies under- 
taken early this year convinced IH 
that the firm would have to embrace 
1 full line of appliances if it were to 
improve its distribution and standing 
in the appliance industry. 


Setting Up Shop. ‘The initial ad 
ministrative personnel of Whirlpool 
Seeger’s sales force was announced in 
late September. The sales functions 
will be administered under two classi 
fications, merchandise development 
ind distribution. Vice-president John 
W. Craig will head the former. Jack 
Sparks is general sales manager for 
distribution. 

The merchandise development clas- 
sification comprises four divisions, one 
for each of four major appliances. 
Each division in turn will have a gen- 
eral manager, product manager, assist- 
ant product manager, sales manager 
and sales promotion manager. John 
Crouse is general manager for the 
laundry equipment division. Lee H. 
D. Baker, formerly with Admiral, 
heads the refrigerator division and 
Austin Rising, formerly with RCA, 
heads the range and air conditioner 
divisions 

Product manager of the laundry di- 
vision is C. EF. Morgenstern with John 
Engelhardt as his assistant, E. C. 
Reiner as sales manager and Franklin 
Grimes as sales promotion manager. 

Tom Ford is product manager for 
air conditioners with Joseph Ogden 
as sales manager and Richard Sierk 
as sales promotion manager. 

Evans T. Morton is product man- 
ager for refrigerators and Thomas 
Bartley is sales manager for ranges. 

The distribution group will include 
the field sales organization, merchan- 
dising, sales promotion coordination, 
idvertising coordination, sales admin- 
istration, sales training, market re- 
search, builder sales, utility sales and 
home service. Sparks and Harry Kane, 
field sales manager, head the field sales 
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VICE PRESIDENT JOHN W. CRAIG will 


head merchandise development 


JACK SPARKS is general sales manager 


for distribution 


organization which includes five re 
gional managers and 15 district man 
agers. Each region will also have prod- 
uct specialists. 

Roy Howard will be merchandising 
manager and Harvey Weimer will be 
market research manager. 


A.C. Show Nears 


Retailers have discovered that the 
small investment in air conditioning 
is an absolute essential not only for 
greater sales during the hot months, 
but also for lowered costs in maintain- 
ing inventories all year round and 
more efficient use of store and ware 
house space, thinks F. G. Coggin of 
Detroit Controls Co. 

Coggin made his remarks in a re- 
port on progress in planning the Air 
Conditioning & Refrigeration Exposi- 
tion at Atlantic City, N. J., Novem- 
ber 28 to December 1. 

Coggin also noted the need for air 
conditioning in all types of industries, 
citing its importance in controlling 
temperature and humidity. 

Coggin forecast the coming exposi- 
tion will break all records for size. An 
expected 250 companies should have 
exhibits at the time of opening, he 
said. Displavs will cover 88,000 
square feet of net exhibit space in the 
auditorium 
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Only FARBERWARE brings you this 
~ New Super-Speed, Fully Automatic 


COFFEEMAKER in STAINLESS STEEL 


[W Solid Stainless Steel 
e Construction! 
Modern design—makes 2 to 12 
[ cups of delicious coffee. 
oe 


Useful for all occasions! 


W Brews real coffee faster than 
= instant! 


2 cups in 2 minutes! 
12 cups in 10 minutes! $99°5 


THE ONLY FULLY AUTOMATIC 
COFFEEMAKER THAT MAKES 
PERFECT COFFEE IN LESS TIME 
THAN IT TAKES TO BOIL WATER! 





RED LIGHT 


indicates when 
coffee is done. 

















NE SUPER-SPEED 


AUTOMATIC 


— ¢ 
COFFEE URNS > aa P) 
in STAINLESS STEEL \} 


TWO POPULAR SIZES: 
12 to 55 cups in just 12 to 40 minutes! $59.95 
12 to 30 cups in just!2 to 24 minutes! 49.95 


Super-Speed, fully automatic, percolator-type Farber- 
ware Urns with “Feather-touch” spigot for automatic 
dispensing. Just fill with water, put in coffee and the 
urn makes coffee automatically—keeps it hot! Makes as 
few as 12 cups. Ideal for any occasion — home entertain- 
ing. club, school and church functions. 





- 
k 


Every Woman Wants 


STAINLESS STEEL! 


FARBERWARE has it! 
Order now! 





S. W. FARBER, INC., NEW YORK 54, N. Y. Makers of stainless steel cookware with aluminum-clad bottoms. 
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4» fed. Tax 
$82.20 merchandise value for only $64.95 6 


OFFER GOOD FOR A LIMITED TIME ONLY 


—— a 
+ SHETLAND GIVES YOU BIGGER VALUE 


10 HELP YOU MAKE MORE SALES! 


a. Complete with 


~ 
* 


YOU MAKE YOUR FULL 40% 


ee eae Mt 
Poh TO THE 


SHETLAND COMPANY, 


LYNN, MASS. 





with every sale of 


IMPERIAL 


Twi BRUSH ELEC TRIC 


POLISHER 
SCRUBBER 


My | -\ 2 Scrubbing Brushes 
2 Polishing Brushes 
2 Lamb's Wool Buffers 


AT THE 
REGULAR 
PRICE of 


The Combination that 
solves every floor and 
rug cleaning problem 


ONE ROUND OF RUG CLEANING 
IN THE AVERAGE HOME 
PAYS ENTIRE COST OF 
THE SHETLAND IMPERIAL 


INC., 


Ideas for Ladies 


A booklet, “Bright Ideas for Ladies,” 
is being offered by the National Elec 
trical Manufacturer's Association as 
an inexpensive promotional tool for 
use in selling adequate wiring to hous« 
holders. 

The booklet is available in quantity 
lots. It explains the problem of wiring 
inadequacy in simple terms and also 
suggests positive action that can be 
taken to remedy the condition at a 
cost within the reader’s means. 

No mention is made in the 
of the manufacturers who have pro- 
duced this booklet. Firms or organi 
zations which purchase this booklet 
may place their own imprints on the 
back cover so that it can be “their” 
booklet as far as the reader is con- 
cerned 


text 


Houseware Campaign 


Republic Steel Corporation has 
launched what it calls the first na 
tional consumer campaign supporting 
the stainless houseware market. 

With November designated as 
“Stainless Steel Month,” Republic is 
supplying tie-in packages for retailers 
with ad reprints, counter and window 
display cards, window and wall ban 
ners, radio spots, pricing and 
display suggestions. 


tags 


Apex Plans Sales 


Merchandising and sales promotion 
programs for 1956 were discussed at 
a national sales and merchanding con 
ference held recently by Apex Home 
Appliances. 

l'ifteen divisional sales managers at 
tended. Thev were told that progress 


Songstress Shoots TV 


las been made in planning of new 
products. 

C. G. Frantz, Apex president, re- 
ported the firm enjoyed a substanti- 
ally larger share of the industry busi- 
ness thus far in 1955 

“The 1956 program,” he continued, 
“has been based on new products 
which will be introduced soon and a 
greatly expanded advertising and 
merchandising campaign.” 


Sunlamp In New Garb 


General Electric’s 275-watt self-re 
flecting sunlamp has a new holiday 
garb to wear on dealers’ shelves for 
the first time this Christmas season. 

I'he sunlamp, which “tans like the 
sun,” will also receive a special promo 
tional effort. Outstanding feature of 
the program is a Christmas gift sleeve, 
designed to fit snugly over the lamp’s 
present package. Both the sleeve and 
the supplementary promotional ma- 
terial identify the G-E sunlamp as 
the gift “to bring you sunshine the 
whole year long.” 

lhe Christmas flavor and gift idea 
are carried out on the new gift sleeve, 


display cards, window streamers, and 
other promotional supporting ma- 
terial 


Color From the Mill 


Aluminum in all the colors of the 
rainbow is now available directly from 
the mill. 

Previously, colored aluminum was 
batch-finished independently after the 
sheet or extruded shapes had been 
purchased from the mill. Now, fabri- 
cators can order color products di- 
rectly from the Aluminum Co. of 
America. 








POPULAR VOCALIST MINDY CARSON demonstrates the Zenith flashlight for use 
with its new Flash-Matic television receiver during a party and special half-hour TV 
show held in connection with o press conference to introduce the new Zenith line. 
Looking on are Jack Mehr, left, sales manager for Zenith Corp., and Ed McMahon, 


who emceed the show over WCAU-TV for Stuart F. Loucheim, Co 


Zenith distributor. 
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Newest Sales-M 


aking Feature from NORGE! 





NEW EXCLUSIVE 





TOTALLY DIFFERENT PURIFYING ACTIONS 


TO DEMONSTRATE AND SELL~-GIVE NORGE DEALERS AN EXCLUSIVE 
AUTOMATIC WASHER STORY WOMEN CAN UNDERSTAND! ; 
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TWO FORCE-SPRAY RINSES initial ° " OVERFLOW RINSE Skims off lighter- AGITATOR OVERFLOW RINSE Fiushes 
| fresh water rinse whirls away heavy ? \ than-water soap scum, lint; carries out embedded dirt with gentle but 
dirt and soap; final fresh water rinse 


them up, over and out of washer. No 
cleans out tub for next load. special “filters” needed. 


} 
x 
os] 
therough “werking agitator" action; Fs 
carries away all soap scum left. ¥ 
‘ 





Co 
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AUTOMATIC DIRT DISPOSAL Special 
sediment ejector flushes heavy dirt 








AGITATOR DEEP RINSE Special acti- 
» vated “insurance” rinse gets out every 


last bit of embedded soap curds for particles out through bottom of wash- : 
100% clean, fresh wash. tub all during rinsing. * 


ALL THIS WHILE USING GALLONS LESS WATER! 


TTPO UPR OPPO P EEE PEPE eee eee eee 


or ee ee ee a 


NORGE DUAL TIME-LINE CONTROL .. Wim 


MODEL 
Gives You Two Completely Automatic Washing Cycles... AW-45018 WASHER 
Completely Eliminates All Hand Washing! 








pee \ a 


WAR My Wad 


ra 


@ et6ULAr CYCLE. .tuity evtomatic washing and 


© suorr cv cis... tuity aviomatic washing and 
rinsing for all regulor loads. 


rinsing for delicate fabrics, part loads. 





J IT’S GOING TO BE 
_ TOUGHER THAN EVER 





PLUS NORGE AUTOMATIC RESUDSER! Suds woter DELIVERS HOT WATER AUTOMATICALLY! Norge More Proof TO SELL AGAINST 
thet has been saved pumps back in automatically, Water-Temperature Selector provides choice of hot NORGE Is < THE 'S6 MORGE LINE! 
and second cycle goes right on automatically. or warm woter at the turn of a knob. Really — ' 


WASHES EVEN CASHMERES AUTOMATICALLY! 
Famous Norge RIPLETTE way hes even 
blankets avtomatically. 


le ctel, 





NORGE SALES CORPORATION, Subsidiary of BORG-WARNER CORP., MERCHANDISE MART PLAZA, CHICAGO 54, ILL. Canada: ADDISON'S LTD., TORONTO 
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FILLS TO ANY WATER LEVEL AUTOMATICALLY! 
You decide how much weoter you want, for whet- 
ever size load you're washing. 


1955 


& 


y ns ay . 
On The Warpath! scum cee 


NORGE 
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COMFORT LINE'S NEW 


T-V TABLE WITH WHEELS 


make every set a portable! 





% 3° E-Z roll, plastic casters 
w® 17%" to 32” expansion arms 


® Exciusive offset legs hold 
any set without wobble, sway 


® Lifetime biack finish on 
heavy tubular steel! 
No chip or peel 

® Also: Model 50, brass 
arms-—-$8.95; Model 56, 
all chrome—-$10.95; 
Mode! 57, all brass— $10.95 


“All Prices Slightly higher in Zone 2 





black, 7 





clothes dryer vent 


DRY-R-X 
first in quality 

first in price 

first in sales 

and first to offer: 


Model No. 33—Ali 


bearing swivel, ex- 
pandable arms, 


plastic glides. $595 


write Dept. EM-7 for details 









t Weather-proof hocd with counter 
1s balanced self-thawing damper 
door. 


|st Full flange, inside finishing plate 
and 12 inch starting pipe. 


pipe or inexpensive fireproof 


Choice of “Button Lock” aluminum 
|st 
flexible tubing. 


st New low prices that provide best 
profit structure. 


ASK your clothes dryer distributor or 
write for information on prices, literoture 
and displays. 








(Or, sample order shipped) 


LINES INC. 


1735 WEST DIVERSEY PARKWAY, CHICAGO 14, HLLINOIS 


— 


es 


MODEL NO. 5! 
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Electrical Show Set 


Billed as the “high voltage sales 
event of 1956,” the Rochester Elec 
trical Exposition is scheduled Febru 
ary 18 through 25, 1956, by the Elec- 
trical Association of Rochester. The 
exposition will be held in the new 
War Memorial Building, and will be 
the first major electrical exhibition in 
that city since the show in 1936. 

With the new War Memorial 
Building providing Rochester with a 
long-felt need for a modern and ade- 
quate exposition hall in the down- 
town area, the show management is 
predicting a total attendance of 100, 
000 for the 1956 exhibition. 

The entire electrical industry will 
be on display, with entertainment and 
prizes being nightly features. 


Wiring for Slogan 

Customers served by the United 
Iluminating Co. have been promised 
a $200 rewiring job for coming up 
with the best slogan to promote ade- 
quate wiring. 

The rewiring job and 11 other prizes 
are being offered by UI (which serves 
the Bridgeport and New Haven areas) 
as part of its program to stimulate 
interest in adequate wiring. 

Dealers have a stake in the slogan 
contest. Six prizes have been set up 
for the dealers whose name appears on 
the most entry blanks received by 
the utility. 


Training for Color 


As more and more dealers begin 
handling color television receivers, the 
need for competent technicians to 
service color sets becomes apparent. 
lo meet this change, the Certified 
Electronic ‘Technicians Association 


Festival Of Frozen Foods 


~— 


in New York is conducting an exten- 
sive course in color TV servicing tech- 
niques. 

Although this first course has been 
reserved for all CETA members and 
all graduates of the RETMA advanced 
servicing techniques course, plans are 
being laid to extend enrollment to all 
television technicians in subsequent 
courses. 

The course is being given in a series 
of 10 sessions and includes regularly 
scheduled lecture, demonstration, and 
laboratory work periods with examina- 
tions conducted during, and at com 
pletion of the course. Cost of the 
course is $5 to defray administrative 
costs. 


Contest Briefs 


General Electric has chartered the 
luxury liner, H. M. S. Mauretania, for 
a dealer cruise in April, 1956. The 
cruise to the Caribbean will represent 
the top award to dealers competing in 
TV sales during the period which be- 
gan last July 1 and ending next Feb- 
uary | 

Dealers compete for the trip only 
against dealers in their own geograph- 
ical area. G-E also has underway its 
second annual “do-it-yourself” selling 
contest, “Producing More Sales for 
1956” which carries $14,000 in prizes. 

The contest is open to salesmen 
who registered for a correspondence 
sales training course. Top award is 
$1,500 in cash, an all-expense paid 
trip for two to Syracuse, N. Y., and 
New York City, a send-off night for 
the winning salesman, his boss and 
their wives plus a $200 wardrobe for 
his boss. 

Hoover Company awarded new cars 
to 19 district managers and four deal- 
ers as rewards for top sales perfor- 
mances in a contest during May, June 
and July of this year 








SHAKING HANDS OVER the success of Gimbel’s Festival of Frozen Foods at its 
Philadelphia store are Saul Knazick, right, and Chef Albert, CBS television per- 
sonality. The six-day festival was believed the first of its kind in the industry 
and over 20,000 persons attended, viewing demonstrations and visiting free 
exhibits in which some 25 frozen foods processors participated. The affair was 
sponsored by the store and the Wholesale Food Plan, Inc., of New York, which 
operates Gimbel’s food plan in its three stores. 
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Wherever you look... this Christmas , 
more dealers will make more profit than ever 


on #/Merson RADIOS 


| Because only 
EMERSON 
gives you such 
variety... 
such volume... 


and 
Pee 
PROFIT! 


a 
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Yes! Radio is bigger than ever...and a bigger gift item than ever! 

And that means you’! sell more Emersons than ever... because 

only Emerson gives your customers such choice, such value, such buy-me-now 
prices! Emerson gives you 17—count ’em—17 models to choose from...stepping 
up in easy stages from a mere $16 retail. And remember, no extra 

charge for color. But that’s only part of the story! You’ll find Emerson not 

only easier to sell... but infinitely more profitable! We’ve marked up 

our sets with you in mind...so that you can make up to 50% profit! 

When you sell Emerson—you’re selling the top profit item in your store! 


Emerson AC-DC Table 
Radio (Model 811) 
Retail price, $16. 


Emerson AC-DC Table 
Radio (Model 813) 


Retail price, $22. 


Emerson Twin-Speaker 
AC-DC Table Radio 
(Model 812) 


Retail price, $28. 


Emerson Clock Radio 
(Model 824) 
Retail price, $24. 


Emerson Clock Radio 
(Model 826) 


Retail price, $44, 


Emerson Never Break’ 3-Way 
Portable Radio 

Case guaranteed unbreakable 
(Model 833) 


Retail price, $34, 


Emerson Transistor 

Pocket Radio” 

(Model 838) 

6” wide, 31/2” high, 1'4" deep. 
Weighs about 16 ounces, 

Retail price, $44, (with botteries) 


THE IDEAL GIFT! Mer. KY On $) 


Emerson Radio and Phonograph Corp. Jersey City, N. J, *nec. U. 8, PAT. OFF 
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Dehverres are SO EASY 


| with ox * 






whens *, 
Swine *. 

forwardio “® 
lead... backward 
to balance the lood 


THE LOAD 


SLIDES 

vp stams, 

re downstoirs, 
in and 

ovt of trucks 


- 
Veet 


One man makes deliveries 


YOU CAN SAVE the cost of an extra man because one man and an Easload can 
handle any appliance easily and safely with its load balancing design and 
slide runner frame. And your appliance is always protected on the rubber 


CESCO MODEL 


A lightweight appli 
ance truck with ratchet 
cincher and strap, rub 
ber covered sled run 
ner, tube steel frame 
Handles 600 Ibs. Low 


priced at $39.50 


LASLOA 
This 

















is the best salesman 


you ever had! 


DEVIL DRYNESS! Walton's symbol for 


He'll bring you a volume on humidifiers in the 
winter equal to your volume on air conditioners 


in the summer 


Yor he gets around! In consumer magazines 
through the heating season. And in the only 
real merchandising plan ever olfered by a man 


ulacturer of humidifiers. Bill stullers 
paper mats 


line of humidifiers 


Table models 


no filter--no heating coils 


Build a large wintertime money making vol 
ume by writing today for “Devil Dryness and 


His Aids.” 


Remember the average home is drier than the 
Sahara yet less than ‘4 of 1% of all homes have 
proper humidification. Start today to sell this 


market by selling Walton 


C blo 


COLD STEAM* 
HUMIDIFIERS 


*Trede Mart-—Manviacturers of the lorgest diversified line 


of humidifiers in the world 


Walton Laboratories, Inc., Dept. EM-11 


Irvington 11, NJ. 


Please send me my copy of ‘Devil Dry- 


ness and His Aids"’ 
Name of Store 


news 
plus a novel greeting card that 
really detects dry air, all available so you can 
sell Walton humidifiers—the only real salable 


rich grained, automatically 
controlied console models—all operating on the 
revolutionary principle al a centrifugal atomizer 


covered Easload frame; it is strapped 
in place and cinched tight with built-in 
ratchet cincher. Wheels have 10 x 2.75 
cushion tires, Toe plate hes two small 
rubber wheels. Frame is all welded steel 
Handles 800 Ibs. with ease 
Order yours today on a money-back 
$53.50 
F.0.8. Los Angeles 
COLSON cauvirment @ suppiy co. 


1317 Willow Street, Los Angeles 13, California 


guarantee of satisfaction 


APPLIANCE TRUCKS 





Address 





City 
Signature 


Zone State 
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Association Briefs 





¢ The American Home Laundry Man 
ufacturers’ Assn. has added two men 
to the board of directors to fill 
vacancies B. J. Moore, president 
of Conlon-Moore Corp., is the new 
treasurer replacing Howell G. Evans 
Harokd Leisey, works manager of 
Beam Manufacturing Co., replaces 
George P. Castner as director at 


large 


@ Ellis Redden of the Magnavox Co 
has been reappointed chairman of the 
public relations and advertising com 
mittee of RETMA. Julius Haber of 
RCA was renamed vice-chairman. ‘lhe 
committee coordinates RETMA’s par 
ticipation in such events as the annual 
Voice of Democracy contest for high 
school students 


¢ Three new companies have been 
clected to associate membership of the 
American Home Laundry Manufactu- 
rers' Assn. ‘They are: The General 
lire and Rubber Co., Wabash, Ind.; 
Besco, Inc., Mansfield, Ohio; and H 
W. ‘Tuttle & Co., Adrian, Mich 


Julia Kiene Honored 


The National Electrical Women’s 
Round ‘Table, has named a newly 
created graduate fellowship in honor 
of Mrs. Julia Kiene, retiring director 
of the Westinghouse Home Eco 
nomics Institute. 

Mrs. Kiene was also presented with 
an honorary lifetime membership in 
the EWRT. 

In making the announcement, Mrs. 
Adelaide Fellows, Philco director of 
home economics and member of 
the fellowship committee, said the 
EWRT-Julia Kiene Fellowship will 
consist of a $1,000 grant for “study 
toward completion of a master’s de 


Golden Gift, Golden Smile 





EM’s Southwest Editor 









| 


FRED A. GREENE, formerly editorial 
writer of The Corpus Christi (Texas) 
Caller-Times, has joined the editorial 
staff of ELECTRICAL MERCHANDIS 
ING as field editor for the Southwest 
Greene was associated with the Caller 
Times and its affiliated newspaper at 
Big Spring, Texas, for six years. He is a 
graduate of the School of Journalism at 
the University of Missouri and served 
two and one-half years with the Army 
As southwest editor, Green's area 
encompasses Texas, Louisiana, Okla 
homa and New Mexico, but he will 
maintain his headquarters in Dallas. His 
primary responsibility will be to contact 
dealers, distributors and utilities to se 
cure feature articles of interest to read 
ers of ELECTRICAL MERCHANDISING 





gree in home economics with concen 
tration on household equipment.” It 
will be awarded to the applicant who 
has completed undergraduate work in 
home economics with a high scholastic 
standing and who has best demon 
strated her talents for pursuing a 
career in the field of household equip 
ment. The Julia Kiene fellowship b« 
comes effective with the 1956-57 col 
legiate year 





A 


TWENTY-FIVE YEARS of service with Hotpoint bring James E. McCarthy, Chicago 
district manager a gold watch, and the smile of Loretta Mikutis, “Queen of 
Hotpoint’. The award wos made during the Hotpoint Quarter Century Club 


annual banquet 
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Maytag Automatic Washer Model No. 102 


It’s demonstrable features and performance that give the 
Maytag name its sales magic! Features like: 


Exclusive Double-Spin Tubs. One tub for clothes, one tub 
for dirt means dirt never strains back through clothes. 


Automatic Water Level Control saves up to nine gallons 
of hot water per load. 


Automatic “Delicate Fabric’ Cycle ends hand washing. 


Exclusive Gyratator. Water and suds are pushed through 
clothes. Clothes are never dragged through water. 


Suds Saver accessory saves suds and water for re-use 


Maytag is on the move! 


ELECTRICAL 


MERCHANDISING—NOVEMBER, 1955 


ne-word sales talk- 


‘MAYTAG 


(Best known, most wanted) 





Maytag Automatic Electric Dryer Model No. 601W 


Here is sparkling performance to spark sales! 


No vent! No moisture, lint or heat in room, thanks to exclu 
sive Waterfilm Action. 


Safety door, too! Shuts off heat, motion and timer when 
opened. Turns on sales to woman with tots! Full-opening door! 


Flush-to-wall, flush-to-cabinet installation plus no-vent fea 


ture make even apartment installations practical. 


Better move with Maytag now. Write, wire or phone your Maytag 
Distributor or regional manager today. The Maytag Company, 
Newton, lowa. 


PAGE 









205 
























PEOPLE 
Oliver Shifts 


Robert M. Oliver, formerly of the 
Westinghouse appliance division in 
Mansfeld, O., has joined Thomas A. 
Edison, Inc. of West Orange, N. J. 
as vice president of marketing, accord- 
ing to Edison president Henry GC. 
Ritter, II. 


MY CUSTOMERS 
RECOGNIZE AND 
RESPECT BURGESS / 
QUALITY ! 


Arthur Scaife, 52 


\ Parable Raoios 








BecVar Elected 


Arthur N. BecVar, manager of in- 
dustrial design in the major appliance 
division of General Electric Co., has 
been elected president of the Ameri- 
can Society of Industrial Designers. 
Other officers include: Jay Doblin, 
dean, Illinois Institute of Technology, 
executive vice-president; Kenneth A. 
Van Dyck of Currie and Van Dyck, 
designers, Southport, Conn., secre- 
tary; and Eugene Gerbereux of Port 


The consistent quality level of Burgess 
Portable Radio Batteries has gained high 
regard among your customers. 

A replacement stock of Burgess Portable 
Radio Batteries means extra profit for 
you. Get on the profit bandwagon with 
the most popular of all Portable Radio 
Batteries—BURGESS. Leading radio set 
manufacturers recommend Burgess Bat- 


teries. 
Advertisi in 
ja Consumer laaguaines end 





ARTHUR L. SCAIFE, merchandising con- 
sultant for the General Electric small 
appliance division in Bridgeport, and one 
of the best known figures in the small ap- 
pliance industry, passed away on Oct. 
18 at the Bridgeport hospital after a long 


Meoéi. , 















| 7 ~ poe Newspapers “presells” 
for youl 






BURGESS BATTERIES 


BURGESS BATTERY COMPANY 
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Washington, N. Y., treasurer. 


Ray C. Dutt, 59 


traveling auditor. He later became a 
division manager and was made a vice- 
president in 1946. 


illness. Mr. Scaife joined G-E in 1929 and 
had held several sales and merchandising 
positions since that time. He was a mem- 
ber of the board of directors of the Point 
of Purchase Advertising Institute, a mem- 
ber of the ANA, the University club of 
Bridgeport and the Patterson club. A 


Ria > Dutt, vice-president 1 native of Cleveland, Mr. Scaife was a 
charge o production of the Regina graduate of Ohio Wesleyan college. He 
noe Rahway, N. J., died recently. was 52 years old. Surviving him are his 

“Am and 8" Pack Jutt had been ¢ ate gins 
4 en tean Oss pir and OO" Code utt wad been ussociated with Regina wife, one daughter, his parents, two 
1Va to 7Ve Volt ™ for every need since 1923, when he started out as a_ sisters and one brother—Howard J. 


Scaife, the sales manager of Hotpoint Co. 


Joins Magazine 


This Week magazine recently an- 


; . i nounced the appointment of David 

t Ive juse discovered ! Hopkins Honored Barbour as manager of the durable 

: how to sell : The ned a ote Realtors pes — of sg remeber 
ss = las Nnamec onn jay op Ins, presi- e ing epar men arbour for 

i electrical appliances i dent and chairman of the board of was central regional manager of Deep- 

\ ’ eas y wda y General Dynamics Corp., as industrial- freeze appliance division of Motor 
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STEREO SELLING PICTURES 


Hundreds of firms name View~-Master 








@ 


stereo pictures as their most effective sales | 


wol for salesmen or point-of-purchase. 
Compact, easy to carry and show a com- 


ioMaalel ac pipe 


FOR LAUNDRIES 
REFRIGERATORS 


AND OTHERS 


Mode! CT—with flored joint 


for copper tubing 


connections 


DRIERS 






ist of the year. The award is presented 
annually to an industrialist who has 
made “‘a most significant contribution 
to the industrial development of North 
America, in the public interest.” 
Stromberg-Carlson Co. is the newest 
division of Hopkins’ company. 


New Sales Manager 


Products Corp., Chicago. 


Carl Haecker Dies 


Carl V, Haecker, manager of dis- 
plays and sales promotion for RCA, 
died in a Philadelphia hospital last 
month. An authority on store mer- 
chandising, promotions and point-of- 
sale displays, Haecker also was active 
in several trade organizations. He 
also held the award for distinguished 
service from the New York Sales Ex- 
ecutive Club. 


Michael Woolf, 73 


Michael Woolf, retired vice-presi- 
dent and director of sales for Preway, 


Inc., of Wisconsin Rapids, Wis., 
plete line of products. Mounted in a sell- , , Wool red 
ing sequence of 7 full color stereo scenes | died last mont 1. ool retired in 
on a reel, Each picture costs less than an | 1952 after 29 years with Preway. 
ordinary snapshot! .... Equip | Since retirement, Woolf had lived 


salesmen with low-cost View- 
Master — watch sales go up! 


Write for This FREE Booklet 


®BSewvern, ine 
@eguaeweaowwrawere = = 











Model ST— 
for pipe connections 






SKINNER-SEAL SADDLE TEE——for mok- 
ing pipe connections. No pipe cutting or 








in St. Petersburg, Fla. 


Eugene Beil, 69 


¢ an + threading. Quick. Easy, Cuts costs, For Eugene J. Beil, former manager of 
SAWYER'S, INC. 5 PATRICK lectric: , ; 

4 P. O. Bex 490, Portiand 7, Ore. gas refrigerators, home laundries, heat- E. MCGAUGHEY has been the Electrical League of Northeastern 
pp Meuse cond fee capy of “Greve As A Soles Test’ : | ers, ete, Write for circular, appointed general sales manager of The Ohio and the Central Electric Inspec- 
§ Neme i Wilcolator Co. of Elizabeth, N. J., ac- t Bure: assed away Oct. 18 

' "Position =| Approved by Underwriters’ Laboratories, inc, | cording to executive vice president R. R. wer _— away Uct. at 
ee von ‘ i Forrester, Jr. Before joining the monu- his home in Youngstown, O. He was 
© addres oo) Pak . M. B. SKINNER CO. facturer of temperature control devices, with Ohio Edison Co. for 44 years. 
he oe il cimwiieadin ae ssemuastl McGaughey was general products soles He is survived by his wife, four sons 
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manager of Federal Pacific Electric Co. 


NOVEMBER, 


and a daughter. 


1955—ELECTRICAL MERCHANDISING 














sales talk- 


‘MAYTAG 


© = © 














Maytag Automatic Washer Model No. 102 


It’s demonstrable features and performance that give the 
Maytag name its sales magic! Features like: 


Exclusive Double-Spin Tubs. One tub for clothes, one tub 
for dirt means dirt never strains back through clothes. 


Automatic Water Level Control saves up to nine gallons 
of hot water per load. 


Automatic “Delicate Fabric” Cycle ends hand washing. 


Exclusive Gyratator. Water and suds are pushed through 
clothes. Clothes are never dragged through water. 


Suds Saver accessory saves suds and water for re-use. 


Maytag is on the move! 


ELECTRICAL MERCHANDISING—NOVEMBER, 


1955 


(Best known, most wanted) 


Maytag Automatic Electric Dryer Model No. 601 W 


Here is sparkling performance to spark sales! 


No vent! No moisture, lint or heat in room, thanks to exclu- 
sive Waterfilm Action. 


Safety door, too! Shuts off heat, motion and timer when 
opened. Turns on sales to woman with tots! Full-opening door! 


Flush-to-wall, flush-to-cabinet installation plus no-vent fea 


ture make even apartment installations practical. 


Better move with Maytag now. Write, wire or phone your Maytag 
Distributor or regional manager today. The Maytag Company, 
Newton, lowa. 
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Motor Rebuilder Praises 
KLIXON Protectors for Protecting 
Motors From Burnouts 


HUNTINGTON, N. Y.: Mr, Edward S. Dole of Rex Electric Motors 
is in a position to know how Klixon Protectors save motors from 


burnouts. He writes: 


"I have seen so many specific cases where Klixon Protectors saved 
the motor from a burnout that I know they can be depended on to 


give reliable protection.” 


Klixon Protectors Reduce 
Service Calls and Repairs by 
Preventing Motor Burnouts 


The KLIXON Protectors, illustrated, are 
built into the motor by the motor manufac- 
turer. In such Sonoment as refrigerators, 
oil burners, washing machines, etc., they 
keep motors working by preventing burn- 
outs. If you would like increased customer- 
preference, reduced service calls and mini- 
mized repairs and replacements, it will pa 
ou woh to ask for equipment wih 
LIXON Protectors. 


WRITE FOR THE NEW FREE INFORMATIVE 
BOOKLET, “THE STORY OF THE SPENCER DISC” 





Automatic 
Reset 


LIxO 


(Onan ae 


METALS & CONTROLS CORPORATION 
SPENCER THERMOSTAT DIVISION 
2511 FOREST STREET, ATTLEBORO, MASS. 
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NEW POSITIONS 





W. 6B. MASSENBURG 


Westinghouse Electric Corp.—W. B. 
Massenburg has been named assistant 
manager of portable appliances, and 
C, E. Anderson appointed manager of 
the fan department. Prior to this 
appointment Massenburg had been 





Cc. E. ANDERSON 


manager of the fan and vacuum cleanct 
department. Russell W. Johnson has 
been appointed assistant advertising 
manager, and Bruce W. Bragg, assis 
tant sales manager of the ‘T'V-radio 
division 








LAWRENCE R. WELLS 


Norge Div., Borg-Warner—Lawrenc: 
R. Wells has been appointed to the 
new position of home freezer merchan 
dising manager. Wells was formerly 
with Crosley-Bendix 





F. L. WHITE 


Philco Corp.—l’. L. White has been 
named manager of the corporation's 
air conditioning division. White wa 
previously associated with the York 
Corporation in an executive capacity. 





R. W. HERRICK 


Capehart Farnsworth Co.—R. W. Her 


national 
Prior to his ap 
pointment, Herrick was regional sales 
manager for the Chicago territory. 
Regional managers named by the com- 
pany include John F. Conger in Den- 
ver, Col; Charles D. Gordon in the 
Columbus-Dayton, Ohio area; Richard 
C, Best in Minneapolis, Minn.; H. C. 
Poad in Syracuse, N. Y.; and Darrell 
E. Shackley and Guy D. Haley in 
Fort Wayne, Ind. and Toledo, Ohio, 
respectively. 


rick has been appointed 


radio sales manager 


Sonora Radio & TV Corp.—W illiam 
P, Berg has been named regional sales 
manager. Berg will work with dis- 
tributors in Indiana, Illinois and east 
ern Missouri. 


Sparton Television—Robert G. Hess 
has been appointed zone manager for 
Sparton Television in eastern Michi- 
gan. 


NOVEMBER, 


JOHN D. THUET 


Sylvania Electric Products, Inc.—Jolin 
D. ‘Thuet has been appointed sal 
manager of the company’s radio-T'\ 
division Ihuet was previously di 
trict sales manager in the Pittsburgh 
Philadelphia offices of the division. A 
district appointment is that of Eugen 
R. Freling as sales manager in the 
Seattle territory 


Stiglitz Corp.—William M. Hardwick 
has been appointed sales manager 
Hardwick was formerly advertising and 
sales promotion manager of the Hunter 
lan and Ventilating Co. 


Apex Electrical Mfg. Co.— Jack Scott 
has been named sales manager of the 
Ohio division of Apex Home Appli- 
ances. Scott was most recently sales 
manager of the Cincinnati district. 


Scott Radio Labs, Inc.—John Liss has 
been appointed midwestern sales man 
ager for the company. 
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DOESN'T RUST 


«ch 
t ooh 
° 
N 
wire? oue® 


Porcelain Enamel has 


PLENTY 


for everyone... 

























* Plenty of sales points 














On every major appliance, Porcelain Enamel 
is the finish that’s easiest to sell. Being longest 





lasting, most permanently new in appearance, 
it offers characteristics that instantly appeal 
to your customers and lead to quick acceptance 
of the product. 

With a Porcelain Enamel finish, your sales- 
men will have plenty of sales ammunition; 
hard hitting features such as rust-proof .. . 
wear resisting . . . scratch-proof . . . heat-proof 

. . non-staining . . . non-fading . . . and 
acid-resisting. 






The official 
label illustrated here 
guarantees highest quality finish. 


ee A cr <T| 





PORCELAIN ENAMEL INSTITUTE, INC. 
Associations Building, 1145 Nineteenth St., N.W., Washington 6, D.C. 
(Cheek itema desired ) 


Please send me information about: Please send me a free copy of: 

{|} Demonstration Kit [) “Selling Facts about Porcelain Enamel” 
{| Slide Film {| “Prove for Yourself ...”’ Booklet 
Name__ ec a a a ae . _ 
Company 


re wee Address 





INSURE CLOTHES 
DRYER SATISFACTION 


install 





The ORIGINAL 


AUND-R-VENT 


Install the original vent. Most dependable, most efficient, 
least costly. All aluminum. No rust or ice. Friction-free 
damper retards down draft. Easy to install. Standard 3” 
and 4” complete kits contain LAUND-R-VENT, three 24” 
lengths Snap Lock aluminum pipe, two adjustable alu- 
minum ells. Special kits available. 


NEW FIBERGLASS FLEXIBLE DUCTING! 


Finest available. Fireproof, tough, corro- 
sion resistant. Silver-chrome finish. Bends 
to 1” radius. Furnished in 5 ft. and 8 ft. 
lengths in kits——-11 ft. lengths in bulk. 


ASK YOUR JOBBER OR WRITE 


COLE- SEWELL Eagrnaeney Co. 


20 ee 





2266 UNIVERSITY AVE 





The PROMOTION 
that MOVES 
the GOODS 


MOVED CARLOADS OF 
MERCHANDISE FOR 


Whirlpool 





NOW! NEW LOW PRICE on 
FLEXO-SPACE Self-Service Island 


ANNOUNCING our new low prices on 
FLEXO-SPACE Self-Service Islands. Here 
is your opportunity to follow the trend of 
thousands of aggressive merchants and mod 
ernize your store with FLEXO-SPACE at 
a savings of 50% over competitive Islands 
FLEXO-SPACE gives you Self-Service, 
Mass Display and 400% more Selling | 
Space than one flat-type counter, Yes, in| 
only 124 Sq. Ft. of floor area you get 50 Want the facts on a fabulous success 
Sq. Ft. of selling space. Raise or lower WA 4 Want to know how DINNER- 
the shelves every 2” within 15 adjustments “A E by STETSON is moving “big- 
FLEXO-SPACE is a complete Island! Your ticket merchandise ot the dealer, dis- 

tributor and manufacturers levels for 
customers shop on 4 sides from 5 large | 


Self-Service shelves. PLEXO-SPACE has/ Whiripool? 

been ‘Tested and Proved” by thousands of You'll be amazed! And you can put the 
retail merchants. New amazingly low prices | facts to work for you! 

on FLEXO-SPACE at a'most 50% less than | pA FACTS Ag ep A 
you expect to pay, Write for FREE cat SUCCESSFU PROMO 

alog on FLEXO-SPACE and other Self.| *V%™ S68® SY Weentpoou 

Service fixtures. Do it now-——-Today! WRITE DIRECT TO—George Seibert, 
Migs Sales Promotion Manager 


ADD SALES CO,  Pietson China Co., mou w 


America | lar ged end Meat Modern Ownerware Momdectaer 
802 York St. Manitowoc, Wis 








Write for special extra low prices 
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J. P. BANNON 


Radio Corp. of America—Raymond 
W. Saxon has been named manager 
of the northeastern region. Saxon 
had served as general sales manager 
of the RCA Victor TV division. 
Joseph P. Bannon, former field sales 
manager has been named to replace 


Saxon as general sales manager 





HAROLD J. McCORMICK 


General Electric Co.—Harold J. Mc 
Cormick has been appointed manager 
of advertising and sales promotion for 
the radio-television department. Mc- 
Cormick had been sales manager for 
radio and TV in the New York metro 
politan area. Philip H. Weil replaces 
McCormick in the latter post. 





«ff 


ROBERT F. DRAPER 


National Presto Industries, Inc.— 
Robert F. Draper has been elected 
vice president in charge of sales, 


Draper had been director of sales. 


Tappan Stove Co.—E. D. Roberts 
has been appointed territorial manager 
in central Texas. Kenneth H. Clarry 
takes over a like post in the southern 
Indiana territory. 


Raytheon Mfg. Co.—Alfred C. Werner 
has been appointed manager of the 
company’s new Pittsburgh, Pa, branch 
sales and service office. 


Coleman Co.—Wilson C. Cartwright 
has been named district manager of 
the company’s Los Angeles, Cal., 
branch. 


NOVEMBER, 





H, S. PERKINS 


Landers, Frary and Clark—H. S. Perk- 
ins has been appointed sales manager 
of the electric housewares division. 
Perkins will be responsible for sales and 
advertising of Universal Electric 
Housewares, and also for the products 
of the company’s subsidiary, Electric 
Steam Radiator Corporation 





ANTHONY J. DE FINO 


Servel, Inc.—Anthony J. Delino has 
been named vice president and gen- 


eral manager of the company’s air 
conditioning division. Dekino joins 
the Servel company after serving with 
the Fedders-Quigan Company where 


he also held the post of vice president 
and general manager 





Vv. ANSON 


Nesco—V. Anson has been appointed 
as general sales manager. Anson was 
formerly merchandising and advertis- 
ing manager for the company. 


Granco Products, Inc.—Gene Gold 
has been named merchandising mana- 
ger for the company. Gold was form- 
erly director of advertising for Audio 
Video Products Corporation. 


Emerson Radio and Phonograph—Earl 
Vaught has been appointed district 
manager for the midwest with head- 
quarters in Kirkwood, Mo. 


Pak-A-Way Div., Schaefer, Inc.—Gor- 
don N. Anderson has been named 
central district sales manager for the 
division. 
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Address 








Music critics wrote this advertisement for a new kind 
of High Fidelity by RCA Victor 


Read what they wrote for their papers after a press preview. 
They have given us permission to reprint their comments for your guidance. 





Merk Vi, (475). Sspecker, Srneed phonograch $190.98 
IRVING KOLODIN, Saturday Review of Literature 
“The new RCA Victor GHFS ... is a lot of machine for 
the money. Its speaker alignment of woofer and two 





tweeters provides a remarkably balanced sound Pwin-concote Mest |, (4)1F1). 4-spenbers, B1pced phonsqranh, 1AM radio, 1-4) tape reverder, O0689 


DICK KLEINER, NEA Service record columnist 
“Cream of the ready-made Hi-Fi erop is RCA Vietor's 
Mark | you hear every note, sharp and clear 


not just a record player—— it's an experience.” 





$ 
Mark 1V, (if 4) Dupecter, Sepeed Comoterte $160.95. Mork Hi, (42)  weeter, Lepeed phonograph, IMAM radic. $688 Mork N11, (199) dspectes, Semeed phonagranh, FAM radio. §BBB, 


RALPH OTWELL, Chicago Sun-Times: “Mark I 

has «4 maximum output of 15 watts, rated range of 
iG SO to 20,000 cycles even the lowest priced model 
oo ..» produces an amazingly well-balanced tone.” 


ROGER DETTMER, Chicago American: “impressive phonographs by any 
standards, Mark 1V remarkable sound for the price. Mark Il. . . superb 
machine performs vividly. | would recommend it for even a record 
reviewer . . . there’s not much higher praise to be given any phonograph.” 


P. S. We thank these impartial critics for their enthusiastic reviews. We feel these are the finest “Victrola” phono- 
graphs of all time. Now we'd like you to judge for yourself, by hearing them at your nearby RCA Victor dealer's 





, one n mahogany finish, light rift oat nish, slightly higher : - 
Mo A Haditiona) me sh of madern styling in natural walnut finish | / we way, 
Menviocturer’s nationest sed list prices shown, subject to change with - 

; RCA VICTOR “Ao 
See Milton Berie, Martha Roye oltermotely on NBC-TY, 2 out of every 3 Tue Pe) BALK CORPORATION OF AMM A — 
days. And don't miss NBC-TV's ‘Producers’ Showcase RCA Compotibie 


Cnn 6, iw meney 








And now — joining the “FIRST FAMILY OF HIGH FIDELITY” 


Portable RCA Victor New 
Orthophonic High Fidelity « 
‘Vietrola” Phonograph—the 
—the Mark Vil. 





Y 1 


Cl q) R aga Declers demanded it — Agus 
RADIO CORPORATION OF AMERICA 4 =e \ RCA Victor. 8-speed on here it is! Portable Hi-Fi by 


—_ tem with one 64 nograph. Panoramic Speaker Sys- 


control panel, bobbed 3%-inch speakers, Master 


cles. In b ced. Response 70 to 20 
ertised list prices shown, suli cy n brown leatherette. Mod 0 20,000 
ELECTRICAL MERCHANDISING—NoveEms ) subject to change without el THFP1. $119.96. 


notice. 
ER, 1955 SHahtty higher in for West ond South 
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Model 303 UHF indoor 

Antenna for Channels 14-83 
Unsurpassed reception in UHF 
areas with this proven and ac- 
cepted indoor antenna which 


works better j 
tough tes a $5.95 List Price 


Wrought tron TV Stands~A complete line of the finest wrought iron TY stands 


Medel 101 Indoor Antenna 
for Channels 2-13 

Beautiful goiden spiral which per 
forms os well as it looks... the 


highest signal $9 95 a 
. V ce 


Gain possible 
































engineered to support the heaviest sets... List price from $8.95 to $17.95 


Th hie WV ANTENNA CORP. 

















Protection for all makes of appliances 


It's good business to leave favorable impressions 
with customers. That's exactly what you do when 
you deliver appliances protected in Slingabouts. 
With these thickly padded, flannel lined canvas 
jackets you not only safeguard the product—you 
show consideration for your customer, delivering 
the safe, efficient way without messy unpacking or 
damage to premises. Also, convenient handsling 
reduces risk of injury to handlers. Slingabouts can 
be slipped on and off in seconds—and give years 
of service. 





Send Slingabout or Wrapabout prices for Model + SSE 














Refrigerator 
Moke... -— Range 
N _ |} Washer 
Address Ors, ) em 
} —_____—_—_—_—_- ——_———_ Appliance 

Alt Conditioner 

City State. —— | iptecse specity) 
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EDWARD BECKER 
Fedders-Quigan Corp.—Edward Beck- 


cr has been named sales manager of 
the corporation's refrigeration division 
Becker succeeds Robert Cassatt in this 
position. 





MARGARET CHRISTIANSON 


Maytag Company—Margaret Christ 
ianson has been named home service 
director. Miss Christianson will use 
the by-line Linda Marshall for the 
preparation of articles and material 
for the company, 


R. E. CASSATT 


York Corporation—R. E. Cassatt has 
been appointed as manager of com 
mercial sales for the corporation. Cas 
satt, fills the vacancy created by th« 
resignation of D. C. Seitz 





ARNOLD W. BAHDER 


Silex Co.—Amold W. Bahder has 
been named manager of the house 
wares sales division, in which post 
he will supervise sales, merchandising 
and product planning 





Distributors Appointed 








Amana Refrigeration, Inc.—Gifford- 
Brown, Inc., Des Moines, la.; Moto 
Radio Distributing Co., Pittsburgh, 
Pa. 

American Kitchens—W ashington 
Wholesalers, Inc., Washington, D. C. 
Apex Electrical Mfg. Co.—Eastern 
Wholesalers, Inc., Baltimore, Md. 
Bendix Aviation Corp.—-McGowin-Ly 
ons Hardware & Supply Co., Mobile, 
\la.; Paige E. Mulhollan Co., Tulsa, 
Okla.; Fort Smith Ark.; Silkworth Dis 
tributing Co., Flint, Mich.; Haves and 
Hopson, Inc., Ashville, N. D. 
Capehart-F ‘amsworth Corp.—Keps Ap- 
pliance Co., Pittsburgh, Pa. Neil 
Distributors, Inc., Miami, Fla. 
CBS-Columbia—D'E lia Distributors, 
Inc., Bridgeport, Conn.; Buchanan- 
Williamson Supply Co., Grundy, 
W. Va.; Arthur Fulmer of Ky., Louis- 
ville, Ky.; Radio Electric Service Co., 
Wilmington, Del.; Major Appliance 
Distributors, Inc., Charlotte, North 
Carolina. 

Chambers Ranges, Inc.—Townley 
Metal and Hardware Co., Kansas City, 
Mo.; Buhl Sons Co., Detroit, Mich.; 
Greene Hardware and Supply Co., 
Kingsport, Tenn.; D & R Distributing 
Co., Fresno, Cal; J. S. Hatley Dis 
tributing Co., Ft. Worth, Tex. 
lronrite, Inc.—Dean Distributing Co., 
Portland, Ore. 

JFD Mfg. Co., Inc.—Swan Distribut- 
ing Co., Jackson, Miss. 

Norge— _W. J. Lancaster Co., San 
Francisco, Cal. 


NOVEMBER, 


Raytheon Mfg. Co.—Birch Distribut- 
ing Co., Columbus, O.; Furste Auto 
Supply, Inc., Matoon, Ill; Hub Dis- 
tributors, Inc., Boston, Mass.; Don 
F. Martin Distributing Co., Harlin- 
gen, Tex.; Standard Electric Supply 
Co., Milwaukee, Wisc.; Television 
Accessory House, Providence, R. I. 
Roto-Broil Corp. of America—Roy- 
croft Co., Minneapolis, Minn.; Shap- 
leigh Hardware Co., St. Louis, Mo.; 
Toledo Appliance Co., Toledo, O.; 
Peaslee Gaulbert Co., Dallas, Tex.; 
Cleveland Housewares, Cleveland, 
).: Baker and Hamilton, San Fran- 
cisco, Cal; Northern Commercial 
Co., Seattle, Wash. 
Pak-A-Way., Schaefer, 
Appliance Co., San 
Servel, Inc.- 
Angeles, Cal. 
Sylvania Electric Products, Inc.—Ap- 
pliance Merchandisers, Imc., Fort 
Wayne, Ind.; V. J. Stanley Co., Inc., 
Rochester, N. Y.; Air Products, Inc., 
Oklahoma City, Oklahoma. 
Symphonic Radio—Stark Radio Sup- 
ply Co., La say. Wisc.; Pioneer 
Radio Supply C , Chicago, Ill.; War- 
ran Radio Co., Toledo, O.; Schuylkill 
Electric Distributors, Pottstown, Pa.; 
M. Rothman and Co., Cliffside Park, 
N. J.; Mutual Distributors, Boston, 
Mass. 

Tappan Stove Co.—Griffiths Distribut- 
os Cincinnati, O.; Lehan Dis- 
tributing Co., Cleveland, O.; Dalen 
Distributing, Valley Stream, N. Y. 
Whirtlpool—Sceger a 74 C. Hayer 
Co., Minneapolis, Minn.; Warren 
Radio Supply Co., Sioux Falls, S. D. 


Inc.—Pioneer 
Francisco, Cal. 
Horn and Cox, Inc., Los 
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A PRODUCT 


A ARO SS NE AON RR 








OF KING-SEELEY CORPORATION 





DESTINED 10 BE COPIED! 


..ebut still NO OTHER FAN LIKE THIS! 


Signal’s exclusive Free-Flow Grille 
design with the famous “Stout-Heart"’ 
electrically-reversible motor made this 
fan the sellout success of 1955. This 
kind of success is destined to be 
copied! 


No other fan can carry Signal’s famous 
sales-building 5-Year Guarantee be- 
cause no other fan has the Signal- 
built “Stout-Heart" motor .. . inter- 
nationally respected for 65 years. 


Again Signal gives you more! More 
CFM, more versatile cooling with both 
diffused and direct air-flow from the 
same powerful, yet whisper-quiet unit. 












Signal fans are avtomatic with ther- 
mostatic control. They're the versatile 
fans that can be adapted three ways 
with Signal Accessories. 


—_ 








ELECTRICAL MERCHANDISING—NOVEMBER, 








No other fan line moved so fast. Over 
250,000 delighted users Signal-cooled 
across the nation. It's the fan line 
they called for by name. 








Nationally advertised in LIFE and 
POST, nationally known as the most 
complete fan line. A sellout success 
in 1955 and again way ahead in 
design and styling for '56. No wonder 
so many new dealers are already get- 
ting the Signal for next year! 


World’s pioneer manufacturer of electrically-reversible window fans 


SIGNAL ELECTRIC DIVISION - KING-SEELEY CORPORATION - Menominee, Michigan 


1955 
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Tops in DuMont Sales 








BIG DEAL 


«+s THAT BUILDS 
SCALE VOLUME 


AND 














NEW...FLOOR MERCHANDISER 


AND SHIPPED DIRECT TO YOU 


FREIGHT PREPAID 


DEAL 0-8 ... CONSISTS OF & SCALES 
AND FREE MERCHANDISER : 3 . ‘ 
NATIONAL AWARD for the distributor judged first in sales performance for the 

HERE'S THE DEAL: Retail (each) 


Geet Gar Mest past year has been conferred on the American Distributing Co., of Gharleston, S. C. 
3-Model 222 6.95 7.45 James W. Shackleford, left, Du Mont regional manager makes the presentation to 
3-Model 600 Capri 7.95 8.45 Peter De Luca, office manager as Herbert Moore, vice president and sales manager; 
1-Model 400 Coronet 8.95 9.45 Jack Vane, president and William Patterson, service manager, look on 
1-Model 279 Chrome 9.95 10.45 
1-Floor Merchandiser FREE 

fast For West 


Total Retail 63.60 67.60 Distributor News . Keith Wood & &. . 
Delivered Cost 42.40 45.00 Ihe State Stove & Mfg. Co., have 


Lots of impact in , announced the Thoben Elrod Co., 
little floor space. veyn peers Wenm) 3140 2900 | Twin State Electrical Supply Co. Atlanta, Ga., winners in the recent 


Only 14" « 14" x 38" A showroom on wheels has helped “Dig for Diamonds” sales contest 
high. No assembly; COUNSELOR to raise appliance sales by almost 50 sponsored by L. Keith Wood & Co., 
unit is ready for im- percent for Norge’s White River Junc- Atlanta, Ga., their sales agents. The 
mediate display tion, Vt. distributor. R. B. Muller, contest based on an award of points 
when you get it. president of Twin State Electrical for the number of water heaters sold 
THE BREARLEY COMPANY ¢ ROCKFORD, ILL. Supply Co. decided on showing the during June and July encompassed all 
1956 Norge line to dealers in his State Stove distributors in the south- 
rural area in a large van rather than  ©ast. rhe winners named were Walt 
through the usual open house. C. Floyd; William E. Jackson; John 
In 51 towns he visited 76 deal D. Tyre and L. Roscoe Walker, all 
, ers, more than had ever viewed the members of the Elrod sales staff. 
ba fits all WEATS dollies new lines at previous open houses P 
. carries TV models & chassis In addition the traveling showroom Appliance Wholesalers, Inc. 
> ends back breaking was visited by many dealers not pre- Sylvania’s Electric Product Com- 
lifting & lugging! viously contacted. Displayed in the pany’s “Distributor Service Award” for 
van were three automatic washers, 1956 has been awarded to Atlanta, 
three dryers, two refrigerators, a water Ga., distributor, Appliance Whole- 
heater and a conventional washer. salers. Sylvania annually honors the 
Net result of the trip, according to distributor, who in the opinion of 
Muller, was an immediate rise in appli- company officials has maintained the 
ince sales and the signing on of new most progressive and successful service 
dealers to handle the Norge line operations during the preceding year. 











NéWtolding platform attachment 








‘} WO Of 
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MECHANICAL PERFECTION 








Folds up 
when not In usel 
Attached instantly, this ingenious new 
aid to TV and radio repairmen ends sec- Signal Distributor ot the Year 
ond story service problems when remov- 
ing TV table models or chassis, With 
this new attachment, YEATS dolly users 
can use the dolly for chassis 
and table models as well as 
consoles enjoy all the fa 
mous YEATS handling 
conveniences: 30 second 
strap ratchet fastening, 
, caterpillar step glide 
- and on-a-dime turn- 
* ing. Folding Plat- 
form is 1344"x24”", 
priced at $9.95 
Call your YEATS 
dealer today! 


YEATS ~ ” COVERS & PADS 


Washer Everlast © 
LOCKLEY MACHINE COMPANY __ Ss 


WASGTEMAGTER OIVISION Furniture Pad 
NEW CASTLE. PA 
Please send literature on the 
eosy-to-sell Wastemastes 













SEND stcord for full information 
on ear eneaplate line TODAY! A CITATION acclaiming them distributor of the year has been awarded to 








- Raymond Rosen & Co., Philadelphia, by the Signal Electric Division of King- 

= appliance Seeley Corp. Present at the award ceremony above were: left to right, Paul 

Addrew Bs Glenkey, Signal sales manager; H. R. Hopkins, district manager; A. Neil Gustine, 

City State dolly sales co. president, King-Seeley Corp.; Thomas F. Joyce, president, Raymond Rosen Co., 
2127 N. 12th $8. Milwovkee 5, Wis. | and W. H. Caley, general manager of Signal. 
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Results of “Dee” Spring’s periodic inventory check 
are reviewed by Charles Templeman. This pro- 
cedure assures that an adequate inventory of fast- 
selling appliances are always on hand. 





Fast service on repairs holds old customers and 
makes new ones. Here’s a glimpse of the busy 
service department and repairman R. V. Smith. 





On a routine call Graybar Salesman D. M. “Dee” 
Spring, Jr., works out a “stopper” gift display. 
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The Wilson Company maintains an attractive, 
well lighted store, 


OUR BUSINESS IS BUILT ON SERVICE 
—and adequate stocks...via Graybar 


“Our business is built on repeat orders. Even 
though we’re surrounded by some dealers sell- 
ing appliances at discounts, we do a volume 
business in electrical housewares. 

“We provide top-notch service to our cus- 
tomers — with particular emphasis on repair 
service. We find that in making prompt re- 
pairs when promised we can more than offset 
the lure of cut prices. 

“In addition, by dealing with Graybar we 
can maintain adequate stocks of the popular 
appliances our customers know and want. Our 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington, Ave., New York 17, N. Y. 


ELECTRICAL MERCHANDISING—NOVEMBER, 


Says: Charles F. Templeman, Manager 
Wilson Appliance Company 
Atlanta, Georgia 


orders are often delivered in a matter of hours. 
And Graybar service includes the personal 
attention of Graybar people — particularly in 
following up on deliveries. They keep us posted 
on new products and promotions. Graybar 
service is the best in town. 

“We've also made good use of Graybar Gift 
Booklets as direct mail pieces, Frankly, you'd 
be surprised to know how many of our cus- 
tomers come in with these booklets in their 
hands when they order housewares.” 
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Charles Templeman reports that 
his company has been buying via 
Graybar since they've been in busi- 
ness —a matter of 15 years, He 
likes the promptness, efficiency and 
caliber of Graybar personnel, His 
present Graybar salesman, “Dee’’ 
Spring, has been serving the Wi! 
son Company over four years 
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IN OVER 120 
PRINCIPAL CITIES 
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THE 
QUALITY LINE 
THAT 
ALWAYS SELLS 


DIRON 


ie 
$9.95 List 


MODERN TY LAMP 
Model M60 
$4.95 List 


ee 
Model P80 
$9.95 List 


PLANTER LAMP 
ANTENNA 
Model PAS! 
$14.95 List 


FIGURINE LAMP 
Model 170 
$9.95 List 


FIGURINE LAMP 
ANTENNA 
Model LAT! 
$14.95 List 


SILVER WAND 
Model SA45 
$4.95 List 


\ 7 
—_ 
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GOLDEN WAND 
Model TG84 
$7.95 List 


When you buy Peerless . 577 
you buy the best 


PRODUCTS INDUSTRIES 


PEERLESS 


Road 
Chicago 51, Iilinols 


Yorth Pulask 


WRITE FOR FREE CATALOG! 





SOLD THROUGH RECOGNIZED DISTRIBUTORS 


ATTACH THIS COUPON TO YOUR 
LETTERHEAD FOR LATEST CATALOG 
ON COMPLETE LINE 


a ™ 


Buyer's Nome 
Company 
Address 


Your Distributor's Name 
Address 
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TRENDS REGION BY REGION (continued) 


Equally important in this Province 
is a chaotic condition in franchising. 
During the development stage of the 
appliance-TV business in British Co- 
lumbia after the war, just as in the 
states, distributors were free and fancy 
with their franchises as they felt out 
the market and the people who would 
retail their goods. However, reshuffling 
of franchises has been common in the 
states, whether to cut down on the 
number of dealers or to get more satis 
factory dealers, In British Columbia, 
cancelling of franchises has been very 
uncommon because, again, of the dis 
tributors fear of being sued. As a re 
sult, a franchise is, according to on 
dealer, “the authority to 
line that is given to 
his uncle.” 


handle a 
everyone and 


Electric housewares are maintaining 
an excellent volume level in British 
Columbia, but the average appliance- 
I'V retailer is practically out of the 
picture profitwise. Several dealers told 
this writer that they carried a mini 
mum stock of electric housewares 
merely as a convenience for their major 
appliance and T'V customers. They 
are selling the small appliances at ex 
actly cost, or something with enough 
profit to pay the cost of putting the 
transaction through the bookkeeping 
system 


Service is suffering here north of 
the border, almost as a direct result 
of the unstable conditions in pricing 
and franchising. More dealers are go 
ing out of major appliance service 
completely, Others are restricting their 
service to the products they sell, mostly 
to get themselves clear of the demands 
for warranty service on goods bought 
clsewhere. With distributors unabk 
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to hold their franchising to servicing 
dealers, central service either by the 
distributor or by service stations has 
become a necessity in the whole area. 


Built-ins are getting some competi- 
tion from free-standing appliances—in 
northern California at least. In order 
to try for some of the range business 
that is practically all in the building 
contractors’ hands, dealers are trying a 
few approaches of their own to swing 
prospects toward free standing ranges. 
One dealer is drawing good leads by 
advertising low priced models of built- 
ins, particularly for the remodeling 
market. Then this dealer concentrates 
on real or slightly ballooned costs of 
installation to swing the prospect back 
to a free standing range. He contends, 
with good reason, that most of the 
people he talked into built-ins would 
go to a contractor and get the built-in 
at a discount. 

Another dealer is using a different 
approach to get business he feels would 
otherwise go to builders. He uses his 
line of built-ins to produce prospects 
which he turns to a special model, 
double oven, $550 free-standing range. 
It has a monel top, and square corners 
that enable it to be set into the 
counter as smoothly as a built-in. He 
hows prospects that there will be 
not only a saving of installation costs 
but also $50 to $100 in initial cost 
of range. And sales are good, 

It may have been printed in this 
publication before, but the thought 
came up at a recent NARDA mecting 
here—the dealer who first decides to 
cut prices and then tries to go back 
to list price selling is in the position 
of the Australian who made a new 
hoomerang and tried to throw the 
old one away. End 
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‘iF YOU EVER HAVE A SET BUILT IN THE WALL MAKE SURE THE CONTROLS ARE ALL 
ON FRONT 
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ELECTRICAL 
MERCHANDISING 


will tell the score 


on scores of 


products in the 


Don't miss this big issue. 
You can prime appliance- 
radio-TV dealers in the 
statistical bible they will 
use all year to chart sales 
and guide buying. 

As an added bonus to adver- 
tisers without an added 
strain on the pocketbook — 
this issue reaches dealers 

as they plan their trip 

to the Chicago Markets 


in January. 


@ @ 


ELECTRICAL 
MERCHANDISING 


SERVING THE APPLIANCE - 
RADIO + TV + INDUSTRY 


The dealers’ choice 
yeor after year 


A MCGRAW-HILL 
PUBLICATION 





MERCHANDISING 
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ndix TV Consoles 
Convertible 3 Ways! 





TAPERED LEGS 


CASTER LEGS 





SWIVEL BASE 


WHY STOCK 3 WHEN 1 WILL 
DO THE JOB! 


That's right! You're looking at the same Bendix console 
model—but equipped with three different leg styles. It’s 
another new Bendix* TV feature that's designed to save 
you money by cutting down, your inventory requirements. 
We call it the convertible console. 

Here's how it works: All Bendix consoles are delivered 
to you with attractive, brass-tipped tapered legs—as shown 
in No. 1 above. But they can be quickly converted to 
either caster legs or a swivel base—as pictured in Nos. 2 
and 3. And the conversion is a simple matter. Just take 
off che tapered legs and add whichever optional choice 
your customer prefers. Inventory problems are further 
simplified by the fact that each set of leg styles—either 
tapered, caster or swivel—fit any console model in the 


“Gendi” Jelevision 


A PRODUCT OF BENDIX AVIATION CORPORATION, BALTIMORE 4, MD, 
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Bendix line, Only $7.95 extra for caster legs—$9.95 extra 
for swivel base. 

Convertible Consoles are but one of the many advanced 
features you'll find in the new Bendix TV line. For com- 
plete information about Bendix TV—the line that's de- 
signed with the dealer and distributor in mind—contact your 
local representative or mail the coupon below. 


A profitable dealer or distributor franchise 
may be open in your territory Mail coupon 
today-—-or call for full details 

EM.-655-985 
Bendix Television 
Baltimore 4, Maryland Tel; VAlley 3-2200 


Please rush me more information about the new profit- 
planned Bendix TV line. I’m interested in a [) retail dealer 
. « « © whelesele distributer franchise. 
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Sales Boom Forecast 


An increase of nearly 1,000 per cent 
in sales of central residential air con- 
ditioning units within the next 10 
years is forecast by J. H. Gauss, mar 
keting manager for General Electric’s 
general purpose control department. 

Pointing to the rapidly increasing 
number of new homes being built 
with central air conditioning already 
installed, Gauss believes that even 
homes without the units installed will 
at least have provision for them. 

Gauss also stressed that this will 
hardly affect the already booming room 
cooler market which he expects will 
continue indefinitely. Even if all new 
housing were to be equipped with 
central air conditioning, Gauss pointed 
out that some 40 million housing units 
built prior to 1955 would still offer 
a huge market for the room air con- 
ditioners. 


lroner Improvement 


A newly-perfected thermostatic con- 
trol on all household ironers has been 
announced by the Conlon-Moore 
Corp., Chicago. 

The new control permits accurate 
selection of the proper temperature 
for ironing all washable textiles, in- 
cluding so-called ‘“‘miracle”’ fibers. 

For complete ironing safety, Con- 
lon-Moore reports two thermostatic 
controls are used on each of its ironer 
models. ‘These permit setting the 
ironer temperature in a range from 
lowest possible ironing temperature 
to maximum necessary heat by adjust- 
ing a single control knob. This range, 
according to the firm, also can be 
increased by the ironer operator’s use, 
at will, of one thermostatic control, 
or both, or neither. 


Color TV Promotion 


RCA Victor television division's 
most extensive advertising drive to pro- 


mote its color television receivers is 
well underway. 

Saturation-type coverage in news 
papers consists maimly of full page 


insertions in 141 papers in 126 mar- 
kets. A cooperative drive at the local 
level augments the RCA promotion. 

Keystone of the fall-winter cam- 
paign, according to J. M. Williams, 
advertising and sales promotion man- 
ager, “is the fact that in local adver- 
tising, which is bolstered by our na- 
tional program, every market in the 
United States where a color television 
signal can be received will be heavily 
covered.” 


Tape Recordings 


The first 25 recorded tape releases 
produced by International Pacific Re- 
cording Corp. are now on the market 
and to help dealers, IPR has a fall 
sales drive underway. 

Most important features of the drive 
is a new display rack holding 20 tapes 
and a supply of catalogues. The rack 
is free to dealers with a purchase of 
24 or more assorted tapes. 
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$23.10 per inch (effective Jan. ‘56) 


measured vertically %" on one column 











MERCHANDISING 


SUPPLEMENT 


Products, Services —For More Sales, For More Profits 
ADVERTISING RATE: 


insertion. Contract rate on request 


There are 4 columnme—48 inches to @ page.) 


An advertising inch 











Delivery Costs Too High? 
ONE MAN 


With a 


HY KER 
CAN WALK 


A 350 Lb. Appliance 
UP STAIRS 
ALONE 





A 


write 
No Helper! “HYKER” 
908 W. Lycoming, Phila, 40, Pa. 





NEW FREE 1956 


36 PAGE 
Vacuum Cleaner 


PARTS CATALOG 


WR 


EDER VACUUM CLEANER UO 


3345 Live 
Dept 4 











SELF-LIFTING PIANO TRUCK co. 


4276 North Main Street rin 





Roll ‘em with ROLL-OR-KARI 
DUAL TRUCKS 


The safe, easy and 














quick way tc han- 
oO ———- die appliances. 
-—-|—f Patented Step-On 
Lift —- Retractable 
wheels. Cap. 


Ibs. Ship. wt, 45 lbs. 


REGULAR MODEL equipped with fixed wheels. 
DE LUXE MODEL with swivel wheels at one end 


Write Dept. B 
ROLL-OR-KARI CO. 








This MERCHANDISING SUPPLEMENT Section 


s an adjunct to other advertising in this issue with these additional announcements 
of products and services of special interest In the sale and servicing of electrical 
appliances and in other merchandising opportunities 
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SELL YOUR REPUTA TION? 


Learn wolque way to | trafic and 

ad th your tactitt , know. ag om. ’ 

becom in e 

renee 3 feeas, iy oa re er He be, Yau eit i 

rer, No eas alge for det all 
MERITSEA JAMS. 

2 Depot Plaza Piains, M. Y. 














+ UNDISPLAY: $2.10 «a 
RATES: line, minimum 4 lines. To 
figure advance payment count 5 aver 
age words as a line 
POSITION WANTED undisplayed ad 
vertising rate is one-half of above rate, 
payable in advance, 





OPPORTUNITIES: SELLING . 


BOX NUMBERS—Care of publication 
New York, Chicago or San Francisco 
Offices count as one additional line 
DISCOUNT of 10% if full payment ts 
made in advance for 4 consecutive in 
sertions 


DISPLAYED: INDIVIDUAL BPACES 





CLASSIFIED 


ADVERTISING 


. EMPLOYMENT .. . 


play of advertisements. 


ployment Opportunities 


subject to Agency Commission 


MERCHANDISE . . 


with border rules for prominent dis- 


The advertising rate is $14.85 per inch 
for all advertising other than Em- 
Employment 
Advertising rate is $20.75 per inch, 


. BUSINESS 


AN ADVERTISING INCH is mea 

ured %” vertically on a column—4 col 
unmne- 48 inches to a page. 

Copy for new advertisements received 
in the New York City Office by Novem 
ber Lith will appear in the Deeember 
laste, subject to space limitations 














By 


stores, mail order houses. Interested 





NEW ELECTRICAL PRODUCT 
TO MANUFACTURE AND MARKET 
vi ct as see ea 


Basis outright A ~ or royalty. 
ELECTRICAL MERCHANDISING 


| 


Gece metheatest Goxiees. 


and yy — 


330 W. 42 St., New York 36, MN. Y. 





LEGAL NOTICE 


STATEMENT REQUIRED BY THE ACT OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF 
MARCH 3, 1933, AND JULY 2, 1046 (Title 
39, United States Code, Section 
SHOWING Tite OWNERSIILY, 
MANAGEMENT AND 
CIRCUL ATION 


233) 


Of Electrical Merchandising, puaticnes monthly at 
anes New York, for October 1, 195 
The name and address of ies publisher, editor, 

- .. editor, and sales manager is: Publisher, Mc 
Graw-Hill Publishing Company, Inc., 330 West 42nd 
Street, New York 36, N. ¥.; Faltor, . rence Wray, 
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editor, Robert Armstrong, 230 West land Street, New 
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Stoltzfus, all of 330 West 42nd Street, New York 36, 
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42nd Street, New York 36, ; Mildred W. MoGraw, 
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Leading manufacturer of top line of 
kitchen cabinets seeks representative 
now calling on distributors, Outstand- 
ing line with proved sales plan. Ex- 
ceptional commission arrangement. Fac- 
tory training. 


RW-7953, 
Electrical Merchandising 
330 W. 42nd St., New York 36, N. Y. 





WE ARE LOOKING 
TOWARDS 1956 
ARE YOU? 


Here is your opportunity to 
“HITCH YOUR WAGON” to a 
selling organization that has been 
successful for 27 years with chains, 
jobbers & department stores. 


We are open for two lines. 
Permanent show room in the 
heart of the Market at 200 Fifth 
Avenue, N.Y.C. 


SAM WEISMAN SALES ORGANIZATION 








BUSINESS OPPORTUNITY OFFERED 
iiness forces sale of Coltterete’s most desirable 
Vacuum Sales & Established 26 yrs. in 
thriving pa of tos A arene over 
$4000 @ Expert couple could handle. Owner | 
will tenes yr orn Bide. and ‘Seulement. $20,000 
plus Inventory, 


Write Ethel Ormes for details. 
627 Bonita St. Monrovia, California 











REPLIES (Bow No.): Address to office nearest you 
NEW VORK: 480 W. 42nd Mt, (46) 
CHICAGO: 620 N. Michigan Ave, (11) 
BAN FRANCIBCO; 68 Post Bt. (4) 


BUSINESS OPPORTUNITY 


The call by the Lord to full time ministry and 
mission work compels me to sell my estab- 
lished franchised electrical appilance bual- | 
ness. This business is in a good prosperous 
farming community of Penna. Immediate re- 
ply to BO-8082, Electrical Merchandising, 
330 W. 42nd Street, New York 36, N. Y., 





#30 ELECTROLUX 
REBUILT SWITCHES 
Sold ovtright of exchanged 

Write for particulars 
Rebuilt by 


CENTRAL VAC. CL. CO. 


4606 ~ 104 Gt. Corona, L. 1,8. ¥ 











| will bring quick information. 


_— 


DISTRIBUTORS OF 
VACUUM CLEANER 
REPAIR PARTS 
FOR ALi MAKES 
Write for Free Catalegue 


Paris - Supplies - Brush 
Rebristiing - Armature Rewinding 


VIKING SUPPLY COMPANY 
76-18 jamaica Ave., Weodhaven 2!, 








N.Y. 
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EDITORIAL 





The Dealers’ Dilemma 


HERE being no burning issue to engage our 

attention at this particular writing, we would like 

to reflect briefly on the role and destiny of the 
dealer in the appliance-radio-television industries. He 
has been damned repeatedly of late for mediocre sell 
ing, indifferent service, keeping poor records, cutting 
prices, neglecting replacement business, carrying too 
many lines, carrying too few lines, not being sufficiently 
competitive, being too competitive, having no trained 
salesmen, giving no demonstrations, failing to pioneer 
new devices, abandoning specialty selling, wailing about 
insufficient margins, beating his wife and washing his 
own Cadillac. Everybody wants to get into the act; 
everybody feels free to generalize on the shortcomings 
of the dealer. 

Now much of this criticism would appear to be based 
on the ill-advised assumption that dealers in this in 
dustry are a tightly-knit, homogeneous group possessing 
distinct and specific characteristics, such as auto 
dealers, drug stores, grocers or florists. Still another 
assumption fails to take into consideration either the 
evolution of the business or the evolution in the types 
of retailers serving it 


I’ the early days when only lamp bulbs and a few 
crude wiring devices such as toasters, irons and 
casseroles were marketed, the dealers were the utility 
companies and the wiring contractors. The vacuum 
cleaner and the washer were marketed by dealers who 
specialized in selling through door-to-door commission 
crews, It was not until the late 20’s when radio and 
refrigeration were introduced that the-first real inde 
pendent “multiple-line’ types of dealer began to 
emerge. ‘They had a nucleus of goods to identify them 

lighting fixtures, portable lamps, bulbs, small appli 
ances, cleaners, washers, battery-operated radios, 
refrigerators, etc 

But subsequently, mounting sales of appliances and 
radio began to attract the attention of a whole new 
variety of merchandisers, ‘They were the department 
stores, furniture stores, the Sears and Ward catalog 
houses, music stores, hardware and jewelry stores, 
drug stores, plumbers, builders, tire dealers, lumber 
supply houses, variety stores, co-ops and utilities. And 
while this variety of outlets has looked upon the 
appliance business with just as large a variety of view 
points, they all have to be classified as “dealers”. Their 
business existence is not dependent on the products of 
our industry as is the case of the independent specialty 
dealer whose sole interest lies in the sale of those 
products. Their selling techniques are as divergent as 
their origins. But the multiplicity of these thousands 
of outlets who have only a “sideline” interest in the 
appliance-radio-TV industry has exerted a profound 
effect on the body of independent specialty dealers 
Their identity in their own communities has been 
obscured; their selling strength sapped because of the 





need to meet price competition; and their ability to 
render the type of service that insures customer satis 
faction has been weakened. Nor has the more recent 
entry of thousands of discount houses and other forms 
of discount selling helped the situation. 

Added to this confusion in the number and variety 
of outlets—all “dealers”—is the paralyzing complexity 
brought about by the introduction of a host of new 
products. The last decade alone has witnessed the 
emergence of television—a giant new industry in itself; 
automatic washers and dryers, obsoleting conventional 
home laundry equipment; home freezers and refrigera 
tor-freezer combinations; central and room air condi 
tioning; dishwashers and garbage disposal units; and a 
flock of new electric housewares items—broilers, deep 
fat fryers, skillets, steam irons, clocks and clock-radios, 
blankets, shavers and the like. Add to those the 
clectric range and. water heater business, the problem 
of built-ins and color, the imminent emergence of 
color television and you get some idea of the problems 
the dealer is expected to grapple with 


ay IME was when a washer dealer sold washers; when 
a cleaner dealer sold cleaners; when a radio dealer 
sold radios, He knew his product backwards and for 
wards. And he knew his competition which was product 
against product—not price against price. ‘Today a 
dealer is supposed to know about a score of products- 
all more complex—and know his competitor’s products 
too. ‘Time was when a dealer’s capital was tied up in 
one or two products; now it must be spread over many 
Time was when a dealer specialized; today he is a 
general practitioner. ‘Time was when a dealer did a 
lot of selling himself. Today he must be the manage: 
of a sales, service and clerical force. He must have a 
knowledge of accounting; federal, state and local taxa 
tion; social security and withholding regulations; un 
employment and pension benefits; union wage scales 
and working conditions; insurance and hospitalization 
plans; inventories and stock-turns; advertising and sales 
promotion; service, installation and financing. In short, 
he must be the executive of a business, whether it does 
$50,000 volume a year, or $5,000,000. 

And don’t forget—nobody subsidizes the dealer. He 
is risking his own money. If he over-buys or gets stuck 
with old models, it’s his headache. If he fails to make 
a profit, or loses money, nobody is going to take up a 
collection for him. A lot of loose talk about the 
dealer's shortcomings overlooks the fact that he is an 
independent business man and must stand or fall by 
his own judgment. 

Some critics of the dealer ought to try being one 
for a while 


Qin ®uca Ate, ~7 


Editor 





PAGE 220 


NOVEMBER, 1955—ELECTRICAL MERCHANDISING 
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RALPH COLLEN, Appliance Buyer, 
C. Niss & Sons, Milwaukee, Wis. 








ee HY DO WE FEATURE wringer washers when the 
\X trend seems to be toward automatics?” Ralph 
Collen, of C. Niss & Sons, Inc., is quick to answer his 
own question. “It’s been our experience that the demand 
for wringer washers is rising, instead of falling. We sold 
250 wringer washers last year; our sales records for the 
first 8 months of 1955 show us that we are running 
substantially ahead of last year’s volume. 


“In addition,” continues Mr, Collen, “the smaller profit 
margin on automatics plus the complicated servicing 


Big Milwaukee appliance dealer says: 
“We make more money on wringer washers, 
avoid complicated service problems, too!” 





often required, causes us to put our emphasis on wringer 
washers. And automatics require more selling effort to 
close the sale due to the higher price and more critical 
nature of the customer. 


“In contrast,” says Mr, Collen, “our experience with 
wringer washers has been very satisfactory, both at the 
selling and service ends, When we sell a wringer washer 
we can usually count on a thoroughly satisfied customer.” 

Mr. Collen explains below some of the merchandising 
ideas he uses to build his big wringer washer sales volume, 


Ce "WE PUSH WRINGER WASHERS IN OUR ADS,along with 
other appliances,” says Mr. Collen, pointing at a typical ad. “In fact, 
newspapers account for over 95% of our total advertising. Good 
advertising brings the customers in. And demonstrations of important 


features such as Lovell wringers help close the sale.” 


md 





2. “WE DEMONSTRATE LOVELL WRINGER SAFETY.iIt's im- 
portant to prospective customers. Our salesmen on the floor make 
a point of the fact that we have never had a customer complaint 
of injury due to a wringer washer equipped with a Lovell wringer.” 
Mr. Collen demonstrates to a customer how a light push on the 
release bar releases roll pressure instantly on Lovell wringers., 








3. “WE DEMONSTRATE LOVELL’S THOROUGH 
CLEANSING ACTION.” Henry Boenning, Niss Sales 
Manager, runs a clothespin and a towel through the wringer 
at the same time, “On a Lovell wringer, the rolls firmly grip 
the towel as well as the clothespin,” Mr. Collen -xplains 
It's proof that Lovell’s balanced pressure squeezes out dirt 
normally remaining in the clothes. Lovell wringers also 
have an adjustable pressure for different fabrics. 














8 speed washing 
3B speed wring? 








4, “WE FEATURE A BIG DISPLAY of wringer washers with Lovell 
wringers. A complete line of wringer washers—about a dozen washers 
is best for selling purposes. A salesman, after feeling out the financial 
standing of the prospective customer, can then concentrate his main 
selling effort on the item that most nearly meets the customer's needs at 
the price he can afford to pay.” P.S. Lovell’s automatic indexing can help 
clinch the sale. It eliminates groping for a lock lever on Lovell wringers 
A quick push or pull is all it takes to automatically swing the Lovell 
wringer to the next position. And, remember, an automatic dryer is 
a natural companion to a wringer washer. Remind customers they can 
get their wash done quickest with a Lovell-equipped wringer washer and 
a dryer with a Lovell Drying System. Lovell Manufacturing Company, 
Erie, Pennsylvania 





Also makers of gas and electric 







drying aystems 


PRESSURE 
CLEANSING 
WRINGER 


Lovell Manufacturing Co. 
Erie, Pa. 





HAILED AS THE ONE AUTOMATIC THAT OUT-DEMONSTRATES, OUT-PERFORMS 
ALL OTHERS—NEW 1956 KELVINATORS HAVE TAKEN THE FIELD BY STORM! 


NELVINATOR 
3-WAY AGITATOR 


The only agitator with all three washing actions 
needed for cleanest clothes 


ro 


CIRCULATOR if, 
te ACTION (@ 


. Moves clothes smoothly, gently 

in one direction. Washes uni- 

formly clean. None of the harsh 
\ 


jerking back and forth of ordi- 
nary agitators, 


SHAM P00 y | H | 4 Brings clothes in fo the agitator 
>] £0 AY —every piece rubbed clean 
ACTION mesh: pa with soft rubber fins. 





WATER-] ET ‘ : a Sc! | ) %s Thousands of jets of sudsy 


water a minute, loosen dirt— 


4 vy -- 
ACTION a BAT <== £ive Clothes cleanest, most 
aim. 
Ay 


thorough washing ever. 





Every feature demonstrates that it has 
Mate of the stuff that sala ake made of 


Model WAF-9 ® Do-All Dial controls 2 omplete auto @ 3 different rinses deep power rinse 


matic washing cycles true overflow rinse—splashaway rinse, 
1, for regular fabrics 2, for fine fabrics 
oO and heavy loads. and light loads ® Tel-A-Fabric signals light up to show 
cycle and water temperature selected. 


fa, e 
? NOW AVAILABLE! 
0 Choice of 3 New Decorator Colors ® Built-in soap and water saving... . 


OAD Bermude Pick. Gerinn Qrean, Pettercen Yellow saves up to 50% on soap and water auto- © Strikingly beautiful _backguard with 
oO , Spring , P matically on fine fabrics cycle. full-width fluorescent illumination. 


ee @ Automatic pre-treat cycle automati- ® Glass window in counter-balanced lid. 
cally saves most of the usual work of 
a r 4 A G2 hand-scrubbing ® No gears to get out of order. 


. 


DIVISION OF AMERICAN MOTORS fy’ MEANS MORE FOR AMERICANS 


KELVINATOR IS THE MOST VALUABLE FRANCHISE IN THE INDUSTRY 





